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Apex offers you a Fall Special 
Spiral Dasher Wringer Washer 


| Medel Ne. 1066-P 


Ai. 
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yulgpey LYS 


/” STEP-UP PLAN! 


SELL this feature-packed step-up model—in glamorous 
@ pastel pink or yellow—for still greater profits! 


®@ Up-to-the-minute color styling in attractive pink or yellow 
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; & »\ / a @ Famous 3-vane Apex Spiral 
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. * ° oho k Lansmminet ®@ Large family-size capacit 
@ this full-profit model =< 4 9 \ y iy a onan ineediaamaaal 
to bring customers in, 








® Apex-Lovell Safety Wringer 








build sales! © “Jewel” chrome wringer 
© Gleaming white porcelain 
= fe 
Pessoa Get complete 
<p sgt profit plan details today 
| ... Contact your 
nde He, Y0er-tP WY) Apex distributor or 
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HOUR-SAVING APPLIANCES | 3=": some a dot 
i om G 
APEX ELECTRICAL MANUFACTURING COMPANY af —— Ars washer saree” eater 
1070 Bast 162nd Street - Cleveian d 10, Ohio Profits! 
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BETTY FURNESS 


to introduce New 1957 Westinghouse 








MIGHTY CLIMAX 


of Westinghouse ‘Operation Landslide’’ 


MIGHTY HICKH-OFF 


of Holiday Selling for New 1957 Westinghouse Laundry Equipment 
Refrigerators - Ranges - Television and Radios + Portable Appliances! 
See them now at your Westinghouse Distributor 
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“ALL: NIGHT STAND 


Refrigerators - Ranges « Freezers 





























It’s Broadcasting’s biggest night of the year! Millions of Americans 

across the land await the Election results! And in this one dramatic evening, 
Betty Furness delivers more Westinghouse demonstrations than in a whole 
month of Westinghouse “Studio One’’... giving new 1957 Westinghouse 


appliances the most exciting World Premiere any line ever had. 


WATCH WESTINGHOUSE 
WHERE BIG THINGS ARE HAPPENING FOR vous 


ELECTRICAL MERCHANDISING—OCTOBER, 1956 PAGE 3 












Ask your RCA Victor distributor about NEW 
48-page book of tested techniques that shows you 


HOW TO MAKE BIG MONEY 








TABLE OF 


SECTION 1 PROGKESS REPORT 


ab RCA Y t On 


SECTION &@ HOW TO SELL RCA VICTOR BIG COLOR TY Pages 12-41 


SECTION @ RCA, RCA VICTOR SALES AIDS 


How RCA, RCA Victor and NBC-TV continually 
help you dominate the Color 
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Do you know how one dealer SOLD 


ET Le PAGE 25 TELLS YOU 
Do you know how to get other people to 
werk fer yeu, scouting out red-het leede?.....__________________._._____._____________._ PAGE 30 TELLS YOU 


Do you know how one group of dealers sold more Color TV 





in two weeks than they had in the previous 42 months? 


HERE IS THE LATEST AUTHORITATIVE 
GUIDE for selling Color TV. In page 
after information-packed page, RCA 
Victor tells you how to crack the mass 
market for Big Color TV. There’s com- 
plete coverage on product, price, and 
programs. There’s special advice on cus- 
tomer contact, how to display, how to 


PAGE 4 


demonstrate. You get rules for proper 
sales promotion. 

Take advantage of this special offer 

available only to RCA Victor’s own 
dealers. Now you can make big profits 
on Big Color TV with showroom-tested, 
dealer-approved methods! Remember 
— this is your year for Big Color. 


OCTOBER, 


Lnladialieatl PAGE 25 TELLS YOU 


RESERVE YOUR COPY! WRITE, eA) 
WIRE OR PHONE YOUR >) \ 
RCA VICTOR DISTRIBUTOR NOW = * 


i 
RCA VICTOR 


DIO CORPORATION OF AMERICA 


RCA PIONEERED AND DEVELOPED 
COMPATIBLE COLOR TELEVISION 
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Business Quick-Check 











THE YEAR 
SO FAR 
("56 vs '55) 


Latest 


atelaLial 


Preceding 
Month 





SALES, factory, appl.-radio-TV index (1947-'49 = 100) 128 157 127, | (0.3% UP 
DEBT consumers owe to appl.-radio-TV dirs. ($millions) 279 275 281 1.5% DOWN 
FAILURES of appl.-radio-TV dealers 14 25 25 20.5% FEWER 
RETAIL SALES total ($billions) 16.0 16.0 15.5 3.6% UP 
DEPT. STORE sales index (1947-'49 = 100) 127 128 118 5.0% UP 
DISPOSABLE INCOME annual rate ($billions) 284.8 280.2 268.5 6.8% UP 
LIVING COST index (1947-'49 = 100) 117.0 116.2 114.7 0.9% UP 
SAVINGS of consumers, annual rate ($billions) 21.2 18.6 16.7 25.6% UP 
HOUSING starts (thousands) 101.0 104.0 122.7 18.5% DOWN 
AUTO output (thousands) 402.0 448.8 614.5 26.9% DOWN 
UNEMPLOYMENT (thousands) 2,195 2,833 2,237 4.3% BETTER 
ee ee 





RENDS 


Key retailers who have been talking recently with appliance man- 
ufacturers have been reassured that the factories have no intention 
of getting into the retail end of the business. 

It’s true that there has been considerable talk to that effect among 











(Sources, in order: FRB, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, Dept, of Com- 
merce, Bur. Labor Statistics, Council Econ. Advisors, BLS, Ward's Avio Reports, Census 
Bureau) 


T'V industry may not change appreciably. But a reshuffling of fran- 
chises will be involved. 

Bear in mind also that manufacturers are going to be competing 
one against another for top retailers. Years ago it wasn't unusual for 








some marketing experts. Some persons in the industry are convinced 
that some sort of “agency” set-up is inevitable. They've felt that way 
for some time. Recently this feeling has been intensified by several 
developments. One is the search by manufacturers for full-line deal- 
ers. Another is the tendency by some factories to pay much closer 
attention to individual markets. Still another has been the stepped- 
up activity by manufacturers at the wholesale level. 

Do developments like these actually foreshadow manufacturers 
stepping into the retail picture? Probably not. That's the conclusion 
of key retailers and marketing experts who have been studying the 
problem. But most of these experts agree that the trends noted 
above will continue to develop in the months ahead. 

If their guess is correct, the implications for retailers are obvious. 
The dealer will be under more and more pressure to go full-line. 
He can expect more and more help in developing his market. But 
he will also be held responsible for developing an adequate return 
from the marketing area which he has been assigned. or 

This is not as revolutionary as it may sound. It’s being tried in a 
number of areas right now to some degree and individual dealers 
are highly enthusiastic over what is virtually a “partnership” policy 
in developing their markets. 

There are several points to keep in mind. For one thing, not 
every manufacturer may choose to follow such a policy. That’s one 
reason why the total number of dealers serving the appliance-radio 
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manufacturers to offer department stores almost a “blank check” if 
the big store would take on a specific line. Now the top-flight in 
dependent appliance dealer is being courted in somewhat the same 
manner. One retailer (already committed to a full-line policy on 
one brand) has been offered a lucrative counter-proposition by a 
competing manufacturer, 

Not every dealer is strong enough to draw such offers. But the 
“good” dealer is likely to find himself with a choice of lines. It may 
be hard to believe but for the time being, at least, the “good” dealer 


is in the driver s seat. 








‘The appliance industry has a big stake in two studies underway 
right now at the Federal Housing Administration. 

Agency experts are attempting to determine exactly what prod 
ucts are eligible for inclusion in FHA-insured loans. The studies will 
cover both Title I and Title IT loans. (The latter cover mortgages 
on homes while Title 1 embraces so-called home modernization 
loans. ) 

Appliance dealers who are in the kitchen business are most con 
cerned over what happens to Title I eligibility. Right now relatively 
few appliances are eligible for inclusion in a Title I loan. Among 
the eligibles are exhaust fans, sinks, hot water heaters, water sof 




















(Continued on page 6) 








Here's the greatest advance in 
power mower design in years... 


_ Mow-Masrir 
Hest -O-Miatic 


STARTING! 


Prest-O-Matic starting puts you way out in front of com- 
petition. A Mow-Master exclusive, Presto-O-Matic brings 
you the first really different sales advantage in years, yet 
you can actually sell for less than many hand-started 
mowers! 


Prost-Q-tatic Hiager-tip Start, stop, choke and idle controls are right on 


touch. fn -ge contre! 





LETT UDO cwain saws 


OPPORTUNITY! Write today for complete details on profitable line of Fleetwood 
chain saws another quality. built product of Propulsion Engine Corporation 


PROPULSION ENGINE CORPORATION 


the handle, and a simple step on the Prest-O-Matic 
foot pedal provides touch-‘n’-go starting. There's 
no rope to pull by hand no stooping, no bend- 
ing, no straining all the hard work of starting 
is gone. Imagine the convenience and safety ap- 
peal to families where women, teen-agers and older 
folks mow the lawn! 


And that’s not all —- Mow-Master offers you much, much 
more . . . a quick-turnover line of seven rotaries and two 
reels from 18 to 21-in. cutting widths . . . heavy national 
advertising . . . powerful local promotions and complete 
point-of-sale and direct mail material .. . and —- most im- 
portant of all —- popular prices to sell the mass market at 
a full markup for you. 


The smart dealers are switching to Mow-Master 
.. » America’s fastest selling power mower 
.. act now, get details today! 


329 Marion Avenue, South Milwaukee, Wisconsin 





Subsidiary of Food Machinery and Chemical Corporation 
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TRENDS continves 





teners, disposer units and dishwashers which are part of a sink. But 
all cooking and refrigerating appliances are excluded. 

FHA recognizes that there has been widespread criticism over its 
failure to include many of these products (some of which are elig 
ible for inclusion in Title IT loans). That’s why the FHA has under 
taken a review of the entire subject. Spokesmen for the FHA are 
hesitant about predicting the outcome of that study but they con- 
cede that there’s a fair chance that built-in appliances will soon 
become eligible for inclusion under Title I loans. 

The second review underway at FHA involves Title II loans and 
is an outgrowth of this summer's big fuss over packaged mortgages. 
You'll recall that appliance and furniture dealers waged an unsuc 
cessful campaign to have a ban on such mortgages written into the 
National Housing Act. At the time a Senate committee considered 
an amendment which would have prohibited FHA from insuring 
any equipment unless “such items substantially protect or improve 
the basic livability or utility of the property and continue to en 
hance the security and value of the property.” 

That’s pretty vague. But the criterion in effect until now is 
pretty general, too, It states that eligible items must be “an integral 

(Continued on page 10) 
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MANUFACTURERS’ SALES 





Electric Housewares, NEMA 1956 1955 % 
Members Only, Not Industry (Units) (Units) Change 
BED COVERINGS.............. July 169,044 82,873 +103.9¢ 
7 Mos 541,274 335,761 +61.21 
COFFEE MAKERS ae «sae 222,296 185,046 +4920.13 
7 Mos, 1,603,920 1,203,841 +33.23 
CORN POPPERS July 29,965 29,561 + 1.37 
7Mos. 140475 125,987 +4+12.12 
FRYERS, DEEP FAT , July 10632 19,883 —46.52 


7 Mos. 56,295 101009 —44.27 


HEATERS, PORTABLE: 
Convector & Radiant . july 7,231 8,257 12.43 
7 Mos 24,148 17,490 +38.07 


Fan-Forced & Fan-Heaters.... july 34,151 53,499 36.17 
7 Mos. 142,798 151,035 5.45 
HEATING PADS ..» July 238,408 242,560 1.77? 
7 Mos. 912,832 843550 + 8.1 
HOTPLATES July 20,740 31,569 34.30 
7 Mos. 170,624 195,985 12.94 

IRONS: 
Traveler July 11,248 35,454 68.27 
7Mos. 123,955 124452 - 40 
Standard July 38,457 178647 —78.47 


7 Mos, 887,751 916,488 — 3.14 

Steam & Steam Attachments.. july 709,006 365,170 +94.16 
7 Mos. 2,444,405 2024154 +20.76 

Non- Automatic July 3,607 5,313 —32.11 
7 Mos. 29,504 39,129 24.60 


TOASTERS: 
Avtomatic.. July 281,140 241,794 +16.27 
7 Mos. 1,185,271 1,037,728 +14.22 
Non-Automatic July 14,375 12,530 +14.72 


7Mos. 98955 94685 + 4.51 


WAFFLE IRONS & GRILLS: 


Waffle lrons & Sandwich Grills july 640719 64,324 — 38 
(Combination Units) . 7Mos. 283,190 323,040 -—12.34 
Single Units . July 6,618 5,590 +18,39 


7 Mos. 27,9719 25,874 + 8.14 
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My service | No problem. 
department ™ | carry Hoover 
loses money on and they take 


small appliances. . care of the 


=a Does yours? mo» Service for me. 





be MOR Al : It pays to handle Hoover. You're backed 
: by 99 service stations over the country... 


All Hoover owned and operated... all staffed by Hoover trained personnel 
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3 <) #2 o% HOOVER 


=— FINE APPLIANCES 


Constellation Citation Lark® Pixie” 
1 ...around the house, around the world 
IY 
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Automatic Coffeepot Handmixer Scrubber-Polisher Steam-Ory tron with the first 


stainless stee/ soleplate 
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BiG PICTURE TV PRICED FOR EVERYONE — 
top controls for easgyto-see, easy-to-reach 
tuning ...265 sq. in. aluminized tube... avail- 
able with finest VHF Cascode or All 82- 
Channel Tuners...complete with stand, in 
hand-+ubbed oak or mahogany color finishes. 
The Saratoga, in mahogany color finish, 
Model 3V541. $199.90 (VHF). 


HIGH FIDELITY SIGHT AND SOUND — deluxe, 
full transformer-powered chassis with keyed 
AGC...24” diagonal measurement plus 4 
speakers, two bass and two 5” high fre- 
were) ail operating through a dual chan- 
gh fidelity amplifier...tone control and 
phono plug-in jack. in beautiful hand-rubbed 
, Oak or cherry color finishes. in 
roy The Grandview, Model 3V765R 
$349.90 (VHF) 


MODEST-COST CONSOLETTE—keyed Automatic 
Gain Control for automatically constant fringe 
or focal area reception...265 sq. in. alu 
minized tube ...up-front controls... “improved 
front-projected sound. in lustrous, hand- 
rubbed mahogany, oak or cherry color fin- 
ishes. The Concord, in mahogany with base 
shown, Model 3V601 $249.90 (VHF). 


GRACEFUL CONSOLETTE.21” (diagonal meas- 
urement) 265 sq. in, aluminized tube...eye- 
ease optical filter long-distance range 
finder ...all channel tuning...up-front controls 
keyed AGC. Finest in sight and sound in 
maho “a i! cherry color finishes with tradi- 
tionally styled base, Model 3V6051, The 
Sheraton,” 279.90 in mahogany (VHF). 


CONTEMPORARY CONSOLE—precision Cascode 
VHF or ali-channel UHF tuner...studio sound 
reproduction from two 8” large-magnet 
speakers...eye-ease optic filter diverts an- 
— giare...up-front controls. in hand 

ed mahogany, oak or cherry color finishes. 
The Savanna’ odel 3V700L $249.90. (VHF 
in mahogany). 


COMPLETE TV-RADIO-PHONOGRAPH — beautiful 
modular combination utilizes The Saratoga 
television receiver, plus the Prelude radio- 
ihonograph with two speakers. Available in 
ustrous hand-rubbed color finishes of ma- 
hogany, oak or cherry on a variety of smart, 
functional tables...complete in mahogan 


The Studio, Model 3V900L $369.90 (VHF). 


BUDGET MODEL CONSOLE—335 sq. in., 24- 
inch (diagonal measurement) aluminized tube 
-Super-dependable chassis with keyed 
AGC... clearest, sharpest sight and sound 
with eye-ease optical filter...two speakers 
recessed top-side controls. In a - 
or oak color finishes. in mahogany 
Montgomery, Model 3V760R $2739. 90° ‘wiry 


DELUXE HIGH FIDELITY CONSOLE—full trans- 
former-powered keyed AGC chassis. 21” diag- 
onal measure picture, powerful dual chan- 
nel high fidelity amplifier and four speakers 
.- phono-jack with switch for record player 
.-eye-ease optical filter...in hand-rubbed 
mahogany, oak with ebony trim, or cherry 
color finishes. The Beverly, Model 3V701L, 
$299.90 (VHF) in mahogany 


Sentinel 


A Subsidiary of the Magnavox Company 


TV 


RADIO > 


PHONOGRAPHS 
all Nw policy...all New line 


makes REAL sense, makes REALE profits! 





OSL | 7 <j QUALITY TELEVISION 
y @ 41 Megacycle IF Amplifier 
@ Top Tuning or Picture-Side 
—~ * Controls 
> ; @ Automatic Picture Lock 
33 @ VHF Cascode and UHF Teleramic 
Tuners 
@ Optical Picture Filter 
TOP-PERFORMING PORTABILITY106 sq. in., 
14” (diagonal measurement) aluminized tube @ Superior Magnavox Speakers 
in rugged, virtually shock proof chassis... 


smartly styled in beautiful decorator colors 
...weighs a mere 24 pounds for place CONSOLE WIGH FIDELITY AT TABLE MODEL THREE SPEAKER CHAIRSIDE, PHONOGRAPH © Interference Rejector 
your-choice viewing. é Nomad, Mode —brilliant performance from " bass, wo 6” x ovals plus speaker... 6-watt ; 
3V500E $139.90 (VHF). 8” intermediate, 9” high frequency speaker amplifier...4-speed intermix changer with @ Fine Furniture Cabinets 
..- Plus powerful 10-watt push-pull amplifier... dual stylus, variable bass and treble controls 
4-speéd imported Collaro intermix record ... acoustical cabinet in mahogany, oak or @ Wide Selection of Finishes 
changer with dual stylus...variable bass and cherry. The Prelude, in mahogany finish, 
treble controls...Acoustical cabinets in oak, Model 2E636 $139.90. With super-selective 
cherry or mahogany. Model 2E671C, The Sym- AM radio, Model 3E736C $149.90. 
par $169.90 in mahogany. With super-se- 
ctive AM-FM radio. Model 3E771C $228. 90. 


RADIO-PHONOGRAPHS 
@ Magnavox High Fidelity Speakers 
@. Audio Power up to 10 Watts 


@ Precision Intermix Multi-Speed 
Record Changers 


@ Variable Bass and Treble Controls 


@ Super-Sensitive, Drift-Free 
DELUXE BIG PICTURE PORTABLE—17” (diag- TABLE-TOP HIGH FIDELITY—8” bass plus 5” TRANSISTOR POCKET PORTABLE—fits in pocket AM-FM Tuners 
onal measurement) aluminized tube offers full high frequency speaker, balanced high fi- or purse, yet gives super-selective tong-dis- 
145 sq. in. of clear, sharp reception...vir- delity amplifier give thrilling tonal perform- tance reception...finest tone quality... room- @ Acoustical, Fine Furniture 
tually shock-proof chassis...telescoping di- ance. Precision intermix multi-speed record filling volume...hundreds of hours of enjoy- Cabinet 
pole antenna assures clearest, stable recep- changer with dual stylus...compensated vol- ment on only one low-cost battery. Model abinets 
tion anywhere...weighs a mere 32 pounds ume...variable treble controls. Lightweight 1£500 $64.90 with battery. Optional: Private 


...in a variety of decorator colors, The Sun acoustical cabinet finished in a variety of earphone, leather carrying case @ Decorator Selection of Finishes 
Valley, Model 3V521) $159.90. sparkling scuff-resistant colors...convenient 


carrying handle. The Promenade, Model 2£635 


THOSOONOONOONONNSOOUOOSNDDOONONA OR Ii” 


FACT! The ONLY Factory- Distributor-Dealer 
Franchise that protects your one interest... your PROFIT! 


ddd 


Now you can live with a franchise that’s on fine market opportunity ... easy sell-up, with 
your side. Firm... but fair...and, oh, so features and prices working together. 

profitable! In brief, you’re assured of year 
’round volume sales with thoroughly market- 
tested instruments...no price cutting with 


(00) 


Y 


Yes, here’s profit that’s guaranteed—not just 
talked about. Here’s product quality and sale- 
ability that’s built-in—not just advertised. 
Sentinel instruments are easy to demonstrate 

. easy to sell... backed by powerful, local, 
“feature the dealer’’ merchandising. 


LN 


(0 


vigorous price maintenance... greater profit 
margins with larger, guaranteed markups. . 
competitive prices with a streamlined line that 
reduces inventory problems...no “annual 
line’ dumping, but gradual new-model intro- Here’s a franchise policy that’s fact... no 
duction ...no “buckshot” franchising, but a fiction. 


I 


x 


A 


x 


N00 


)) 


Dodd 


No wonder leading distributors and dealers are switching over to Sentinel! There may be a 
franchise open in YOUR area. Write, wire or phone the Sales Manager. 


P. 
A Subsidiary of the 
Magnavox Company 


2100 W. Dempster Street, Evanston, Illinois 
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e Nobody had heard of a ‘'BUILT-ON*" 
. antenna when we made the first one in 
| . March, 1955. 
} i e But everybody knows what happened. It 
1 e made second-set prospects out of practi 
} « cally everyone. 
} ° The same antenna can win extra business 
| e for you. Ask your Distributor 
1 . *% Easily attached without tools 
\ . % 3-section nickel plated dipoles 
| > % Individually boxed in Radion carry- 
o out carton 
| ~ 
| ‘ : Model 9005S... List $5.95 
? * 
° , 
COMING NEXTMONTH ¢ 
Model TA-95, For all ° 
General Electric and ® 
Hotpoint 9-in. TV .. . 
List $5.95 2 
e 
- 
3 
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part of the real estate.” This got a little confused as new appliances 
(particularly built-ins) came along. Some products were declared 
eligible. Others were not. 

Now FHA is attempting to come up with a list of items which 
fit the definition posed by the Senate committee. It will provide a 
much more definite guide as to just what can be “packaged” in an 
FHA mortgage. The agency has sent out a questionnaire to all field 
offices, asking regional directors opinions on several other items. 








s 
Retailers aren’t the only ones having trouble preventing pilferage 
of small transistor radios. 
One big manufacturer has been forced to remove the sets from 








its showroom maintained at the factory. In the same plant six 
transistor sets were stolen from the production line in a half-hour on 
a recent afternoon. Now, a plant policeman is stationed along the 
line to keep an eye out on the merchandise. —End 





MANUFACTURERS’ SALES 





1956 1955 % 
(Units) (Units) Change 
DISHW ASHERS July 27,158 22,091 +922.94 


7 Mos. 297,600 160,773 +41.23 


DRYERS, CLOTHES, Electric. july 92,785 43,567] +112.97 
7 Mos, 537,957 439,645 +22.36 

Gas July 24,763 16949 +4610 

7 Mos, 186,081 152,789 +21.79 


FOOD WASTE DISPOSERS. .. july 35,108 40,812 13.98 
7 Mos. 278464 277,214 + (45 
FREEZERS. July 68,907 172,106 — 5.23 
7 Mos. 408,752 447627 — 9.09 
IRONERS... ; July 3,570 4,861 — 26.56 
7 Mos. 30,440 48,125 — 36.75 
RADIOS: 


(Home, Clock & Portable) July 368,132 314046 +17.22 
7 Mos. 4,713,646 3,711,519 +27.00 


RADIOS, Automobile July 198,565 404,443 50.90 
7 Mos. 2,512,216 4,065,859 38.21 

RANGES, Standard July 79,166 85,629 - 6.85 
7 Mos 715,122 802,630 10.90 

RANGES, Built-in s+ july 25,998 11,120 +133.79 
7 Mos. 169,394 87,883 +92.75 

REFRIGERATORS aoe 331,916 323,240 + 2.68 
7 Mos. 2,301,195 2,586,405 11.03 

Twe-Door Models (included 

under “Refrigerators").... july 68,814 48,897 + 40.73 


7 Mos. 440,032 429,638 + 2.42 


TELEVISION July 336,931 344295 — 2.14 
7 Mos. 3,752,133 4,173,088 —10.09 


VACUUM CLEANERS . july 259,774 206,758 +25.64 
7 Mos. 2,171,256 1,810,865 +19.90 


WASHING MACHINES: 
Autematic & Semi-Automatic july 300,969 166,813 +80.42 
7 Mos. 1,891,507 1,679,786 +12.60 
Wringer & Spinner July 79,203 79,066 + 17 
7 Mos. 693,479 656906 + 2.59 


WATER HEATERS, Storage July 55,892 59,773 — 6.49 
7Mos. 407,414 428,485 ~- 4.92 


WASHERS, IRONERS, DRYERS-——Membership of American Home Laundry Mfrs. Assn., 
VACUUM Cleaners—industry Estimate by Vacuum Cleaners Mfrs. Assn., RADIO AND 
TELEVISION—industry Production Estimate by Radio-Electronics-Television Mfrs, Assn., All 
Others NEMA Members, Not Industry. 
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FLECTKOM i Cooking Center 


© CAN BE SOLD AS A FREE-STANDING UNIT OR AS A BUILT-IN! 


NOW! Food Cooks in Minutes Instead of Hours... 
In Seconds Instead of Minutes 


And... COOKS WITHOUT HEAT! 


Imagine—meals that cook with- 
out heat. . . automatically ...ina 
fraction of the time required by 
conventional methods-—done 
through the modern miracle of 
microwaves, Truly, the Hotpoint 
Electronic Cooking Center opens 
a whole new era in automatic cook- 
ing—a whole new profit picture! 


Only the food gets hot! As food 
absorbs energy radiated by the 
magnetron oe, it offers a resist- 
ance which cooks it evenly and 
thoroughly. The inner walls of the 
Electronic Compartment reflect 
this energy, and non-reflective 
cooking utensils offer no resist. 
ance, Thus, the heat created is entioaly within the food—no hot 
pads are needed, and the kitchen remains cool. Now your cus- 
tomers can cook and serve right on their best china~and enjoy 
spring breeze cooking comfort all year ‘round! 











All-Calrod* 
COMPANION OVEN 
TIME COMPARISONS 


Hortpoint’s new Electronic Cooking Center is much faster than fl , While the balance of the meal is 
conventional type ranges. Check the Comparision Table below cooking in the Electronic Cooking 
you'll see there just isn't any comparison. The Electronic Center . , 


cooks heavy mass items, such as roasts and fowl, in 1/5 the ume 


Compartment, meats, fish or fowl 
. light mass items such as eggs, vegetables and potatoes so . 
quickly it's slmost unbelieveble! And it's so easy—one simple set ‘ can be quick -broiled with a deli- 
ung cooks food from start to finish cious charcoal . broiled look and 
ral conventional range _— electronic taste in the All-Calrod® Com- 
th 
cocking ime conn Oe peas Oven. 12 steaks can be 


» bacon 6 min, 90 sec. roiled to perfection in 10 minutes 


frozen peas 8 min. 3%” min. 
frozen TV dinners 40 min. 4 min. 
boked opple 50 min 2 min. 
roost chicken 3% bes. 35 min. 
loyer cake 30 min. 6 min 


benbergere 12 min, 4 min : Step out ahead by offering your customers this 


- apple pie 50 min 12 min 


boked fish filets 25 min 4 min. revolutionary new way to cook. See Your 


» baked pototo 60 min 4 min 


prowde pat oon on ant Hotpoint Distributor today and get set up to 


os ro turkey 5 hws 1 he ; get the jump on competition! 


(Time comperisons compiled from actual tests conducted in Hotpoint 


Compony laboratories) ; : My 


7S eexerrer- 
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More Salee than Ever 
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ance ; ; NOW...White WATER SOFTENERS 
with White-Glass LINING! 


A tremendous new market—years away from saturation— 

now open to WHITE dealers with WHITE'S spectacular new 

line of WHITE-GLASS lined water softeners. Full details 
available NOW. Ask for them! 


a HURRY! Get full franchise facts TODAY! 


t 
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...in the 
EAST 


By Robert W. Armstrong 


TV sparks general fall pickup, but 
dealers also give credit to laundry, 
tape recorders, hi-fi, and small appli- 
ances .. . Color TV still slow 


ALL seems to have hit every section of the 

country with just about the same impact—a 
heartening pickup in sales. The East is no ex- 
ception. 

Beginning somewhere around Labor Day, say 
eastern retailers, business started to come out of 
the summer doldrums and now many merchants 
look for a continually rising curve of activity until 
Christmas. Some even predict a sharp jump in 
mid-October. One Philadelphia dealer says that 
the last quarter “should be the biggest in the his- 
tory of the business,” although he doesn’t know 
why. “I just have a feeling—can’t pin it down.” 


Television, of course, is responsible for much 
of the post-Labor Day pickup, even though TV 
sales were surprisingly good during the hot 
months. As one Boston distributor puts it, “TV 
has been a welcome surprise this fall. We were 
afraid of a letdown because of a possible saturated 
market. But the new models and good economic 
conditions locally have brought cash buyers into 
the market. Our dealers are keeping us busy sup- 
plying them with wanted models—21-inch table 
models and consoles particularly.” 

No single dealer has a bad word to say about 
TV sales. A Philadelphia retailer speaks for many 
when he says, “It’s amazing the way TV has 
moved through the summer and right on into 
fall. Don’t know the reason but, especially in 
view of the horrible experience with air con- 
ditioners, I’m grateful.” 

The only reservations have to do with color 
sets and it is apparent from dealer comments 
that, with a few exceptions, they are still sticking 
to their wait-and-see attitude. 

A Boston merchant says color is attracting 
some interest, but “is still too expensive. We'll 
sell a few here and there but the best value of 
the showings (he keeps sets operating on the floor) 
is to get people interested. It will break the 
ground for a big color push two or three years 
ahead.” 

A Philadelphia dealer doesn’t expect much of 
color either. “We've done our share with the 
home demonstrations,” he maintains. “It will 
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take a lot of good programming and national pro- 
motion to start color really moving.” 

Only one Washington dealer reports any action 
with color—six sets sold during the first three 
weeks of September. Other Washingtonians claim 
they can get customers interested in color and 
they don’t cringe at the price—until they find out 
about installation and service fees. 


Good as it has been, TV hasn’t been the only 
reason for the widespread dealer optimism about 
fall business. There isn’t so much unanimity of 
feeling about other items, but nearly every dealer 
points to one or more appliances which have 
done well, 

For example, one dealer group in the Boston 
area says range sales are 29 percent ahead of 1955 
—and ranges have been no bright star for many 
merchants. This same group reports that dish- 
washers are ahead 30 percent, automatic washers 
32 percent, vacuum cleaners 25 percent. Notice 
the significant absence of refrigerators. This is 
the one appliance which has disappointed many 
easterners, but even here one or two retailers 
mention some improvement over abnormally slow 
summer sales. Perhaps typical is the comment 
from a western New York dealer: “Refrigeration 
is no worse than it has been.” 


Some of the appliances credited with gains 
come as a surprise. Electric water heaters are a 
good example. One dealer says there has been a 
“notable increase” in sales and attributes it to the 
possibility “that people may have been waiting 
until they bought other appliances. We're selling 
three where we sold two last year—particularly 
after we run a newspaper ad or two.” 


Tape recorders come in for laudatory mention 
by several retailers. As a dealer from a Boston su- 
burb says, “Both tape recorders and hi-fi are really 
coming into their own. The competition is keen 
but we can generally make a better profit than on 
most other items.” Another Boston dealer says, 
“We're promoting tape recorders, portable phono- 
graphs, hi-fi, clock radios and even portable radios 
for some extra profits. . . These are more fertile 
items this season; there’s still a lot of virgin terri 
tory.” 


Vacuum cleaners are a strong item for many 
Washington retailers and sales figures from the 
Electric Institute back them up—2,009 units in 
July as compared with 1,030 in July of ’55., 

TV and laundry are, as is to be expected, the 
big fall items for most dealers, but one Boston 
merchant says he is also doing unusually and sur- 
prisingly well with small appliances. “This,” he 
says, “is going to be our best year yet in small 
appliances. I think we'll beat last fall by 10 per- 
cent or more. Best bets are electric fry pans, 
wafflers, toasters and mixers.” This same retailer, 
incidentally, claims that hi-fi has definite advan- 
tages for small dealers who have door-to-door 
salesmen. He explains it this way: “The package 
sets have a set price and competition is keen, but 
the custom sets have no definite price—each home 
needs a different combination. The salesman can 
walk in and arrange several different combina- 
tions and therefore several different prices, one 


of. which will meet the customer's OK.” It's 
worked so well for him that he has one salesman 
doing practically nothing else. 


Dryers are one of the sales standouts of the 
year. A big eastern group of stores sold twice as 
many this August as in August last year and is 12.5 
percent ahead for the first eight months, The 
smallest increase reported anywhere was three 
percent for the year to date, 

Just how good business has been across the 
board so far this year was summed up by one east. 
erm distributor like this: “We're 10 percent ahead 
in overall sales. We had looked for an additional 
five percent during the summer, but were disap- 
teen I'm banking on another five percent gain 

y Christmas. We're going all out on promotion. 
It looks like kitchen packages, TV, washers and 
hi-fi will carry the ball.” 


Integrity Note. While nearly all eastern re 
tailers are expecting a good fall season—and, in 
fact, are already getting it—one is already thinking 
about next year’s air conditioning business—opt: 
mistically—despite this year's difficulties, And his 
comment proves that sometimes a painfully hon- 
est distributor policy pays off. Says this dealer, “I 
wasn’t stuck with as much air conditioner inven- 
tory as I might have been because G-E took back 
everything of theirs I had and gave me credit for it 
They did the same thing last year, On the strength 
of that kind of treatment I've already contracted 
to buy a carload for 1957.” 


...in the 
MID- 
WEST 


By Tom F. Blackburn 





Food plans dying out again. . 
Portable TV pushing saturation over 
100% mark . . . Associations losing 
dealers . . . Carryover in room coolers 


peooe plans are fading away again in the Mid- 
dle West, so the boys in the vet are saying. 
The reason given is that the temptation to permit 
the quality of the food supply to deteriorate over- 
comes the owner’s judgment. When a customer 
has bought choice beef, and his order is filled with 

tough, canner cow, you can’t argue with him. 
Long Ly in the time-payment business it was 
discovered that an appliance had to work satis- 
factorily until it was paid for, Otherwise the cus 
tomer would quit right off on his payments, and 
you couldn’t win in court. It has been discovered 
that it is equally true with food plans—the food 
(Continued on page 16) 
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Here you see why you're 5 times better off 
selling Hamilton Beach mixers and toasters! 
Not only because of the great number of 
your customers who will be influenced by 
this striking Christmas ad. Or because 
Will Rogers, Jr., will be working for you 
on TV. They’re both good reasons in them 
selves, But the big advantage to you is that 
every sale you make stays sold. You have 
the only 5-year guarantee in the business 
to guard your profits! 





WILL ROGERS, JR. 


pre-selling for you 
on CBS-TV! 
Tune in the ‘‘Good 
Morning”’ Show and see 
what a warm, con 
vincing salesman you 
have working for you! 



















rot 


Just as we've pictured in our Christmas 
“shopper’’ ad, this ‘‘protection’’ works 
equally well for your customers. They, too, 
get 5 times the usual assurance of a good buy. 
Again, the person who receives the gift gets 
the same assurance that she'll be gratified. 
Confidence like this is ‘‘catching!” So why 
settle for less than the most powerful buy- 
appeal you can get? Feature Hamilton Beach, 
the line that enhances your reputation— 
the line that guards your profits! 


JUST LOOK AT THE ADVERTISING SUPPORT YOU GET! 


22 HARD-HITTING ADS PLUS 
IN 9 LEADING MAGAZINES! PANORAMA 


PACIFIC! 


The early morning TV 
Show tailor-made for 
Californians! 


pre-selling for you on 


Full profit margins, of course! CBS-TV! 


HAMILTON BEACH ° 


HAMILTON BEACH CO., Div. of Scovill Mfg. Co., Racine, Wis. 


OCTOBER, 


Pushing your gales and guarding your profits! 


HE ONLY 
O-YEAR GUARANTEE 
IN THE BUSINESS 


See how Hamilton Beach, the line that guards your profits, is pre-selling gift buyers for you! 


Order This New 
Full-Line Appliance 
Center and Tie-in! 
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New Mixette — Now in pink, 
yellow, turquoise, chrome. ox whae! 
New Liqui-Biende, Blends $21.50 chrome: 
twice as fase, (WICe as fine! Choice 
of two speeds 










$39.95 white; 
$44.95 Chrome 















Drink Mixer 
\\ Makes real $0da fountain 


drinks. tasty fruit drinks: “ 
whine; 
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New Auto 


Gives you ¢ 
Only 5-year 


matic Toasie,; 
OaSt at irs besr, and the 
Ruarantee 
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must stand up in quality 

The way to sell freezers is not necessarily with 
i food plan—you can show the prospect how to 
ave by explaining food chain “thythm.” Tell him 
how they are loaded each week, and try to clear 
their decks by the following week end. The last 
of the week sees vegetables at lowest prices. 

One group maintains that Tuesday is the logi- 
val day to buy, as the chain stores begin to Be 
worried then about getting rid of the stuff. This 
group maintains that in some cities there is no 
low week-end pricing of groceries, as people buy 
then. The second method of taking advantage 
of chains is to snap up their specials, which are 
low priced. ‘This week in Chicago pot roasts 
were 29¢ a lb., much to the dismay of a Chicago 
freezer owner who bought a leg of beef at 37¢ 
earlier, 


To nobody's surprise, sales of laundry equip- 
ment were up during the July steel strike. Every- 
body knew the steel workers would win, and the 
hike in wages meant a jump in prices, Therefore, 
there was Sesh as protection. What amazed 
bystanders was that July is usually about the low 
month of the year for washers. 

A Peoria, Ill,, dealer declares that portable TV 
is traveling the same route as the & tric clock 
Soon there will be a saturation of more than 100 
percent. Several years back it puzzled electric 
clock makers to discover where their clocks were 
going. No one thought that families would 
buy several electric clocks for the home, which 
they did. A portable TV opens up every room 
in the home to one. 

But, as one manufacturer puts it, this growth 
is likely to be at the expense of the higher 
priced console volume Already families are 
saying: Why buy a high priced replacement 
when color is just around the corner. To this 
they now add: Why, indeed, when we can pick up 
a portable? Good Will Industries say they no 
longer will pick up old radio consoles for resale, 
as not even poor Bar Fr want a console. 

This reporter, who can’t prove it, says that the 
field scuttlebutt is that to the list of manufac- 
turers who want to do the installing and servicing 
on color TV, must be added a group of automatic 
washer makers who want to do the installing and 
servicing on their brands 

It looks as if electric associations are going to 
have to build up their fences in regard to electric 
appliance dealer membership. One with 1,800 
members has only 75 electric dealers on its books. 
In another city, the number is trifling 


The carryover in ait conditioners is now definite, 
with more dealers than ever convinced that this 
ippliance is governed by hot weather. In Chi- 
cago a distributor who used the buy-back plan 
is said to have come out on top. There was up 
grading in sizes, with 14- and 2-ton units scarcest, 
and 3-ton units almost yielding to one ton. 
While it is not thought that carryover inventories 
will be as great as in 1955, nevertheless there 
will be a fot of “$169” }-ton room coolers 
around next spring to disturb the market. Gen- 
eral report is that, volume done in 1956 in the 
middle west far exceeded the preceding year 

A trucking firm employed in Chicago to deliver 
a lot of appliances began accommodating dealers, 
a few years back, by tucking away items in the 
back of its building. Today the firm has in stor- 
age for customers a block long warehouse full. All 
of which indicates that dealers need more ware- 
house and are willing to pay for it. Chief 
pride b the trucking firm is that there has been 


no — rage of the appliances entrusted to it 

The robbery of Mandels Department store, 
which has been conducting warehouse sales, of 
a lot of major appliances, indicate that pilferage 
of appliances generally occurs when they are on 
the move. They get to the wrong people, by mis- 
take, so easily, then. Apparently Mandels’ losses 
happened in transfer of stuff to its Chicago ware- 
house, where the sales were held. A lot of 
dealers get careless with those serial numbers, and 
that you can’t do. Only a few years ago another 
looting of refrigerators happened in Chicago, 
and, if some woman had not had trouble, and 
called the distributor, giving him the serial num- 
ber, the mystery would never have been unraveled. 

The statistics of sales in Kansas for August 
were logical. Air conditioners (central) were 60.5 
percent ahead of 1955; dishwashers, 1.8; food 
waste disposers, 2.4; elec. clothes dryers, 10.1; 
home freezers, 13.8; elec. ranges, 7.9 percent 
(while built-ins fell off 7 percent). On the other 
hand, television was off 14.8 percent; refrigera- 
tors 7.9. Automatic washers surpassed the pre 
vious year by 3.7, while conventional washers 
were down 21.7 percent. Water heaters were up, 
9.6. It's hot and dry in Kansas Gas and Ele 
tric Co, territory, and business behaved about 
as expected. 

In the Cedar Rapids, Iowa, electrical appliance 
dealers association, their monthly report revealed 
that promotions still pay off. Dishwashers wer 
ahead in 1956 and so were food waste dispose: 
Everything else was down as compared to 1955, 
but losses were not large, and figures can’t always 
keep going up. 

Up in Minnesota Power & Light Co. territory, 
where in Duluth M. H. Prince turns out a 
monthly report, there are items not touched on 
elsewhere. Farm equipment showed a rise for 
1956, as did stokers and oil burners. Refrigerators 
were up, showing greatest numbers of all appli 
ances. Ranges were up, as were freezers, clothes 
dryers, certified lighting, and dishwashers 


.,.in the 
GREAT 
LAKES | 


by William N. Troy 


. Color TV 


on rise .. . Cash sales up . . . Utilities 


Fall brings optimism . . 


predict record laundry sales 


N' YW that summer never came, fall is here, and 
- with it some buoyant optimism on the part 
of Great Lakes area dealers. 
There seems to be little doubt that the last 
uarter of 1956 will be the best of the four, now 
that labor troubles have been pretty well straight- 
ened out and prices on new lines have been set. 
Specifically, dealers are happiest over what 
seems to be a definite and more than seasonal 
rise in sales of TV, particularly color. Increased 
color programming on the part of the networks 


has created plenty of trafic in stores handling 
color sets. 

One dealer in Columbus predicts that October 
through December will exceed his 1955 figures for 
the same period “by at least 15 percent”. Other 
dealers, particularly in such auto-sensitive centers 
as Detroit and Cleveland, are looking for similar 
jumps on their ledgers. Most of the automotive 
companies have been rehiring at a furious rate in 
the past two or three weeks and, with drastic 
model changes being predicted for most autos this 
year, no slow-down is expected for at least six 
months. 

Part of the reason for early season slowness is 
now apparent, according to a Pittsburgh dealer. 

He finds that he’s had a substantial increase in 
his cash sales in the last month—they now total 
approximately 40 percent of his business. It’s his 
belief that many potential buyers held on to their 
cash earlier this year, hedging against possible eco- 
nomic recession, possible long strikes, etc. Now 
that the air seems clear, plenty of cash is flowing. 


Most of the area utilities expect that the winter 
selling season will bring the highest unit figures 
ever on sales of automatic laundry equipment— 
particularly dryers. As a matter of fact, laundry 
equipment stood up remarkably well all summer, 
helped out by a season which saw few if any 90 
degree days. 

Refrigerators, too, are expected to stand up well 
during the fall season, with the increasing number 
of colors available being a major factor. Many 
dealers believe that selling a color refrigerator will 
bring repeat business much sooner than one with 
one color. A dealer in Dayton says: “Up until a 
couple of years ago housewives just accepted the 
idea that their refrigerator had to be white. They 
couldn’t get sick of the color because that’s all 
there was. Now, with a choice, they'll find them- 
selves getting tired of pink in favor of green, and 
so forth. Which means they'll either get a new 
model sooner, or have the old one re-painted.” 

This same dealer has the idea that in a year or 
so he may be able to get a profitable side business 
in re-painting and matching up colors on appli 
ances already in the customer's home. 

Color in housewares has also given this market 
a slight boost, although many smaller dealers have 
had so many unhappy experiences with house- 
wares that they're reluctant to give them any real 
push. The growth of bonus stamp plans, in par 
ticular, has helped to push housewares off the 
floor of many an appliance dealer. “With so small 
a margin,” says one Cleveland man, “we can’t 
afford to give space, and it certainly doesn’t pay 
to advertise them.” 


Conventional range sales have not been good, 
and the outlook for them is not too bright in the 
coming months. When you get to built-ins, how- 
ever, the picture is much rosier. A number of 
utility merchandisers in this area say that two out 
of every three ranges going into new housing are 
now of the built-in type, and they look for that 
ratio to increase by 1957. 

That, of course, ties range sales in pretty closely 
with new home construction, which dragged its 
feet this summer with the steel strike and assorted 
local building trades union difficulties. There have 
been sharp and continuous increases in building 

rmits since the end of July, however, and the 
1ousing picture in the Great Lakes area should 
wind up the year substantially ahead of 1955. 
That means tremendous activity in the last half, 
since the first half was below 1955. 

(Continued on page 21) 


OCTOBER, 1956—ELECTRICAL MERCHANDISING 





BRILLIANT, ALL-NEW 1957 


ci) Whinkpoot, 


AUTOMATIC WASHERS AND DRYERS GIVE YOU 


EVERY SALES 
ADVANTAGE! 


BUILT-IN 
LINT FILTER 


FASTER, 


SAFER DRYING 
2-SPEED 


WASHING 


NEW BEAUTY 
AUTOMATIC 


SUDS-MISER 


MODELS IN on a 
ALL PORCELAIN van 


CHOICE > 
OF COLORS 

















NEW! BulLtT-In 


LINT FILTER 





® No ‘‘pans’’ or gadgets - 
to fuss with before 
loading or unloading! 


© Works with any size load 
of clothes! 


< Assures lint-free washing 
every time! 


eo y - c 3 4 © Filter screen easily 


removed for cleaning! 


2 WASHING SPEEDS 






STROKES STROKES 


FOR “SYNTHETICS"... Riiaaaie FOR “REGULARS”... Eada 





GENTLE ACTION is for washing safely the daintiest gar- NORMAL ACTION is for washing cottons, linens and all 
ments, finest woolen blankets and all synthetic fabrics. In regular fabrics thoroughly, yet gently. The washing time is 
this separate, automatic slow-speed cycle . . . washing and selective from 1 to 14 minutes. . . enough for even the most- 
spin-drying actions are ‘4 slower than normal... washing soiled dungarees. In an RCA WHIRLPOOL, all clothes are washed 


time is selective from 1 to 4 minutes. sparkling clean. 














EXCLUSIVE, BUILT-IN SUDS-MISER ° 
Suds-Miser is the automatic suds-return system that can 
save over 2,500 gallons of hot water and up to 26 boxes of 
soap or detergent every year for the average family of 
four. It has proven to be the greatest economy feature .. . 
and one of the most popular...in automatic washing today! 


i 
2 i 
of 


y 
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INFINITE NUMBER OF DRYING TEMPERATURES 


Any temperature you need .. . for safely drying sheerest 
of delicate things to heavy-duty dungarees .. . is yours with 
an RCA WHIRLPOOL dryer. And, for even greater conven- 
ience, there are five automatic settings ... each with a 
fabric guide to eliminate all guesswork. Any setting as- 
sures correct, safe drying heat. 


MORE SELLING FEATURES FOR YOU! 


IN THE WASHER... 


* Automatic 3-temperature water selector. 

© Free-Flow draining. 

© 7 Rinses... most thorough rinsing known. 

* Illuminated electric pushbutton door release. 
© Ultra-violet germicidal lamp. 

* Automatic spin stop when door is opened. 
* Dual Cycle-Tone signals end of wash. 

* Big 9-lb. wash load capacity. 

*® 5-year warranty on sealed-in transmission. 


You have a choice of White, Pink, Yellow and Green Colors... and models 
are available in white all-porcelain, porcelain top only, and Lifecoat finish 










NEW, FASTER DRYING ACTION 


INFINITE WATER LEVEL SELECTION 


Another new feature . . . a choice of infinite number of 
water levels to save gallons of water on partial loads! And, 
it’s all automatic! Simply set the selector to any position 
you want between LOW (11 gals.) and HIGH (17 gals.). 
Then, washer fills to level selected in both wash and deep 
rinse cycles. 
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The new, 1957 RCA WHIRLPOOL gas or electric dryers have 
faster drying action than average regular-speed dryers. 
And, the Super-Speed dries a big load in only 27 minutes 
... faster than a 9-lb. load of clothes is washed. This faster 
drying saves time every washday ... and, that’s what 
every woman wants! 


IN THE DRVER... 


Tempered heat with controlled air circulation. 
Satin-smooth drying drum. 

Illuminated automatic pushbutton door release. 
Step-saving Cycle-Tone signal. 

Ultra-violet germicidal lamp. 

Automatic door shutoff for extra safety. 
Built-in lint screen on top...easy to clean. 
Drying capacity up to 20 Ibs. of wet clothes. 
Automatic ignition on gas models. 
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RCA WHIRLPOOL WASHERS AND DRYERS ARE BACKED BY 
THE BIGGEST MERCHANDISING CAMPAIGN EVER! 


* terrific promotions 
and “‘specials’’! 


x colorful literature 
and displays! 


you tie 
Tv and 


RCA WHIRLPOOL HOME APPLIANCES 
are products of WHIRLPOOL-SEEGER CORPORATION, 5S:. Joseph, Michigan 
WASHERS + DRYERS + IRONERS + RANGES * REFRIGERATION + AIR CONDITIONERS + DEHUMIDIFIERS 


eo 
you Up... IT’S EASIER TO SELL RCA WHIRLPOOL THAN SELL AGAINST IT! 

















TRENDS 


in the 
SOUTH- 
WEST 


By Fred A. Greene 





Good fall season expected in most 
areas .. . Drought still factor in others 
.. . Sales reports mixed but declines 
not severe .. . TV improves. 


ITH the summer months over, southwest- 
emers are expecting a good fall season. 
Generally speaking, that is. There is increasing 
concern about drought conditions in many sec- 
tions. In several, notably west Texas and cen- 
tral ‘T'exas, drought conditions are just about as 
severe as they can get. Isolated portions of north 
and cast Texas are also affected, but not as 
severely 
A vast area around Big Spring, 300 miles west 
of Dallas, is particularly hard hit. Because towns 
in that vicinity depend largely on a farm econ 
omy to sustain business, the future looks bleak 
A good part of central Texas around Waco is 
in a similar position. 


The big Dallas area is hard hit. It’s even gotten 
to the point where residents are buying drinking 
water in grocery stores—20 cents per half gallon 
Just south of Big D, around Corsicana, cotton 
crops were very short and ginnings way below 
normal 

On the “good news” side of the ledger, most 
of Oklahoma, New Mexico and just about all 
of Arkansas expect good to excellent business 
during the fall. There are, of course, isolated 
instances where optimism doesn’t exist. For ex 
ample, a New Mexico dealer says farms are in 
good shape but not ranches 


Most dealers and distributors hope to at least 
equal 1955’s tally sheet. A Houston wholesaler 
who terms prospects excellent tempers his en 
thusiasm by reminding that profit margins are too 
thin. A Texas retailer points out, too, that while 
he’s hopeful, he cannot accurately forecast the 
effect of higher prices on the new lines coming 
on the market. A Fort Worth firm is expecting 
its biggest year, but deplores a startling growth in 
re POSSCSSIONS 

During August and early September, ‘Texas 
shows a mixed pattern of business. There were 
about an even number of increases and decreases. 
The average decline was about 5 to 10 percent 
over the previous month, though one Dallas 
dealer observed a 40 percent drop. Gains also 
held to the 5-10 figure, though a Houston retailer 
says he doubled sales over the July-early August 
figure 


TV promotions accounted for considerable busi- 
ness, but the biggest factor was air conditioners— 
even during August. In almost every instance, 
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sales were good to excellent. Surprisingly, a few 
dealers even said net profits rose slightly, Those 
who didn’t get increased profits managed volum« 
rises and they are not too unhappy with the re 
sults. The few Texas dealers handling evaporative 
coolers did fairly well. For the most part, prices 
held firm and profits were slightly above those 
for refrigerated units. 

Perhaps the best news about these two sum 
mer month items was the lack of any carryover. 
That means, as one man put it, “we can start off 
next year with new models at decent prices and 
maybe hold the line on profits, This should cut 
down on pre-season sales of carryovers which al 
ways leads to price cutting trends.” 

l'exas television sales picked up somewhat, 
largely as a result of closeouts. Low end consoles 
and table models paced the market. A Houston 
distributor added that portables moved well and 
color sales are hopefully on the upswing. 


Oklahoma business was mixed. It was a lousy 
summer, to put it mildly, for refrigerated air con 
ditioners, though one big city distributor is the 
exception—his sales were good and his profits 
were up. Those whose sales came close to 1955 
figures had lower profits. One wholesaler’s com 
ment: “Our sales were up 15 percent and as for 
profits? ‘There were none!” 

But when it comes to evaporative coolers, a lot 
of Oklahomans had a field i. Best ever, says a 
distributor. Very good, remarks a dealer who 
added the footnotes that sales were 200 percent 
over last year and profits were normal. About 
half of the firms reporting said profits held firm, 
though a few instances of declines were found. 
Still, dealers sold more and many felt volume in 
creases helped take the load off the poor air con 
ditioner business. 

Inventories are virtually nil, But there are a 
few exceptions where the slow selling refrigerated 
units are concerned. One distributor who got 
caught with a fairly heavy inventory plans te 
carry over the line and sell them next season at 
about $25 below 1957 prices, 

White goods moved slowly in the Sooner state, 
but only on the dealer level. Several distributors 
say their movement is good and prices fairly firm. 

A sharp upswing in TV sales found Oklahoma 
dealers getting table models and medium to low 
end consoles off their floors. Portables also made 
considerable headway and good to excellent sales 
reports are heard, 

New Mexico sales are also mixed. An Albu 
querque dealer says evaporative cooler profits were 
firm, but not so for refrigerated units, though he 
sold more of the latter than last year. On the 
other hand, cooler sales around Roswell wer 
lower in volume and profit. Inventories are re 
ported normal. 

Washers, dryers and refrigerators paced white 
goods with profits generally stable. But an 
ominous sign may affect profits. A dealer claims 
“deals” are on the increase and it’s hurting busi- 
ness. 

T'V movement remains the same or slightly 
above with table models leading the way. Color is 
no factor here. 

In Arkansas, where Arkansas Power & Light 
Co. reports an excellent crop, both in quantity 
and quality, sales held about even. One distributor 
in Little Rock did report an increase of 10 times 
over his July-early August figures. 

Air conditioners sold well and in one instance 
we are told profits took an upturn, In fact, one 
distributor dea his inventory in July! 


1956 





White goods got the biggest pat on the back 
Movement ranged from good to excellent with 
refrigerators and freezers leading the way, Auto 
matic washers followed closely behind. Price: 
were normal, though one firm remarked they 
were soft, 

With a couple of exceptions, ‘TV didn't expen 
ence much of a month, Only one wholesaler re 
ported a rise. 


oe WE ENE 
SOUTH 


Sales without a pattern . . . Gold 
Coast continues boom . . . Fall sales 
campaigns in South take shape 


NOTHER southern summer dragged to a 

close this month, and appliance dealers in 

the country’s “hotbox”’ are somewhat vainly trying 
to assess the results of this selling season 


“There just hasn't been any pattern to sales at 
all this summer,” complains a New Orleans dis 
tributor. “We were going great guns this spring in 
practically every major appliance line, and then 
sales started fluctuating all over the place, My 
air conditioning sales dropped way off, but ranges 
kept steady and then went higher, for example 
Of course, it neyer did get what you really call hot 
down here, and that probably had a lot to do with 
the way people bought.” 

Dealers and distributors in Georgia, Florida 
and the Carolinas were equally nonplussed when 
it came to discussing the summer sales pictur 
All were agreed that sales generally were “‘sati 
factory,” as far as volume was concerned, but 
prices, which were firm in the spring, had by 
summer's end slipped badly, This, of course, 
showed up on dealers profit and loss statements 
via the reduced margin route, Tennessee was a 
particularly bloody battlefield in this respect 

“We really had to go out and beat the bushes 
for sales this summer,” says a Nashville deale 
“and if you didn’t meet the price competition you 
didn’t get the business.” This dealer also com 
ylained that a slowdown in housing construction 
iurt his business and this sentiment was echoed 
elsewhere in the south outside of Florida 


The Southeastern states’ Gold Coast contin- 
ued to boom merrily along, with summer sales 
generally running about 30 percent ahead of last 
year's. Over two thirds of the appliance volume in 
this area was accounted for by air conditioning 
television and kitchen equipment sales. Biggest 
individual gains were registered by garbage di: 
posal units up 180 percent and water heaters up 
220 percent 

Dealers, distributors and utilities throughout 
the region are swinging into the fall season armed 
to the tecth with various sales campaigns and sp 
cial promotional efforts 

These sometimes take odd shapes. One North 
Carolina dealer, for example, this summer staged 
a circus days’ sale, complete with huge outdoor 
tent and continuous entertainment. The sale 

(Continued on page 24 
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CATALOG OFFERS 


AND TV-SERVICE AIDS! 





ELECTRICAL 


HE “new-look” picture at left shows your 
f store with General Electric’s eye-catching 
displays installed! These displays highlight the 
big G-E catalog of promotional and TV-service 
aids that is just off the press—help make the 
book a sure guide to more tube, parts, and 
service volume. 


Included are a dozen signs, decals, and stream- 
ers for your store identification alone—among 
them a brand-new Sign-a-rama that flashes dif- 
ferent colors three times every two seconds. 
There are 18 attractive mailers and postcards to 


GENERAL ELECTRIC’S 
108 BUSINESS AIDS 
INCLUDE— 


For store identification: 
Multi-color Sign-a-rama 
Projecting outdoor signs 
Window and counter signs 
Clock signs 
Window and truck decals 


Window valances & streamers 
Direct-mail material 
Postcards 

Ad mats 

TV and radio spots 


Public-relations helps: 
Doorknob hangers 
Children’s Color Book 
Customer TV service reports 
Giveaway booklets 


Business stationery 
Business aids 

Service aids 

TV service clothing 
Technical publications 
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Electronic Components Division 
General Electric Company 
Bldg. #3—C.A.R.T., Schenectady 5, N. Y. 


YOUR NAME 
STREET ADDRESS 


CITY AND ZONE 


pull business ... 19 copy-tested ads in mat 
form. . . many doorknob hangers, “out” cards, 
and other sales-builders, The catalog also lists 
service helps galore, from job tickets to 10 in- 
genious mechanical aids to faster, more economi- 
cal service work. 

Pick up your copy of the catalog from your 
G-E tube distributor ... or, if your location 
makes this inconvenient, write direct to General 
Electric. Just clip, fill out, and mail the handy 
coupon below! Electronic Components Division, 
General Electric Company, Schenectady 5, N. Y. 





Please rush your 16-page illustrated catalog of business-promotion 
and service aids (ETR-589-D) to: 


STATE 
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stunt was presaged by full newspaper ads, plus 
radio and TV spots. Customers swilled free soft 
drinks, ate lollipops and popcorn, blew up bal 
loons and purchased some 350 major appliances 
during the five day “circus.” 


Generally, the sales picture at the moment in 
the South is spotty. The appliance sales manager 
for a large Atlanta department store summed it 
up when he said, “sales year to date is up a bit, 
but August is off a little from last August. We 
expect sales to pick up sharply this fall, but who 
knows. There's been such a lack of trends in cus 
tomers’ habits the past few months that I 
wouldn't want to bet on what's ahead either 
way 


in the L 
FAR 
WEST 


Portables take as much as 75 percent 
of strong TV sales and dealers don’t 
like it . . . Fall outlook promises 
across-the-board increase 


One of the best fall seasons ever is expected by 
appliance-T'V dealers in the Far West this year. 
Surveyed during the middle of September, dealers 
report post-Labor Day business at a level often as 
high as 25 percent above 1955 

In a oui owing around this one-third of the 
nation, here’s how business looked on September 
15 and how some of the dealers see the rest of the 
season 


In Los Angeles, television sales are holding 
steady in units, but are off considerably in dollar 
volume. One dealer with a market among the 
higher priced homes reports average TV = at 
$240 this year compared to $365 last year. Low 
priced portables are only one factor—“our cus 
tomers used to think of furniture models that 
would last a number of years, now they figure two 
years at the most.” Another dealer reports that 
dollar volume is off because the large number of 
“dumps” in 21 and 24-in, models fit perfectly into 
the public’s need for a set to hold over until color. 

One Hollywood dealer sold 12 color-TV sets 
during late August. Another dealer in that area is 
depressed—“‘portable T'V has really messed us up 
It has killed the used ‘T'V business and about 85 
percent of our TV sales involve a trade.” 


For some dealers in southern California sales of 
electric dryers are up as much as 100 percent so far 
this year, and electric range sales are up nearly 50 
percent mostly in built-in models. The deluxe 
refrigerators with freezer at the bottom are movin 
well, making it look likely that refrigeration wil 
show its best year in a decade here 
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In Salt Lake City, TV sales are holding steady 
with average sales at the $250 level. Portables are 
iwccounting for about 10 percent of the volume but 
do not have general support of the dealers. Says 
one volume operator here, “We are disturbed . . . 
by procedures of portable TV manufacturers .. . 
mount of profit allowed a dealer is too low... 
what do they expect us to do with a line on which 
we can’t make money? we are definitely not 
promoting portables, , .” 


Appliances show a slight decline in the Utah 
area, with refrigerators off and washers and dryers 
holding. Dealer reports seem to indicate less opti 
mism than elsewhere in the mountain states, There 
is much concern about department stores dropping 
fair trade prices although the law is still in effect 
in Utah. 

In Albuquerque, New Mexico, most dealers ex- 
pect this fall to be better than the same period of 
1955—“people have more money and there is a lot 
of replacement of old models,” “continued popu- 
lation growth.” Television is moving well, with 
portables accounting for 25 percent of the TV 
volume of one department store, Electric ranges 
are leading the field in sales increase here, running 
as much as 20 percent ahead of ’55 level. Again in 
this area, refrigerators in the $400 to $600 bracket 
are selling better than other models. 

A dealer in Denver has no question about busi- 
ness this fall—“Our appliance volume is going to 
have to be up . . . our labor and other costs keep 
going up so we've got to increase volume. We're 
going to do that with promotions.” Television has 
picked up in the Colorado area with portables 
accounting for about 20 percent of many dealers’ 
sales. 

A good farm year and plenty of range feed for 
cattle have brought optimism to the dealers in the 
Idaho, Montana and Wyoming areas, A dealer in 
Cheyenne states: “Our business is up over last 
vear and I expect it to continue , . . the economy 
of the area is pretty solid.” Another dealer in that 
city says “. . . it depends on what you push .. .” 
Dealers in Boise, Idaho, see ’56 business as good as 
20 percent ahead of 55. 

A dealer in Phoenix, Ariz., apparently hit the 
jackpot with a Labor Day sale. He comments “sold 
enough appliances in one day to take care of nearly 
a whole month of normal sales.” ‘Television has 
been slow in that city, due perhaps to the increased 
sales of refrigerative air conditioners taking the 
public’s money during the summer. Considerable 
enthusiasm in this area about color T'V potential. 
Dealers see in color the chance to get back the 
dollar volume that has been slipping as TV sales 
went to the newer portables and distress met 
chand ise 


A steady increase in electric range sales is noted 
in Arizona. One dealer attributes the increase to 
utility promotion, another to the number of built 
ins being sold. Increase in refrigerator sales is 
altogether in the $500-$600 bracket “which means 
$399 with trade in—no trade in, no sale,” one 
dealer reports. 

In British Columbia, a dealer states that “our 
summer sales of ‘TV really were better than our 
spring volume . . , result of analyzing our market, 
deciding trend was away from high-priced consoles. 
We featured lower-priced sets in all displays—sets 
not over $250.” Portables are not a factor yet, but 
this dealer expects that the 84-in. Marconi combi- 
nation T'V and radio will one day take 50 percent 
of the business because it can be used in cars, 
boats, etc, Other dealers here north of the border 


report television sales down as much as 50 percent 
below 1955. 


Dealers in Vancouver and New Westminster 
generally agree that the appliance business there 
will be up in ’56 over 55, They point to a higher 
level of prosperity, more residential home building 
and a continued influx of people from eastern 
Canada. Refrigerators are selling faster than last 
year, with the $400-$500 models leading the way. 
As in the states, automatic washers and dryers are 
providing the volume for dealers here. A dealer in 
West Vancouver reports his laundry sales up 40 
percent above '55. 

In northern California, appliance and I'V sales 
started to pick up about the middle of August arid 
seem to be running somewhat ahead of the '55 
level in the middle of September. A dealer in 
Sacramento set up his 1956 operation for a 28 per- 
cent increase and so far it looks as if he will go 
‘way ahead. Many dealers in northern California, 
who have spent the summer trying to = up with 
the demand for dryers wonder what will happen 
when the rains come in October and more women 
want dryers. Problem facing many dealers is in 
crease in number of refrigerator customers who 
want to trade in two appliances—an old refrigerator 
and a range—toward one appliance, a refrigerator. 
In every case, these are people who have just pur- 
chased tract homes having built-in ranges, ny 
are unable to see why the dealer can’t give them 
$100 for the old refrigerator and $100 for the old 
range toward a $350 refrigerator 


Television is moving well in Portland, Ore., 
but not everyone is happy about it. One dealer 
claims that portables represent 75 percent of his 
business and “this is very unhealthy, the way these 
portables are taking over. Profit margins are wrong 
We take 14 percent less profit on each one.’ 
Electric ranges are continuing to move well in 
spite of a high powered promotion that celebrated 
the coming of natural gas to Portland on August 


5° 


Across the mountains in Spokane, Wash., ap- 
pliance-T'V sales are reported a little below the 
1955 level. And there are many who stil] point to 
the fact that sales began to drop when the horse 
racing season started. However, the concensus in 
the Inland Empire is for a 1956 gross well above 
last year. Television sales are reported at normal, 
with portables taking about 10 percent of the 
business 


Business is holding up well in Seattle, although 
one dealer claims that only ’56 models at reduced 
prices and discontinued lines are selling. Another 
dealer reports August sales at 12 percent above the 
same month of 55, with September already prom 
ising to go higher. Many credit the unusually hot 
summer for the unexpected increase in refrigerator 
sales in the Seattle area. A dealer in this city has a 
kind word for portable T'V—‘about 25 percent of 
our volume is in portables and we like it—most are 
being purchased as second sets so we do not have 
to take trade ins. . .” 

Sales of TV in Hawaii are below the "55 level 
for most dealers there. One dealer says that is be- 
cause saturation in the Honolulu area is now 75 
percent and it is too soon for replacement business. 
The rumor here in the islands has a famous name— 
associated with building dams, ships and aluminum 
~interested in building a TV station in Honolulu 
for color transmission only. Some dealers say this 
rumor is hurting TV sales. 


(Continued on page 28 
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36 FREEZERS 
IN 2 DAYS... 30 FREEZERS 


IN 24 DAYS... 


36 FREEZERS 
IN 14 DAYS... 


21 FREEZERS 
iy ee 


SEE YOUR DISTRIBUTOR 


..ehe has new promotions to 
skyrocket your sales! 


RCA WHIRLPOOL HOME APPLIANCES Cy 
Products of WHIRLPOOL-SEEGER CORPORATION, St. Joseph, Mich. Z un wrnn S 


“orm” 
WASHERS +* DRYERS + IRONERS + REFRIGERATION * RANGES * AIR CONDITIONERS + DEHUMIDIFIERS 


JOIN UP!...IT’S EASIER TO SELL RCA WHIRLPOOL THAN SELL AGAINST IT! 


~~ 
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TODAY 


THE BREAKFAST CLUB 
Starring Don McNeill 
ABC Network Radio 


DELUXE TABLE RADIO (573 Series). In 
Mahogany Finish $24.95" 
Three 2-tone decorator colors, 
Rose Coral, Turquoise, Ebony and 
White combinations at . $27.95* 


Starring Dave Garroway 
NBC-TV Network 


TOMIGHT 


Starring Steve Allen 
NBC-TV Network 


LEADER CLOCK RADIO (4M2 Series). In 
Mahogany Finish $19.95" 
In 3 additional colors, Turquoise, 
Ivory and Tan Coral at. $22.95* 





LEADER TABLE RADIO (412 Series). In 
Ebony at only $14.95* 
Available in Shell Pink, Carnival 
Red, Harvest Yellow, Turquoise 
at $16.95"* 








aeaigar 


¢ 


CUSTOM CLOCK RADIO (5G4 Series). 
Available in Desert Rose, Fiesta 
Red, Golden Tan, London Grey 
and White combinations at 


$27.95" 



















CUSTOM TABLE RADIO (5C4 Series). In 
Ebony at only $19.95 
Available in London Grey, Ros, 
Coral, Turquoise and white com 
binations at $21.95" 








DELUXE CLOCK RADIO (5H4 Series). 
Available in three deluxe solid-tone 
colors, Sparkling Laurel Pink, 
Cameo Tan, London Grey at 


$34.95° 











CALENDAR CLOCK RADIO (5/4 Series) 
Available in four 2 tone colors 
Fiesta Red, Laurel Pink, Tur 
quoise, London Grey and White 


combinations at $39.95" 


SUPER DELUXE PORTABLE RADIO (4H2 
Series). Holiday Red, Arizona Tan, 
Tropic Yellow, Turquoise and 
Polar White Combinations with 
super deluxe gold trim at $42.95* 
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DELUXE CALENDAR CLOCK RADIO (5A4 
Series). In Mahogany Finish $42.95* 
; aolid tone dex orator colora 
Ivory, Sand Beige, Olive Green at 
$44.95" 


POCKET-SIZE ALL-TRANSISTOR PORT. 
ABLE (472 Series). So amall it fits in 
the palm of your hand, In Char 
coal, Holiday Red, Arizona Tan 
Turquoise 








LEADER DELUXE PORTABLE RADIO 
(Medel 4621). In smart Charcoal 
Grey plastic case with silver color 


finish trim at only $29.95" 


POCKET SIZE DELUXE ALL-TRANSISTOR 
PORTABLE RADIO (Medel 7M1). Four 
2-tone colors. Uses 7 transistors 
and penlite batteries 








CUSTOM DELUXE PORTABLE RADIO 
(4F2 Series). Holiday Red, Arizona 
Tan, Tropic Yellow, Turquoise 
and Polar White Combinations 
Custom deluxe gold trim at $34.95* 








ALL-TRANSISTOR SUN-POWERED PORT- 
ABLE RADIO (711 Series). Available in 
four two-tone colors. Radio only 


at $69.95" 


*Slightly higher South and West 


OCTOBER, 1956—ELECTRICAL MERCHANDISING 














‘ALL STAR 


FULL LINE PROFITS 


TICKET 


























3-SPEED PORTABLE PHONOGRAPH 
(Medel 1811). Available in Charcoal 
at $19.95* 
3-SPEED PORTABLE PHONOGRAPH (ICI 
Series). Tan $22.95° 
Luggage White & Tan $24.95° 





4-SPEED PORTABLE AUTOMATIC 
PHOMOGRAPH (3/1 Series). Choice of 


Pyroxylin covers. Custom covered 
in Starlight Grey $54.95* 
Deluxe covered in two-tone Tweed 
and Grey $59.95" 





4-SPEED HIGH-FIDELITY TABLE MODEL 
PHONOGRAPH (HT2 Series). In Gen 
uine Mahogany Veneers $99.95* 
Genuine Blonde Oak Veneers at 

$109.95" 
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4-SPEED PORTABLE PHONIDGRAPH (101 
Series). Available in Charcoal or 
Tan at $34.95° 
4-SPEED PORTABLE PHONO (161 Series). 
Luggage White & Tan or Luggage 
White at $39.95" 


4-SPEED TABLE MODEL AUTOMATIC 
RADIO-PHONOGRAPH (SRP4 Series). 2 
color choices. Custom Ebony fin 
ished cabinet at $69.95" 
Deluxe Mahogany finish at only 

$79.95° 


4-SPEED HIGH-FIDELITY CHAIRSIDE 
PHONOGRAPH (H53 Series). Genuine 
Mahogany Veneers at $119.95* 
Genuine Blonde Oak Veneers at 

$129.95" 
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Admiral. 











Every customer that walks into your store is a prospect 
for the biggest galaxy of profit stars in America, Admiral’s 
full line of radios, phonos and Hi-Fi. Guaranteed sales 
leaders that grab for customers...‘‘step-up”’ to big-time 
profits in every price range. And they'll be backed by 
the loudest barrage of newspaper, magazine, radio and 
TV advertising in Admiral history. Name your own 
ticket now...call your Admiral Distributor today! 


LEADER 4-SPEED HIGH-FIDELITY PHONO. 
GRAPH (Model 46220). Available in 
smart plastic Table Model Cab 
inet with Deluxe Mahogany Fin 
iah at $79.95" 


4-SPEED HIGH-FIDELITY CONSOLE MODEL 
PHONOGRAPH (HC? Series), Mahog 
any Grained Finish at. $159.95" 
Blonde Oak Grained Finish at 


$169.95" 








4-SPEED HIGH-FIDELITY PORTABLE 
PHONOGRAPH (HP? Series). Available 
in choice of Silver Oak or Tan 
Swirl Pyroxylin-covered case at 


$89.95" 


DELUXE 4-SPEED HIGH-FIDELITY CON. 
SOLE MODE! PHONO (HC4 Series). Ma 

hogany Grained Finish $199.95" 
Blonde Oak Grained Finish at 


$209.95" 
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New kits and products make FLEX-VENT 
the most complete dryer venting line 
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New! . . . All-Aluminum Ducting 


No other line of dryer venting equipment is nearly so complete or 
versatile as Flex-Vent is today. There now are Flex-Vent kits and 
parts for any possible installation and for every dryer model. In addi- 
tion to gleaming white flexible fiber glass ducting for easy installation 
around obstacles, the Flex-Vent line now includes: weatherproof, all- 
aluminum vent hoods; all-aluminum ducting; transparent plastic 
window plates; aluminum window plates; adjustable window plates 
for apartment and other temporary installations. 


For complete information, mail us the coupon below. 
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Approved by all leading dryer manufacturers. 


Flexible Typing 


CORPORATION 
GUILFORD, CONNECTICUT © LOS ANGELES 64, CALIFORNIA 


eneeeesesese Staten | 


Flexible Tubing Corporation, Dept. 80, Guilford, Connecticut 
Please send me more information on Flex-Vent Kits. 


Name — ae 








Address . 
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TRENDS REGION BY REGION 


Reps 


CANADA 


By M. L. Schwartz 


August and early September sales 
are spotty but still unexpectedly good 
... Credit curb no problem 


[)' ALERS report business dur 

ing August ranged from good 
to very good throughout the coun 
try, though spotty for some lines, 
with indications early September 
sales will be marked up as unex 
pectedly good 

One major dealer in Montreal 
reported special clearances this Au- 
gust of appliances gave him a 25 
percent boost in volume over last 
year's like period. Another dealer 
in Ottawa said a special washer 
promotion increased his sales dol 
larwise “‘maybe 20 percent, maybe 
more,” though a similar promotion 
in Quebec brought a much smaller 
increase, Others reported similar 
success with promotions this Au 
gust, revealing refrigerator sales 
ranged from fair to good; home 
freezers were below expectations; 
washers were generally good, 
though weak on automatics except 
under special deep price-cuts and 
heavy advertising budgets; small 
radios sold better in many retail 
outlets 


The real big upset was the 
pickup in TV sales, even if price 
cutting and promotions 
were unusually pressed this year 
“We've cleared twice as many T'V’s 
this August as we planned,” com 
mented a large eastern Canadian 
dealer who quoted figures on sales 
in two branches in different cities 
but added that he pushed one well 
known brand at a deep price-cut 
Profit, however, through the larg« 
turnover was, using his expression, 
“plenty for the work.” 

Dealers are calling for a better 
September sales record this year on 
the basis of inquiries and carly 
sales in the month. There will be 
much larger advertising budgets this 
year but prices will gradually rise, 
less price cutting in weeks ahead 
dealers say. “Why,” said a Quebec 
dealer, “without cutting prices this 
September are we selling more 
standard-type washers? We're tell 
ing them by every possible adver- 
tising media that prices are going 
up but they can still get them at 
the old prices.”” Another big dealer 
in Ottawa told of being so encour 
aged by the pickup in TV sales 


now that he is going to arrange 


spec ial 
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with other dealers in other cities for 
joint, heavier advertising and co- 
operative promotions. Still another 
loronto dealer revealed he is sur- 
prised at continuing good refrig- 
erator sales but he added signif- 
cantly “it’s got a lot to do with 
my gamble on special promotions 
and bigger-spaced ads.” 

Advertising stressing coming 
price boosts is based on truth be- 
cause rising labor costs and steel 
prices will likely raise prices of 
household appliances from 5 per- 
cent to 10 percent shortly, inform- 
ints predict. This report, in itself, 
is helping sales. 


Though Canada’s chartered 
banks are clamping down on loans, 
dealers are not restricting credit- 
buying of ranges, air-conditioning 
units, washing machines, refriger 
ators, etc., with accounts outstand 
ing continuing to ride high. 

Retail sales finance, small loan 
and other money lenders are af 
fected by the tighter money policy 
started by the Bank of Canada 
raising the discount rate from 3 
percent to 3} percent but a survey 
of many dealers discloses this is not 
hurting sales. As the head of a 
chain explained it: “If buyers can’t 
get it from the smaller dealer, the 
credit is available from the larger 
merchandiser or it’s cash when 
necessary because they really have 
the money.” 

Meanwhile, the Retail Merchants 
Association of Canada is known to 
have urged the Canadian Govern 
ment to clamp down on credit buy 
ing. In addition, officials in Ottawa 
are also known to be concerned by 
the latest results of their surveys of 
the operations of sales finance and 
acceptance companies, fearing a 
repetition of last year’s dangerous 
trend when financing of radio and 
television set sales jumped up 34.4 
percent dollarwise and electric and 
gas appliances for the home in 
creased 29 percent, with balances 
outstanding on the books of finance 
companies rising 30.7 percent and 
21.4 percent respectively in such 
cases. 

However, credit curbs at top 
level somehow are not holding up 

(Continued on page 32) 













LOWEST-PRICED 
2-OVEN RANGE 
EVER OFFERED 


x NEW 


a) Estate 


FULLY-AUTOMATIC ELECTRIC RANGE 


with Bar-B-Kewer Meat Oven... 
2 Radiant Broilers. . . Built- 
in Griddle which converts 
to giant 5th burner... and 
many more features! 
























MODEL E-199 ... 





40” ELECTRIC RANGE 


MODEL G-125 .. . 40” GAS RANGE 


hee coclaiie che PRICED TO OUTSELL 
ALL COMPETITION...SEE YOUR 


waist-high broiler. 


RCA ESTATE and RCA WHIRLPOOL HOME APPLIANCES 


St. Joseph, Michigan 


WASHERS * ORYERS * IRONERS * REFRIGERATION + RANGES ‘ RI 4 R 
AIR CONDITIONERS + DEHUMIDIFIERS T 


ore products of ~ 
WHIRLPOOL-SEEGER CORPORATION ) Whirlpool 








JOIN UP!...1T’S EASIER TO SELL RCA ESTATE THAN SELL AGAINST IT! 
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LOADED WITH 


EXTRAS! 





ANOTHER IN AMERICA’S MOST COMPLETE LINE OF ELECTRIC HOUSEWARES 





Steam and Dry Steam and Dry 
Irons Travel Irons Hand Mixer 
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IN TWO SIZES! 
UNIVERSAL === 


Frying Pan 


with Thermo-Controlled Heat 





More saleable features make Universal's new for table-cooking, ideal as an extra unit in the kitchen 
Automatic Frying Pan the hottest item in the indus- when the range is over-crowded, And it has the top 
try. Big in cooking area with Thermo-Controlled feature women want . . . it’s washable! And comes 
Heat, it’s a natural for every modern kitchen. Perfect in two sizes so you can satisfy any customer! 





THERMO-CONTROLLED HEAT HANDY COOKING GUIDE IT’S WATERPROOF 








LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 


Automatic ‘ 
Food Mixer & Chopper Mixablend Blankets Heating Pads 
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With 


this ring. 


riahee... 


As a matter of psychology, selling a 


woman a heating appliance isn't perhaps so 
different as it may seem, from persuading 
her co marry you. Either way, the man who 
puts forward a definite, positive advantage 


is the one who's apt to win 


And you have just that kind of advantage, 
when you talk up the Nichrome* heating 
elements in your appliances. Nine times out 
of ten it will help the lady make a quick 
decision in your favor 


You know that the heating element is by 
all odds the most important part of any 
electrical appliance. And all buyers, from 
manufacturer to dealer to consumer, know 
that Nichrome stands for dependable, long 
lasting performance. 

So tell every woman you're selling “it has 
a heating element of Nichrome.” You'll 
bring decision out of indecision and clinch 
the sale. And in her kitchen, she'll live 
happily “ever after.” 


Nichrome V ond NiCHTOME ore monvloctured only by 





“woes? 


» Driver-Ha7zis couran 


HARRISON, NEW JERSEY 


BRANCHES: Chicago, Detroit, Cleveland, Lovisville, Los Angeles, San Francisco 


In Canada: The 8. GREENING WIRE COMPANY, Lid., Hamilton, Ontario 


*T. M. Re Pot 





on 


MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 
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sales and dealers in August and 
early September were encouraging 
people to buy without down pay 
ments and on conditions of ex 
cessively long periods of repayment 
Special promotions of almost all 
items sold by appliance dealers are 
offering such credit inducements. 

And the Retail Merchants Asso 
ciation claims that continuation of 
credit over overlong or unreason 
able repayment periods and with 
out down payment minimums 
would seriously hurt the Canadian 
economy. 


Grapevine reports that U. S. elec- 
trical merchandisers are going to 
move into the Canadian market on 
a large scale and are already probing 
such expansion, Until quite re 
cently, the movement of U.S. cap 
ital into direct investment channels 
in Canada seemed to be heavily 
concentrated in particular sectors of 
the Canadian economy and in 
which such U.S. capital played a 
dominant role. But such U.S. di 
rect investment in Canadian mer 
chandising was not heavy, though 
now the grapevine reports the rapid 
rate of growth and development of 
Canada’s economy is attracting 
some big U.S. merchandisers who 
want to apply their know-how and 
large-scale marketing connections to 
operations in the Canadian retail 
field. 

Of course, any such trend will 
have tremendous implications for 
dealers, particularly if U.S. firms 
invest extraordinarily large amounts 
of capital in merchandising field 
just as they have in other enter 
prises in Canada where U.S. gross 
direct investment inflows in the 
past ten years have totaled $2.4 
billion, with the past 12 months al 
ready finding such U.S. direct in 
vestment in merchandising almost 
doubled over similar previous pe 
riod 

Behind this anticipated develop 
ment is said to be not only the 
buoyant and prosperous conditions 
in Canada but the recent tax 
change which reduced from 95 
percent to 51 percent the share 
ownership entithng a U.S. parent 
company to a reduced rate of 5 
percent on dividends from its 
Canadian subsidiaries. U.S. firms 
are expected both to give Cana 
dian investors much more chances 
to purchase stock in their Cana 
dian subsidiaries and also to in- 
crease their own investments in 
such subsidiaries so that such com 
panies’ operations would be greatly 
expanded. It is known that public 
relations advisers of such U.S 
firms, too, are enthusiastic about 
such plans, especially because of 
the persistent press clamor in Can 
ada for more Canadian stock pa: 
ticipation in U.S. companies do 
ing business in Canada. End 
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Tide 
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A Product of Procter & Gamble 
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ena The home-laundry equipment you sell is the 
me - fe of “A Washday Picnic” (and Tide isn’t 
r WS even mentioned once throughout the film). 
ad - Produced by Tide in vivid color, this film is 
Ce designed to stimulate interest in automatics 
A as well as to instruct audiences on correct 
\ home-laundry procedure. It’s interesting and 
good fun, as well as good “sell’’ for you! And it’s yours for 
the postage alone! 


The story centers on how the Parker family cleans house in a 
jiffy when the boss comes on an unexpected visit, bringing 
along his wife who’s a bug on cleanliness. Of course, that’s 
where the Parkers’ automatic washer earns its star billing! 
As Mrs. Parker uses her automatic she instructs her daughters 
on how to sort clothes . . . on how to set the automatic washer 
for proper water temperature .. . on the length of washing 
cycle and correct amount of detergent for every kind of 
wash load. 


Make sure you include “‘A Washday Picnic’”’ as part of your 
next group promotion. Use the coupon at right to get addi- 
tional details and arrange a booking of the film. 


Tide is packed exclusively by the makers of 25 automatics. 
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“A Washday Picnic” 








Modern Talking Picture Service, inc. 


3 East 54th Street 
New York 22, New York 


Please send me additional infor- 
mation on “A Washday Picnic,”’ 
a 15-minute 16mm-sound film in 
full color. I understand that I 
may obtain the use of the film for 
the cost of the postage alone. 
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ee C— Boy oh boy, our new color movie ~s 


yi _really helps you sell automatic washers! _/ 
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the best sellers in sight. ie for you! 
| ag 





Look anywhere... you can’t find the equal of Dave Garroway 
and Steve Allen. On NBC Television's TODAY and TONIGHT, their 
particular brand of humor makes viewers particularly brand- 
conscious, That’s why Admiral is going with both of them every 
day and every night to sell Ranges, Refrigerators, Freezers, 


Radios and Television Sets—for you! 


Personal product demonstrations by these stars lend authority 
to a product's sales story. And you can bring the full impact of 
the stars and the shows right into your store by using attractive 


merchandising aids featuring Dave and Steve. These are spe- 


T- H -T: TODAY starring Dave Garroway 


34 


HOME starring Arlene Francis 





ee 





cially-designed displays, available now to help you build traffic 


and increase sales! 


TODAY and TONIGHT will keep Admiral in the spotlight. You can 
play a star selling role by stocking up and topping Admiral prod- 
ucts with T-H-T displays. Retailers get results when the T-H-T 
stars — Dave Garroway, Arlene Francis and Steve Allen — go to 
work for them. Together, these three stars talk to 22,000,000 


viewers every week! 


gNBICy TELEVISION NETWORK . cervice o 


TONIGHT starring Steve Allen 
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Mort Farr Says... 





Here's How to 


Hire Salesmen ... 


[* my last article I stated that the quality of 
salesmanship on the retail floor was good, 
but that we needed more men. ‘This was con- 
firmed at our NARDA School of Management 
in Washington where-dealers from all over Amer- 
ica agreed that while we do need further training 
in better selling, the most important thing is that 
we now recognize that we have to attract and train 
many new men 

One thing that was emphasized at our school 
was that in this expanding economy and _ this 
growing appliance business, you must grow. You 
can’t stand still or maintain volume 
o is to fall back. 

In every case where a dealer’s sales curve flat- 
tens out, his costs invariably rise and his profits 
dwindle 


.. To do 


l'o get this added volume, we must hire 
more men to do the selling. No longer can a 
dealer afford to do much of the selling himself, 
he must now concern himself with management 
probl 1} 


YOUNG MEN AVOID SELLING. Our indus 
try has had poor public relations for attracting 
people. It is particularly dificult to get ambi 
tious young people out of high school or college 
to enter any phase of retail selling, especially in 
our field that requires training, long hours, a six 
day week, and no pensions or security in most 
cases. It is no wonder that our business is in 
the “dog-house” in the mind of the average 
young tan 

his condition is further empasized by our 
cut-price advertising and the name-calling 
within our own industry. Possibly all of this 
has been aggravated because of a bad experi 
ence suffered by someone close to him, or by 
omeone who passed along a bad experience, 


WHOM ARE WE SEEKING? Our men should 
be mature, have responsibility, preferably 
be married, and between the ages of 25 and 
+5. ‘They should have the basic intelligence to 
learn your method, have a record of few job 
changes and have a competitive spirit. ‘They 
need not necessarily have had specialty selling 
experience, but if they have had some related 
selling experience it will enable them to catch 
on faster. They should be in good health, pre- 
sent a good appearance, though they do not 
necessarily have to be “personality boys.”” ‘They 
must have the ability to get along with people 
and must want to work for you 


HOW TO HIRE THESE MEN. It is important 
that considerable time be spent in recruiting. 
Careful screening should be done so that the 
right men, or man is picked, since it is a costly 


process if you lose one after you've trained him 
Irv to get a large number of men to pick 
from as your chances of getting a good one out 
of 20 are ten times as great as finding one out 
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of two. It should be noted here, that good men 
aren't wandering around looking for jobs . 
you are going to have to find them. Here your 
own reputation and your own public relations 
are gomg to be important 

here are a number of ways of recruiting 
candidates. There are the old tried and tested 
methods of advertising in the classified sections 
of the newspaper and checking with employ 
ment agencies. You can get a lot of men this 
way, but generally not the kind of men we are 
secking. I have had considerable success in 
adding to my sales force by a simple appeal on 
my television shows indicating that our busi 
ness was growing and we have an opening for 
a good man on our floor. Most of you do not 
have a television show, but this might be don 
as well on radio. Be sure to mention all of th 
good things about the job. Don’t advertise in 
these times for door-bell pullers, or canvassers 
or straight commission , . , you will not attract 
any of the right men and you'll be lucky if any 
respond. You might even say—-NO COLD 
CANVASSING. Say something about salary 
and commission, and be sure to talk about your 
training program. Don’t try to save money on 
the recruiting program, take adequate space and 
give a good job description, Sometimes an ad 
on the sports page of your local paper will 
attract. 

Don't overlook other ways of finding men 
such as good men in related businesses around 
town—a good gas station attendant—or a super 
market clerk. Remember, most good men al 
ready have jobs elsewhere! Your preacher, 
banker, or a teacher friend may know of a 
promising boy, or you might find one just 
coming out of the service. Your own salesmen, 
or one of your other employees, may have a 
friend or relative worth recruiting. Ask your 
customers if they know of any likely prospects. 
Bear in mind that the purpose of recruiting is 
not to attempt to pin-point a man you want 
to hire—but to get a field of applicants to look 
at. 


SCREENING AND SELECTION, First, you 
must do preliminary screening. (On the basis 
of a written application or a brief conversation 
you can usually climinate candidates who 
clearly lack necessary qualifications.) Don't let 
the screening turn into a gab-fest and don't 
let appearances deceive you, either for bad or 
for good, All good salesmen are not necessarily 
tall or handsome and they may not even be 
glib talkers. In 10 minutes you should screen 
out those who are obviously unfit. Do this 
preliminary screening on paper. Forms for this 
and a later more comprehensive interview as 
well as application forms, personal history rec 
ords and work reference forms can all be pur 
chased through personnel training firms. If you 
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Mort Farr, Upper Darby, Pa., appliance-TV dealer 


wish to be more selective, aptitude tests can 
be purchased and these firms will appraise them 
for you. Be sure to jot down on paper your 
first impressions of the man, This may help 
later. At times the opinion of two people will 
be of value in making a selection. In this 
screening you might give consideration to such 
things as: is he unwilling to work nights and 
weekends; is he a job-hopper; has be been 
making too much money to be satisfied with 
your job; does he have any of the kind of 
experience the job requires? Now, if he passes 
the preliminary screening, he is ready to fill out 
an application form, The RIGHT FORM is 
a MUST! You must get all the information 
you need for your records and for checking thx 
applicant's history. ‘The form should be a com 
prehensive one and applicant should be made 
to fill it out completely in detail, He is going 
to give you the best information about himscl! 
at any rate, but you want all you can study, 
analyze and investigate-so you can evaluate his 
past in determining if he has a future with you 
There are basically two things you are looking 
for, One—ability, which is basic aptitude or 
capacity. ‘Two~—motivation—this consists of th 
forces inside a person giving him the drive to 
achieve goals, plus the outside forces bearing 
upon him, such as a family to give him the 
incentive, After studying the background of 
the applicants and determining which of them 
you might be interested in hiring, check the 
work references he has given, Here it is best 
if you can make a personal call on a former 
employer (you may find out things that ar 
never put in a letter of recommendation) 


THE FINAL INTERVIEW, At this time you 
will need (preferably written) a job description 
defining the duties and what is expected of a 
man, plus the compensation plan you are offer 
ing. You will also need a final evaluation sheet, 
or a blueprint of the man, which will include 
a list of all the qualities you were looking for 
plus some you will determine from the record 
lor example, has he stayed in one line of work 
(selling); is he a hard worker; does he get 
along with people; will he stick to his job if 
the going gets tough; does he handle money 
well; is he loyal; how does he speak of former 
employers? Bear in mind that men do not 
change very much and you can safely predict 
the future of a man with a good history. In 
picking a man, remember that a salesman is a 
most important investment for any dealer, ‘The 
reputation of your store as well as your profits 
depends on how well he serves your customers 


MORT FARR WILL DISCUSS: How to train 


a new salesman. 
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Dr fits, 


America’s most 
versatile 
appliance 












electric 


BEAN POT 
$795 














Chosen by the 
Museum of Mod 
ern Art, New 
York, forthe 
Good Design ex 
hibit 


WEST BEND 


electric 


Bean Pot Set 


Its versatility almost makes it the “eighth wonder” of the world, Simmer- 
bakes beans to old fashioned goodness, prepares soups and stews to 
perfection, to mention only a few sales appeals. It's the perfect answer 
for customers looking for “extra” uses in an appliance. Dealers coast to 
coast have found it a popular traffic appliance leader. Now's the time to 
order the West Bend Bean Pot set for holiday selling — you'll be amazed 
at the way it “cooks up profits” on your gift appliance counter, 


Prepares dozens of popular dishes with extra goodness 





MAKES AND SERVES KEEPS “HOT DOGS DELICIOUS STEWEO PRUNES 
MEAL Crrel ririne HOT SOUPS AND STEWS FOR BREAKFAST 


WRITE DEPT. 186A 


WEST BEND ALUMINUM CO., West Bend, Wisconsin 
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ECONOMIC CURRENTS 





Platforms and Business: 
The Parties Almost Agree 


By the McGraw-Hill Dept. of Economics 


Wii! can appliance dealers expect of the national adminis- 

tration and Congress to be elected in November? A look at 
the platforms shows a close similarity between the two parties 
on most economic issues, though you'll be hearing heated argu 
ments on details and methods of approach. Here’s how the 
parties are lined up on policies to continue our high level of 
prosperity. 


AID TO SMALL BUSINESS 


One of the most important issues to appliance dealers is 
that of aid to small business. The Republicans would give a 
direct tax cut of one-third to businesses with incomes of less 
than $25,000. ‘The Democrats are also in favor of a tax cut, 
although they do not mention any specific amount. Both 
parties would expand the Smal] Business Administration which 
is scheduled to expire in mid-1957. 

Both parties favor tightening the control over mergers which 
tend to create monopolistic control. And both parties are also 
in favor of extending more government contracts to small busi 
nesses and of reducing the paper work now necessary for small 
businessmen. Both parties agree that the government should try 
to create jobs in areas which are temporarily depressed by encour 
iging industry to go into these areas 


MINIMUM WAGE 


The Republicans would extend the minimum wage law to 
cover more workers. The Democrats would ask for this, too 
But in addition they would ask for an increase in the minimum 
wage from $1 an hour to $1.25 


TAXES 


On the subject of taxes, the Democrats favor increasing the 
personal exemption from $600 to $800, thereby giving relief 
to low and middle income groups. The Republicans also favor 
giving tax relief to low and middle income families, but they 
emphasize that they would give first consideration to balancing 
the budget and to reducing the national debt. Although the 
Democrats express interest in balancing the budget and reduc- 
ing the national debt, they put more emphasis on reducing 
taxes 


FARM POLICY 


The farm situation has been a thorn in the side of the 
Republicans for some time. Net farm income has declined 
nearly a billion dollars a year in the past 3 and one-half years 
lo provide some measure of relief to sinking farm incomes, 
the soil bank program was set up by Congress this year. It 
provided payments to farmers for not growing on a portion 
of their land. Both parties agree on the value of this program 
and are in favor of both its expansion and continuation. 

But in addition to the soil bank, the Democrats would sup 
port basic crop prices at 100 per cent of parity to keep farm 
incomes up this woukl maintain historical relationships be 
tween prices farmers receive and prices of things they buy.) 
And the Democrats would extend price supports to feed grains 
and perishables. Republicans, on the other hand, are in favor 
of flexible price supports which would line up price supports 
more closely with current demand. 

Both parties would aid farmers by continuing and expanding 

(Continued on page 41 ) 


OCTOBER, !956—ELECTRICAL MERCHANDISING 





Ss 
(a ¢ 
o 





é 
C 


—_— 


this 
will 
be 


the 


hottest portable TV 
Christmas...and 
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Hotpoint 
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has the hottest portable TV line! 
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Therefore, Mr. Dealer... your best bet 


for top volume and profits is 
that hot HOTPOINT TV line! 
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PRICE LEADER PORTABLE 


Up from the 13 Ib. model, here's a big-screen 
Hotpoint Portable TV in an attractive cabinet 
at a price Christmas buyers will love. In eye 
appeal and in operation, it's superior to price 
leaders in other lines. Two-tone cabinet. 96 
square inches of viewable picture area. Shown 


Model 1458201 


Size, weight, price, performance, color, 
varlety-—E VERY way you look at it— 


HAS THE HOTTEST 





MR. IN-BETWEEN -THE PORTABLE 
MANY BUYERS CHOOSE! 


Hotpoint’s new deluxe Portable weighs only 26 Ibs., 
but has the Mirrorized Picture Tube, Shaded Glass 
for outdoor viewing, and Hotpoint features that 
make it an amazing value at a price comparable 
to other manufacturer's tiny sets. 96 square inches 
of viewable picture area. Shown: Model 148203 


PORTABLE TV LINE! 


LIGHTEST OF ALL 
THE TV PORTABLES! 


Hotpoint’s sensational new 13-pound 
Portable is one of the greatest traffic- 
builders in the industry. At $99.95 
(manufacturer's suggested retail price), 
it’s a great seller, too. A natural for 
Christmas, in vivid two-tone color com- 
binations. 43 square inches of viewable 
picture area. Shown: Model 95102. 


HOT FEATURES 
HOT STYLING 


HOT PRICING 
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THE ALL-PURPOSE SECOND SET 
-BIG SCREEN PORTABLE! 


This new Hotpoint Portable is perfect for families 
who want a second set this Christmas. Its big screen 
is ideal for family viewing. But it’s a real Portable, 
with attractive two-tone aluminum cabinet and carry 
ing handle. Weighs just 32 Ibs. 144 square inches 
of viewable picture area. Shown: Model 1758301 
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DELUXE TABLE MODEL has Power Tuning, optional Re- 
mote Control. Light Oak or Mahogany finish. 261 square 
inches of viewable picture area. Shown: Model 2158451. 





BUDGET-PRICED TABLE MODEL has exciting new 
Hotpoint features. In smart Ebony finish cabinet. 261 square 
inches of viewable picture area. Shown: Model 215401. 


Pius new Hi-Vi 
table models and 
consoles with 


power tuning and 


ae; of 








remote control 


4 ied ft . 
vices ¥ 
oe 


NEW HOTPOINT CONSOLE offers console luxury at table- 
model prices. Mahogany or Light Oak finish. 261 square 
inches of viewable picture area. Shown: Model 218501. 











GIANT SCREEN CONSOLE is Hotpoint’s top luxury 
model, in Light Oak or Mahogany wood veneers. 324 square 
inches of viewable picture area. Shown: Model 248802. 
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NEW AUTOMATIC CONGOLE has all Hotpoint’s great new 
automatic features. Light Oak or Mahogany veneers. 261 
square inches of viewable picture area, Shown: Model 2185561. 

















For a big 
Hotpoint 
Portable TV 


Christmas... 


HOT ADVERTISING, TOO! 





The big Christmas build-up began last month —it’s on NOW! 


eeeee? 
Sia age ads, color spread after 
sie d, page after page 
* color spreae: il 
. ica’s largest W 
> in Amer! eed 
+ magazines: LIFE an 
. 


: POST. 


BUILDING UP TO CHRISTMAS 
—NEARLY 2 BILLION 
ADVERTISING IMPRESSIONS 
FOR HOTPOINT Hi-Vi TV 
PLUS 


Sensational new promotions to draw traffic 
us and turn advertising power into SALES! 
PL weraper * Hotpoint TV's “Eleven Presidents Speak” record promotion, 
A huge NE 


' 4 taking advantage of this Fali’s election excitement! 
. ‘ campaign ° « 
advertising 4 


Saturation 
NETWORK RADIO fl 
NBC's famous “MONITO | 


PLUS ; 


*% Hotpoint’s Christmas Toy promotion, making your store a stop- 
eee eee ee 
ecoosere*® 


ping point on every parent’s Christmas shopping tour! 


Place your Christmas order for Hotpoint TV NOW—and make it big! 
This is going to be the biggest Portable TV Christmas ever—so 


Hotpoint TV’s rolling thunder advertising campaign and red- 
you'll want to have plenty of sets in stock for the Christmas rush. 
Hotpoint is the hottest Portable TV line—offering the widest 


hot promotion schedule is huge, by any standards. It’s building 
to a giant ready market for Hotpoint Hi-Vi TV this Christmas! 

selection, most attractive features, best pricing. Hotpoint is your 

best chance to cash in big on the Christmas Portable demand. 


And now is the time to make sure you’re ready by placing your 
* 
$"> 
Ss 


Christmas season order. So... 


See your Hotpoint TV Distributor today! 


Hotpoint «TV 


Hotpoint Co. (A Division of Generali Electric Company), 5600 West Taylor St., Chicago 44, Illinois 
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ECONOMIC CURRENTS = (continued) 


the school lunch and milk programs. They would also promote 
research programs to develop new uses of crops and encourage 
onservation programs by enlarging the allowances given to 
farmers 


CREDIT 


As for controls over credit and interest rates, the Republicans 
we in favor of letting the Federal Reserve Board operate 
freely—even though these policies might mean a credit squeezc 
ind rising borrowing costs. Although tightening credit is a 
means of curbing inflation, it puts an especially hard burden 
m small business. 

I'he Democrats would handle the credit problem a little 
differently. They would be more inclined toward easier and 
cheaper money and would try to control inflation by other 
measures. And they would keep a closer guard over the Federal 
Reserve Board than the current administration 


UNEMPLOYMENT INSURANCE 


Both parties would strengthen the unemployment insurancc 
program. However, the Republicans would emphasize that this 
is a state responsibility while the Democrats would take more 
direct action on the Federal level to extend coverage. 


SCHOOLS 


Federal aid to school construction is favored by both parties 
But the Democrats would go one step farther and also provide 
iid to the states to help reduce the teacher shortage. Th 
Republicans would leave this to the states to handle. 


TRAFFIC POLICY 


For the first time in history, the Democrats have criticized 
1 Republican Administration for not giving adequate protec 
tion to American industry. They pledge correction wher 
imports of foreign goods are resulting in serious cconomic 
injury to American producers. 

Thus as the fight for election becomes more heated, the 
emphasis may shift in both parties. But the thinking under- 
lying both parties is probably closer than it has been for 
many years End 
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THE TOP SHELF ONLY HOLDS EIGHT BOTTLES— 
HEAVENS, MY HUSBAND HOLDS TEN 
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THE ARMED FORCES HAVE BROKEN THE SOUND BARRIER 
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TOP 
Qu ALiTY 


TWIN-BRUSH 


ELECTRIC 


FLOOR & RUG CONDITIONER 
POLISHER-SCRUBBER-RUG CLEANER 


THAT WILL BREAK THE SALES BARRIER FOR YOU 


Not just a fine Polisher-Scrubber, but a RUG CLEANER too! And 

. what a value! Satisfied buyers have been paying $76.75 for this 
combination, $66.00 for the Polisher-Scrubber Unit and $10.75 for 
the Rug Cleaning Attachment. NOW, you can offer the works — 
SCRUB, WAX and POLISH ALL FLOORS — BUFF FLOORS 
AND FURNITURE— SHAMPOO RUGS SPARKLING CLEAN — 
ALL AT A BIG SAVING OF $26.80. 


AS 


sh Electric 
in- -Bru $ 


The nett, pber. 
Polisher Oo” including — 
2 scrubbing 


@ SS e peruse 
2 Polishing 






DEALER PRICE 


‘32! 


PLUS EXTRA PROFITS FROM THIS 
FIRST VOLUME SALES-PRODUC.- 
ING MERCHANDISING PLAN 
EVER OFFERED TO THE TRADE, 
IT HAS PROVEN EMINENTLY 
SUCCESSFUL IN SEVERAL "TEST" 
LOCATIONS. 





me 













OUR custo 






NEVER BEFORE HAS 
$49.95 BOUGHT so 
MANY FLOOR AND RUG 
CONDITIONING 
SERVICES 









Order Shetland Medel 1-7 
"PRICE-BARRIER-BREAKERS” 
from your distributor or write 
to The SHETLAND CO., inc., 
LYNN, MASS. 
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Here are three great products 
from Amana—the wonderful 
STOR-MOR FREEZER, guaranteed 
to outperform all others ... the 
magnificent new AMANA 
FREEZER-Plus-REFRIGERATOR 
BACKED BY A CENTURY-OLD TRADITION ... and the revolutionary new 
OF FINE CRAFTSMANSHIP AMANA CENTRAL-SYSTEM AIR 
CONDITIONER for homes large and 

small. 

AMANA REFRIGERATION, INC * AMANA, IOWA 
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Join the thousands of Amana Appliance Dealers 


who are building their future security 
this Great Amana Way! 


It’s New! It’s raBuLous! It’s for all Amana 
dealers... to help them build their future 
security! 

It's the “OWN A SHARE OF AMERICA’”’ pro- 
motion! It can’t miss! 

It’s been accepted with unanimous enthu- 
siasm by thousands of top appliance dealers 
all over America! 

It’s a promotion that actually gives Amana 
dealers shares in THE UNITED SCIENCE FUND— 
one of the most outstanding and diversified 





mutual investment funds in America today! 

The more you sell Amana products—the 
greater your profits and security through the 
““OWN A SHARE OF AMERICA”’ plan! 

Your Amana man will be happy to give you 
complete details of this magnificent new pro- 
motion. Or, if you prefer, write or wire AMANA 
REFRIGERATION, INC., AMANA, IOWA. We will 
be delighted to tell you how wonderfully well 
the “OWN A SHARE OF AMERICA” promotion 
can and will work for you. 


ACT NOW! SIGN-UP NOW! Build your profits... build your future 
security with Amana. Sell the complete line of Amana famous quolity 
refrigeration products. "OWN A SHARE OF AMERICA” —the Amana way! 


i a ae a ae ae ae ae ae a a a a a es 


Amana Refrigeration, Inc. 
Amana 16, lowa 


send me complete details. 
NAME. , 

BUSINESS 

ADDRESS 


<n 


++ + + + + H FH 


® 


1 am interested in the Amana “OWN A SHARE OF AMERICA” pian. Please 
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1956 


PAGE 43 





Just put this pair of KitchenAid products in 


action and you'll see your store traffic 
“lookers” stop and take notice. Both the 
KitchenAid Food Preparer with Hobart plane- 
tary action covering every part of the bowl, 
and the KitchenAid Electric Coffee Mill with 
the freshly ground, wonderfully aromatic 
coffee pouring into the measuring glass, will 
spark plenty of interest and buying action 
when you show them in operation 

All three mixer sizes—the three-quart 4C, 
the four-quart K4B and the five-quart KSA— 
have the performance-proved features that 
have been pioneered and developed by Hobart 


Chrome units illustrated—inquire about complete color line. 


KitchenAid stops traffic...and starts sales ! 


These KitchenAid Food Preparers have a 
full line of easy-to-use attachments that take 
the unpleasantness out of shredding, slicing, 
straining, chopping and mixing foods of all 
kinds. Just show your customers how simple 
and easy it is to change attachments, how 
quickly the looks and consistency of solid 
foods can be changed to suit their needs with 
a KitchenAid Food Preparer. They'll be sur- 
prised at the difference in KitchenAid...and 
you'll be pleasantly surprised at what a differ- 
ence it makes to demonstrate the difference! 
The aroma of freshly ground coffee is prob- 
ably the most satisfying aroma there is to 


Write to KitchenAid Electric Housewares Division, Dept. KEM, The Hobart Manufacturing Co., Troy, Ohio. In Canada: 175 George St., Toronto 2 
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most adults. Grind a bit of coffee fresh from 
the whole bean right in front of your cus- 
tomers. You'll find it will produce most satis- 
factory sales results. The KitchenAid Electric 
Coffee Mill not only gives freshly ground 
coffee at the flip of the switch but it also helps 
get more cups of coffee per pound—for when 
coffee is always at full strength, you don’t 
need as much coffee 


lei tc i Lem Aid 
Mhe Finest Made... by wee 


The World's Largest Manvfacturer of 
Food, Kitchen and Dishwashing Machines 
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All in Favor of 
SAFE ELECTRICAL CORDS! 


Your Products Sell Faster 
with the U/L Flag Label 


The movement to insure greater safety in modern electrical homes, 
through the use of flexible cords carrying the Underwriters’ Laboratories 
“Flag Label”,* has won nationwide support. The National Safety Coun- 
cil, the International Association of Electrical Inspectors and the trade 
associations in the electrical industry, wholeheartedly endorse the Safe 
Electrical Cord program. 








By voluntarily submitting their products to expert, impartial inspection, 
producers of power supply cords and extension cord sets have established 
a high quality and safety standard for portable wiring. And constant edu- 
cational effort through press, radio and television is making the public 
keenly aware of the safety significance of this blue or green paper label. 


In selling electric appliances and portable lamps, you will find that the 
Flag Label—when pointed out to customers—is an effective sales stimu- 
lant... an important point in favor of your merchandise. So be sure the 
lines you sell offer the added safety appeal of Flag Labelled power supply 
cords or extension cord sets. 






THE SAFE ELECTRICAL CORD COMMITTEE 
155 East 44th Street, New York 17,N. Y. 
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Safety Flies This Flag! 
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DU MONT MAKES 
FALL-SEASON SELLING 


EASIER FOR YOU! 


Right now —at the start of the peak TV season—Du Mont 
launches 3 new Silver Anniversary Models to roll up volume 
for you fast —and consistently! 





Priced to build store traffic and sales. Beautifully styled, 


BELMORE 
Silver Anniversary Consolette. finely engineered, and quality built to outperform and outlast 
21-inch overall diagonal, 262 sq.-in. : al? 
viewing area Mahogany Grain all ordinary competition: 


or Limed Oak Grain finish. 


Here they are —designed to give you and your customers 
the best. 
















BEDFORD 

Silver Anniversary Convertible. 
21-inch overall diagonal, 262 
sq.-in. viewing area. Mahogany 
Grain or Limed Oak 

Grain finish. 


> 


BRYAN 

Silver Anniversary Table 
Model, 21-inch overall 
diagonal, 262 sq.-in. viewing 
area, Mahogany Grain or 
Limed Oak Grain finish. 


4 





And Remember... 


The New Franchise Supports you with 


1 The most respected name in television. Du Mont gives you 
the prestige line—known and accepted as “the finest in television”. 


Price maintenance, With Du Mont quality you can sell at full 
list price. There’s no need to cut. Your profit is assured. 


3 No “across-the-board” franchising. Quality dealers, not 
quantity distribution, under the new Du Mont policy. 


) Selec a Saniversan uy No “yearly models”, no “old stock”’. New models added 
1931-1956 with discrimination. No forced changes to leave you with “old” 


inventory on your floor. 





Call your Du Mont Distributor today. Tell him you want to 


see the New Silver Anniversary Models — Fast. 


Allen B® Du Mont Laboratories, Inc., 35 Market Street, Rast Patersen, N. J 
Manufactured and Distributed in Canada by Canadian Aviation Electronics, Lid, 
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FIRST and ONLY manufacturer to 
assure your heater profits 


with the exclusive 


ProFrit PROTECTION PLAN 


Your space heater profits are assured, 
and Magic Chef pays the premium! To 
back up the brightest, most sales-appeal- 
ing line of oil and gas heaters ever de- 


signed, Magic Chef now offers a plan un- 
precedented in the industry. The Magic 
Chef Profit Protection Plan takes the 
risk out of end-of-the-season inventory. 


Only a heater line sure of success could dare to offer such a revo- 
lutionary profit protection plan. With this plan and with Magic 
Chef features, you can make more money on heaters in 1956 
than ever before. Ask your Magic Chef representative for details. 





it's HI-Fl in sound... and the new 
buy-word in gas heaters is 


Magic Chef 


HI-Fire 


A series of con- 
sole-styled radiant 
circulators at three 
volume prices 





MAGIC CHEF, INC. * ST. LOUIS 10, MISSOURI 


15,000 BTU 
$44.95 
20,000 BTU 
$54.95 
30,000 BTU 
$64.95 


ELECTRICAL MERCHANDISING—OCTOBER, 1956 


Here's How You Benefit! 


1. Carry complete stocks for adequate 
display and immediate delivery. More 
sales without risk of overstocking. 











a 






2. Get longer discounts on larger ship- 
ments. Extra profits are automatic. 


3. Save shipping charges on big orders. 
More profitable operation. 


4. More “early bird’ sales. Order early to 
cash in on first cold snap. Invoices will be 
dated for Fall. 


S&S. Get jump on competition on erid-of- 
season sales, or be paid to carry over, 














¢ / FIRST NAME 


IN RANGES AND 
SPACE HEATERS 
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JOHNSTON POWER MOWERS- 


Offer Best Profit Opportunity 
in Quality Field-e 


Your Wholesaler NOW has 


complete Facts « 1957 Line 


CONTACT HIM AT ONCE 


















JOHNSTON —The Main Line For The Middle Market— 
Presents Exclusive New Models. . . 

New Styling . . . New National Advertising .. . 

New Promotion . . . New Co-operative Advertising .. . 
New Service Facilities .. . Extra Discounts. 

Call In Your Wholesaler Now. 

See Johnston At Hardware Show. 





poy 


Dohnston off } 


JOHNSTON LAWN MOWER CORPORATION, Dept. EM1056 > « 
Brookhaven, Mississippi 













Subsidiary of Jacobsen Manufacturing Company, Racine, Wisconsin 
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THE MOST EXCITING DISCOVERY 
IN APPLIANCE HISTORY IS HERE! 


KELVINATOR ELECTRONIC RANGE 


Cooks with Radio Waves instead of Heat 





IT’S A ONCE-IN-A-LIFETIME OPPORTUNITY FOR 
KELVINATOR DEALERS! IT'S READY RIGHT NOW! 





HERE'S THE STORY! = 


















































Potato bakes in 4 minutes! 


Out of the laboratory — into your 


KELVINATOR ELECTRONIC RANGE, 


Crowds Throng to Kelvinator Dealers’ Stores, Large and Small. 


Bacon broils on a paper plate 
in 1Y2 minutes! 





Frozen vegetables thaw and cook 


in 4 minutes! 


Cook without pots, pans or hot-pads! 


store. A new and fantastically 


fast kind of cooking and a new way to “Have and to Hold” heavy traffic. 


“Seeing is believing.” The magazines and 
newspapers have repeatedly reported to women the 
incredible benefits of electronic cooking and now 
they want to see for themselves! Field test after field 
test has conclusively proved that this is true. Make 
your Kelvinator Electronic Range activity a major 


store promotion for this fall and winter. Strike while 
this enthusiasm is “red hot.” Local newspaper ad- 
vertisements, radio and TV spots, a new kind of 
direct mail with proven pulling power, window and 
floor displays, yes, everything you need is ready and 


waiting. Act now! 


All you need is 24" of space. 
We have the product and the program! 








PRODUCT AND PROGRAM READY NOW! 


Pre-tested Programs and Promotions 


IT’S EASY, IT'S QUICK! 
IT’S EXCITING TO DEMONSTRATE! 


Yes, even if you can’t boil an egg on an ordinary range you 
can cook on an Electronic Range. Your salesmen can too. 
Your customers can do it and will want to. And when your 
customer uses the range she demonstrates to her own satisfac- 
tion the speed, the coolness, the safety of this miracle cook- 
ing. And only in the Kelvinator Electronic Range do you get 
steaks and chops to exactly the color and crispness the 


housewife fa vors. 


Make no mistake about it, the Kelvinator Electronic 
Range is not only an unbeatable traffic builder, it is the way 


many of your customers will soon be doing their cooking. 


The market is there, the product is right, the programs 


are ready, the opportunity is now! 


Produce Sensational Results. 


it's this easy to start the demonstration, 
the Customer and the Range do the rest 


No fuss, no bother, 
no chef's hat. 


Turn on the range, set the timer 
for 90 seconds, pop in bacon on 
a paper plate. While the sizzle 
and the smell are doing the sell 
ing tell her all about electronic 
cooking. When the signal bell 
rings, the bacon is done and your 
part is done 


Next let her do-it-herself! 


Now invite your prospect to bake 
some brownies herself and take 
them home in the box she bakes 
them in. Every woman leaps at 
the chance. Here is a demonstra 
tion that takes only five minutes 
yet gives you adequate oppor 
tunity to qualify every prospect 
for her next appliance purchase 


it will work for you! 


In 5 minutes you've established 
confidence in your store, you've 
sold Kelvinator, and you know the 
Kelvinator appliance she would 
most like to own, We know it 
works because we've proved it 
in market after market. Get com- 
plete information today! 








--» AND HERE'S ANOTHER PRE-TESTED AND PROVEN PROMOTION 
FOR KELVINATOR ELECTRIC RANGES! 





It combines a Deluxe Range priced for volume and a New Party Grill as a traffic builder and sales closer 


IT’S A REAL 
TRAFFIC 
BUILDER! 


KELVINATOR PARTY GRILL 


Toasts — Fries — Grills 
Thermostatic Control 


This deluxe Party Grill is a Kelvinator exclusive; the regular 
. io 


retail price is $29.95, yet you can advertise it for over 50% off 


as a self-liquidating traffic builder. In every market this offer 
has proved to be the kind of a bargain that women can’t resist 


And the percentage of conversions to range sales has been 


extremely high. A complete promotional package is ready, 


everything you need to get the program on the road, Start 


your fall range activity now 


_ Features! Features! Features! 
_ Ata price anyone can afford 


Porcelain Drip Pans . .. Beautiful Modern Backguard 
with Pull-Width Fluorescent Light. 





Operates on 110 Volt, AC 
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It’s the most powerful promotion ever conceived for the 
clock-radio industry . . . it’s designed to give dealers and 
wholesalers a new kind of Christmas selling season ...a 
60-day selling season! 


It’s a brand-new kind of promotion withthousands of disc 
jockeys on thousands of radio stations telling America 
again and again: ‘““Wake up to the music of the stars!’’ 
It’s a personality promotion featuring the top recording 






stars, the nation’s favorites, from RCA-Victor, Columbia 
and Capitol, in ads designed to stimulate public interest, 
boost Christmas sales! 





It’s starting in The Saturday Evening Post, Novem- 


f «(@ 


ber 3, on newsstands October 30, with an exclusive, hard- 













hitting spread ... a spread that millions and millions of 
able-to-buy Post families will read and respond to. And it’s 
backed up again by a page in the Post, November 17! 

It’s your big chance to increase your clock-radio sales. 
Display and sell the products advertised in the Post and 
cash in on the most exciting and profitable promotion ever! 











[he Saturday kvening 


ant —~9ets to the > 
POS j heart of America 
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Want more action on both 


PUT CHICAGO TRIBUNE 


HELPS YOU SELL MORE THESE FOUR WAYS! 









































1: MORE READERS! Advertise in the Tribune and you reach hundreds of thousands y J MORE BUYERS! Chicago families naturally turn to the Tribune when they want 





more families than are reached by any other Chicago newspaper. You get your shopping information. They know the Tribune gives them by far the largest 
story to the people who account for the bulk of Chicago appliance purchases. volume and variety of home merchandise offers. 





ro a — 4 7 
ww to cme 
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Q > 


MORE TRADE IMPACT! A achedule in the Tribune is one of the best sales points ‘ MORE DEALER SUPPORT! Chicago dealers merchandise your line enthusias- 





tically when they know you promote it in the Tribune. Their own experience 
tells them the Tribune produces more cash register response than any other 
medium you can use. 


you can give your factory and distributor salesmen to use with Chicago 
dealers. Many of them build their own advertising programs around the 
Tribune. 


YOU OWN THE STRONGEST CONSUMER-FRANCHISE IN CHICAGO... 
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sides of the counter? 


SALES POWER TO 
WORK FOR YOU! 


YOUR Chicago sales drive takes on new excitement when 








you concentrate your promotion in the Chicago Tribune. 
You’re using the most powerful durable goods medium 
in the huge Chicago market. Dealers back you up more 
aggressively...consumers respond faster. 


That’s why the advertising record of your industry so 





consistently favors the Tribune. Year after year, general 


Percentage of expenditures of general 
advertisers of housing equipment & 


advertisers of appliance store products invest more adver- 


supplies and radio & television sets 


tising money in the Tribune than in all other Chicago ee eee ee 


newspapers combined. 

You get the most out of advertising in the Tribune 
when you base your program on a Chicago Tribune con- 
sumer-franchise plan. We can custom-build such a plan 
for you, based on current market conditions, where you 
stand and where you want to go in Chicago. 

Dozens of other manufacturers have used this strategy 
to build more volume and stronger market positions here. 
It can produce the same outstanding results for you. Get 


the full story from your nearest Tribune representative 61.8% 19.3% 10.4% 8.5% 
TRIBUNE  DAILYNEWS SUN-TIMES AMERICAN 








today. 





Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago New York City Detroit San Francisco Les Angeles 

W.H. Hattendorf E. P. Struhsacker W. E. Bates Fitzpatrick Associates Fitzpatrick Associates 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg 55 Montgomery St. 3460 Wilshire Blvd. 
SUperior 7-0100 MUrray Hill 2-3033 WOodward 2-8422 GArfield 1-7946 DUnkirk 5-3557 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


WHEN YOU BUILD IT WITH ADVERTISING IN THE CHICAGO TRIBUNE! 
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PHILCO 


Famous for QUALITY 
the World Over 


Now a new kind of refrigerator... air-conditioned 
to keep your precious foods fresher 





| ia 
| vetrigerotor’”” 


oo DULUX* meets the exacting requirements 
of today’s topflight manufacturers 


LEADING APPLIANCE MANUFACTURERS know that durable 
Du Pont DULUX is a finish of consistent quality. Every ship- 
ment of this fine finish meets the same rigid specifications. And 
that’s just one of the important cost-cutting, sales-winning ad- 
vantages that DULUX offers. 


Constant research by Du Pont chemists has resulted in a 





S66.u.5 pat off 


finish that gives more rugged resistance to chipping, cracking, 


ee D Uu L uU xX 19 t NM EM ‘a L scratching and staining. Application costs are lower, too—with- 


out sacrifice of quality appearance and dependable performance. 


Better Things for Better Living . . . through Chemistry . i 
DULUX keeps its flawless appearance after years of con- 


stant use in the home. Its easy cleanability, resistance to wear 
—————- America’s leading —— and long-lasting whiteness help build the continued customer 
satisfaction so vital to the success of any appliance line. No 
home-appliance finish ee ae 
wonder so many of today’s topflight appliance manufacturers use 
Du Pont DULUX Finishes. 


Over 53,000,000 major home-appliance units now in 


service are finished with Ou Pont OULUX Enamel. ‘ . 4 
E. |. du Pont de Nemours & Co. (inc.), Finishes Div, Wilmington 98, Del. 














PAGE 56 OCTOBER, 1956—ELECTRICAL MERCHANDISING 








CRAMPED FOR SPACE? 





Complete Dormeyer Power Tool 





ELECTRICAL 





and...Returns a Net Profit of *51.30 









Dept. Takes Only 28 Inches! 


CF ae 


s 


Bright, colorful unit comes completely assembled 


Are you cramped for space, but still 
want a complete power tool depart- 
ment? Then look to DORMEYER! 
With the 28-inch wide Complete Dor- 
meyer Power Tool Department you 
get fast turnover and $51.30 profit for 
a small investment of only $85.50. 
Here’s the most marvelous inven- 
tion since the shoe horn. This 28-inch 
Complete Dormeyer Power Tool De- 
partment slips in anywhere. And, even 
though it’s small, it packs a mighty 
sales wallop. That’s because Dormeyer 


For a complete catalog of these and other Dormeyer Power Tools, call your distributor or write to Dormeyer 


Dormeyer ~---~-~----~--- 
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Matched-Craft Power Tools are wanted 
and preferred by both hobbyists and 
home-owners alike. They’re low in cost 
and built rugged and dependable to 
last for years. 


Completely assembled unit (Model 5-3822) shown contains: 


* /5-2001 Dormeyer 4,” Wrench-Lok Drill 
* /5-2201 4” Drill with famous Geared Chuck 


© 45-7000 Big Portable Power Saw 
* /5-3300 Dormeyer DeLuxe Wall Cabinet type 
Yo" Drill Kit 


* Consumer Literature and Special Sales Manual 


1956 






28” wide x 16” deep x 30” high 





Be a Franchised Dormeyer Dealer 
..» New Plan Just Announced! 


See your Dormeyer distributor 
about the new Dormeyer Fran- 
chised Plan. It offers exclusive 
dealerships, merchandising aids 
and seasonal promotions. All de- 
signed to help you make more 
money with DORMEYER. 
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NEW DORMEYER PRE- 
SETS YOU UP FOR STEADY 


See how a strong, heartwarming theme 


gives your Dormeyer merchandise a highly 


Bring home a See manne Bring home a 
: surprise! Simeone ea ote [= surprise! 
i | an 0 pene > otate.e — 


Creme Ore Cmet —-—- - 
org tout Gab tnt Gunde ond eaten v 
7 Aad ering heme © Germerer 
a enact RMEYER 
a4 nye hy BA Red - DO matched appliances 
Sans 1s Peuw On oud tat tanag 


NOVEMBER 11 NOVEMBER 18 





These Ads reach 25 Million Readers 
Including PARADE and THIS WEEK 


Now’s the time to stock in depth on featured merchandise. For 


DORMEYER CORPORATION 
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CHRISTMAS CAMPAIGN 
YEAR-ROUND SALES! 


° ° be th 
(Be the loving guy she married... pbc 


bring home a surprise!) om ale 
homea 


married... 


competitive edge! | surprise! 


DORMEYER 


matched appliances 


NOVEMBER 25 DECEMBER 2 





Each Week via Newspaper Magazines 
in 84 MAJOR MARKETS 


details and free tie-in material write us or see your Dormeyer salesman 





Kingsbury and Huron Streets - Chicago 10, Illinois 
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*,.. played an important part in the 


development of some of our best dealers” 


soys J, E. MILLER, JR., President of J.E. Miller Co., Inc., 
Philco distributor of Pittsburgh 


















“We've used CommerctaL Crepir PLAN since we started business 
twenty years ago. Their service has played an important part in 
the development of some of our best dealers. The floor plan is 
particularly beneficial at the start of each selling season. With just 
one source of financing because CommerciaL Crepir has offices 
located throughout our territory, the problem is greatly simplified 
for us and our dealers.” 


Commercial Credit dealers 
are successful dealers 








Write or call our nearest office for complete 
information on the benefits of ComMMERCIAL 
Crepir Pian. W hy not do it today? 


ke = COMMERCIAL CREDIT CORPORATION 
COMME RCTAL 


A service offered through subsidiaries of the 
\ CREDIT PLAN Commercial Credit Company, Baltimore . . Capital 


\ We . and Surplus over $190,000,000 . . . offices in principal 
Ne \ 
: ’ . 


cities of the United States and Canada. 
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Electrical 


Merchandising 





@ Consumers complain that service today takes too 
long, costs too much and is poorly done. HJ Some of 
these complaints are valid, manufacturers, distribu- 
tors and dealers admit. But they’ve got problems, too 
— including manpower, training, more complex prod- 
ucts, and the consumer herself. HJ One thing is ob- 
vious. As more appliances are sold and as they become 
increasingly complex, the service problem is likely to 


become even more troublesome. That’s why .. . 


Something’s 


GOT 
to Be Done 


About 
ge 


By TED WEBER, JR. 












SOMETHING’S GOT TO BE 
DONE ABOUT SERVICE 


(continued) 


Here’s what the customer 
doesn’t like about 


today’s service . . 





It takes too long 






It costs too much 
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= guess I don’t understand these things 
“We bought a ‘TV set last year and 
in a short while had to fork out $72 for 
the Salt Lake City new 
paperman continued, “We had a big argu 


new picture tube,” 


ment about the warranty and the damu set 
still doesn’t work too well. In any event 
after | called back to the dealer several time 
wanting additional service they just quit com 
ing out. So now we're in the clutches of thes 
4 a call boys. The hell with it. The only 
time I look at the set is when there’: 
ball game or a fight on 


orn 
1 £0 «il 


That's one side of the service story, But in 
the sarc newspaper office el copy reader has 
a different view of service 

Our TV set's over a year old. We had a 
little tube trouble just recently and the serv 
iceman came out, replaced the tube, and 
didn't even charge me a service call. I'll swear 
by They're all right.” 

[hose are the extreme S in Consunicr rei 
tion to service, But today, as the entire ap 
pliance-radio- TV industry shows increasing 
concern over the type of service it is render 
ing, these extremes reflect what is probably 
the industry’s most troublesome problem 

rhe trouble is simple—the customer just 
doesn't understand service Ihe newspaper 
man whose set wouldn't work and who had 
been unable to get service on it admits that 
he doesn't understand service But hi 
friend who equates good service with a fre 
tube replacement is equally confused, Good 
service lies somewhere between poor service 
it a price and good service at no cost. But 
few customers today understand just what 
they can legitimately expect trom “good 
serviee~and too many are beginning to wo 
over what they'll have to pay for “‘poos 
attention 

The servicing industry faces plenty of 
technical problems—manpower, product d 
sign, standardization to name a few. All of 
these, however, are susceptible to reform 
from within the industry. It’s in the field 
of customer relations where service is having 
its biggest trouble~and many experts feel 
things will get worse before they get better 

For one reason or another, the customer 
just doesn’t understand the facts of life as 
far as product service is concerned, This may 
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be because 1 Seattle dealer put 
they're crooked—expect a lot without paying 
for it.” Or it may be simply because no 
one has yet done a real job of explaining 
the servicing industry's problems to the pub 

What's happening i result of this? 
Lhe industry is getting a black-eye as the 
dlissatished customer repeats her tale of woc 
throughout her neighborhood, ‘The dealer 
ind the manufacturer lose future sales. And 
the responsibility of servicing must be as 
umed by someone else. Here's an idea of 
low tangled the picture can get. It’s a story 
from a western city 

We bought an expensive gas range from 

recently. ‘The thing has a console 

control board, snack bar—the works. It never 
las worked, however. They sent their repais 
iman out several times, But he never seemed 
to know what he was doing or how to fix 
it. We kept calling. Finally, they just quit 
cnding their man out. We now have the 

company repairing it for us when some 
thing goes on the blink. [ don’t want the 
damn thing to blow up. This is the last 
ppliance I'll ever buy from 

That's a local view. Now take a broader 
look at the pr iblem 


Writing in a recent 


issue of Electrical World, a McGraw-Hi) 
publication, Detroit Edison's I'red Compton 
reports on findings of a survey conducted by 
30 utilities. After sketching the various typ« 
of service offered Compton concludes 

“Is it a small wonder then that we hav 
on occasion confused, frustrated customers? 
We really do not provide any consistent 
unified, coordinated appliance service.” 

That appeared in a trade magazine. But 
consumer resentment is spilling over int 
consumer media, During the spring con 
sumer complaints formed the basis of storie: 
in the Ladies Home Journal, the Wall 
Street Journal and Sylvia Porter's syndicated 
newspaper column. 

In her story “Fix It Please’, Margaret 
Davidson homemaking editor of the Ladies 
Home Journal quoted letters from six home- 
makers in various sections of the country 
\ll had gripes about appliance service. Onc 
North Carolina housewife told about her nev 
dryer: 

“It shorted every time I used it. I'v 
called two servicemen with no results but 
1 statement the first of the month. Finally 
another dealer came out himself and spotted 
the trouble—the timer. He sent for a new 
one, and after three weeks put it in. Eagerh 





But service is a headache 
for the dealer, too. He 


complains that . 
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It’s hard to recruit, 
train and hold men 
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The work is badly done 








I washed the staggering pile of baby clothes 
The dryer made a terrible noise—and stopped. 
Angrily I called the dealer back. He found 
the trouble—he had put the timer in back 
ward.” 

“These are but single voices in a growing 
chorus of complaints from all parts of the 
country,”” Miss Davidson comments. “Pet 
haps among your friends there are those who 
have had their share of woe. It’s time to 
take stock and look at the situation.” 

Columnist Porter contributed her share 
of “horror” stories which had been sent in 
by readers, then concluded that: 

“Repairs are taking an increasing chunk 
of (consumer) budgets. 

“The repair jobs seem to be less and less 
satisfactory. 

“The competence of the mechanics ap 
pears to move in inverse ratio to the com- 
plexity of the appliance or machine.” 

Is the trade aware of what's happening? 
It's hard to get any definite answer but it’s 
safe to generalize: 

Manufacturers are disturbed—and their 
turning to centralized (controlled) service is 
only one symptom of their uneasiness. 

Utilities recognize that the problem exists 

but many stop short of considering the 


ultimate development, utility assumption of 
servicing functions. 

Distributors and dealers seem to be less 
convinced that it’s a problem. ExecrricaL 
MERCHANDISING editors in various parts of 
the country have been talking to dealers all 
summer long. There is broad difference of 
opinion as to whether or not service com 
plaints (gripes about service rendered) are 
increasing. Some say yes, some say no, and 
a surprising number take refuge in qualifving 
their remarks. The latter group contends 
that service complaints have not increased 
in proportion to the number of goods sold 
or the mechanical complexity of these goods. 

But just how big a problem is it? Is it 
merely a case of “growing pains’ as indus- 
try volume expands and its product fields 
become broader? Or is it a steadily worsening 
problem which within itself contains the 
ingredients for a major industry headache 
five or ten years hence. 

It’s difficult to answer those questions. 
To begin with, it’s particularly difficult to 
get any objective idea of just how good (o1 
bad) service is today, 

ExvecrricAL Mercnanpisinc asked the 
homemaking editors of three leading women's 
magazine if their complaints about service 
were stepping up. One answered quickly 
“How can it get any worse?” The second felt 
that service was a growing problem even 
though she had no statistics to back up her 
opinion. The third had noted no increase in 
subscriber complaints about the appliance 
service they were receiving. 

Then EvecrricaL MEeRrcHanpisine editors 
fanned out across the country. Their first 
question: Has the number of service com- 
plaints (gripes as distinguished from ordinary 
calls from service) increased. Most dealers 
and distributors said no. But a surprisingly 
large group thought that they had. 

In San Jose, California, for example, a 
dealer complained that “customers are getting 
more touchy about appliance service. Par- 
ticularly they are skeptical about costs 
my partner spends 15 to 30 minutes several 
times a day on the phone trying to explain 
to service customers what was done to their 
appliances to justify the bill... . It is very 





depressing, and very costly, too.” 

From Phoenix a large retailer has a some 
what similar gripe: “As for getting unreason 
able—yes. They're shopping more and put 
ting the squeeze on the retailer to a greater 
extent. Maybe it’s because they have more 
liquid cash and are able to get away from so 
much credit buying—but they want a pound 
of flesh with their service these days.’ 

Two dealers in Helena, Montana, agreed 
that customers are more “touchy” about serv 
ice today. “They are definitely demanding 
more services. They're not trying to be un 
reasonable—just trying to get everything free 
or extra they can.” 

A Lexington, Kentucky dealer says gripes 
are up about five percent, Another dealer in 
this area admits he has been receiving more 
complaints about service rendered, He blames 
non-servicing dealers, direct selling and 
builder sales for much of the increase and 
adds that the public just doesn’t understand 
warranties. 

A big distributor in Oklahoma City sees 
two reasons for growing complaints about 
service, “Customers are reluctant to pay the 
price for good service and many service pet 
sonnel are indifferent to good servicing,” 

A Cleveland distributor says his complaints 
have increased 25 percent in the past year. 
Two other distributors in the area say thei: 
complaints have inereased 10 percent and 30 
percent respectively. 

And so the story goes. For each opinion 
above a matching one could be found to the 
effect that complaints have not increased 
There is bias on both sides. Some firms who 
handle their own service and are proud of 
it would be the last to admit that complaints 
over that service has increased, On the other 
hand, a dealer angry over slow delivery of 
parts or manufacturer handling of warranties 
is inclined to take a dim view of servicing 
in general, 

But if you couple these dealer and dis 
tributor admissions of trouble with the con 
sumer complaints mentioned by magazine 
editors it becomes obvious that service is pos 
ing a lot of trouble. 

Even more disturbing, some of the prob 
lems causing service complaints today 


MORE> 











Poor design often makes 
servicing more difficult 
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Manufacturing shortcuts 
create extra service work 





The customer just won't 
read the instruction book 
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SOMETHING’S GOT TO BE DONE ABOUT SERVICE (cont.) 


What’s WRONG with Service? 


threaten to become even more scTIOUS AS 
time goes by. The general shortage of ade 
quate service help, for example, give promise 
of becoming more acute 

Betore you can reach any conclusion as to 
whether service is the industry's next big 
headache, however, it would be well to con 
sider the nature of th problem toda 


WHAT’S WRONG WITH SERVICE 


As indicated earlier the consumer and the 
industry expert examining service today would 
come up with widely varying diagnoses. ‘Take 
the consumer's point of view first. Her 
complaints break down something like thi 


't Takes Too Long 


Ask almost any dealer what the customer 
complains about (or ask the consumer her 
self) and by far the most frequent answer 
will center on the length of time it takes to 
get a product fixed 

To many old-timers in the business thi 
preoccupation with quick Sscrvice scems 
strange. Dealers have always understood that 
service on a refrigerator or a range was criti 
cal as far as time was concerned, But wash 
ers, dryers and T'V sets on the surface don’t 
appear to be so vital. A woman ought to be 
able to wait several days for repairs on these 
products. But that doesn’t seem to hold truc 
today. 

A Cleveland distributor, for example, com 
plains that “customers increasingly expect 
immediate service on even minor adjust 
ments.” A dealer in Helena, Montana notes 
that his customers “want the same kind of 
service they get in a gas station. They ex 
pect to have their appliance serviced as 
quickly as their car.” A Los Angeles dealer 
offered this formula for good service: “Give 
them everything they want, do it fast, and 
they're happy.” 

[his consumer impatience to wait for re 
pairs has resulted in some strang requests 
A San Jose, California, dealer notes that 
customers are asking for “loaners” to us 
while their washers are being fixed, “We'd be 
in a swell fix if we tried to loan automatic 
washers-——we'd have to have several of every 
make and model or spend an hour briefing 
the woman on how to use the loaner.” 

Yet the consumer's attitude is not a com 
pletely unreasonable one. For one thing, ap 
pliances have enjoyed part of their post-war 
boom thanks to the shortage of household 
help. The appliance takes over a chore which 
can’t be hired out. The woman who has pur 
chased an expensive appliance to handle that 
chore is naturally reluctant to do without it 

Use of an appliance develops new atti 
tudes in the mind of the user, The woman 
who for years was content to hang her clothes 
out on the line finds that the same activity is 
quite a job once she has been accustomed to 
using a dryer. If the dryer breaks down she 
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wants help quickly 

There's one other point to consider. Peopl 
have been buying top-of-the- line appliances 
in increasing numbers. They've been doing 
$0, says One magazine editor, because “they 
hope the ‘extras’, the more automatic fea 
tures will be of use to them.” Many person 
lave made some personal sacrifice to buy the 
best”. They're naturally impatient, then, 
hen this highly-touted product doesn't 


“ ork 


it Costs Too Much 


Just as frequent a complaint is the amount 
of money it costs to have a product repaired. 

Once again, past history is no guide to 
present performance on the part of the con 
sumer. Several dealers pointed out to Exec 
rRicAL, MercHuanpisinG editors that years ag: 
customers didn’t balk at a $12.50 charge for 
radios or phonos. “But they scream at a $4.50 
IV charge today,” a dealer adds. 

There's no getting around the fact that the 
public today has little understanding of serv- 
ice costs. 

A New York research group, for example, 
polled professional types (doctors, lawyers) 
as to their attitude on TV service. Among 
the questions asked was the customer's opin 
ion of a legitimate minimum service charge 
for a TV set. In a market where the $4.50 
to $5 minimum is widely used, not one of 
the customers pegged his guess that high 
Their acceptable minimum ranged around $4. 

Certainly a basic cause for consumer gripes 
about price is that the average customer just 
doesn’t understand the cost of maintaining a 
service operation. A Seattle dealer, for exam 
ple, says his customers are puzzled by a mini 
mum service charge and fail to understand 
why they should pay as much to have a screw 
tightened as to have a joint soldered. 

And dealers seem to feel that the public in 
general would like to avoid paying anything 
it all. A Los Angeles chain operator says 

here's no complaint about costs—they just 
don’t want to pay anything.” A Phoenix re 
pairman comment “Like anything that 
costs, they complain 

here is also a pretty direct relationship be 
tween the type of work done and the fee 
charged. Several dealers point out that if 
the work is satisfactory the customer will pay 
what's charged, “But if it isn’t right, you're 
in trouble,”’ says a West Coast dealer. 

For a lot of this misunderstanding th« 
legitimate servicemen is suffering for the sins 
of his brethren. A Phoenix dealer contends 
that the public has “a built-in suspicion of 
servicemen, They think we are all get-rich- 
quick-tobbers. They keep remembering thos« 
Readers Digest stories about what gyps serv 
icemen are 

This feeling is widespread. A customer in 
Phoenix said he “couldn’t prove anything but 
I'm suspicious. I keep feeling I’ve been 
taken.”” Men here seemed to understand serv 
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ice charges but the reporter notes that “all 
were highly suspicious and convinced they 
were paying for more service than they got.” 
In Helena customers frequently thought that 
they were being overcharged. 

This suspicion of servicemen is felt on both 
sides of the transaction. Thus one Seattle 
housewife complained that one repairman 
seemed to make his calls virtually a social visit 
and she was wondering if she was paying for 
his time while he was “shooting the breeze.” 
Another Seattle resident complained that it 
hardly seemed necessary “‘to charge for every 
nickel nut and bolt when they're getting a $5 
minimum service charge 

On the other hand the servicemen, too, 
feel this suspicion. An Oklahoma distributor 
points out that the repairman knows he’s go- 
ing to be accused of overcharging or negli- 
gence so he doesn’t really care how he does 
his work 


The Service Isn't Good 


Consumers seemed more inclined to com 
plain about delayed service or the cost of 
service rather than the quality of work done 
But there were complaints and when you 
couple these with those printed in both the 
Journals and by Miss Porter the conclu- 
sion is inescapable that there is room for 
improvement here. Even some dealers and 
distributors told Evecrrican MErrcHanpis- 
inc that work standards had slipped and that 
inferior work was being turned out. Some 
dealers thought that shortage of adequate 
manpower had contributed to a deterioration 
in the quality of servicing 

Briefly then, today’s customer is likely to 
complain about slow service, costly service, 
and inferior service. She doesn’t understand 
the appliance business in general or service in 
particular. As a result what looks to the dealer 
to be a legitimate charge or a legitimate delay 
in responding to a call may seem outrageous 
in the view of the customer. More important, 
she’s likely to blame the wrong person en 
tirely. She may blame the factory instead of 
the dealer or vice versa. She may blame the 
dealer instead of his authorized servicing 
agency. One point stands out: no one in 
the business can afford a spectator’s role in 
trying to placate the customer. If he tries 
that role he'll end up shouldering the blame. 


THE INDUSTRY’S VIEW 


Woven throughout the section above have 
been comments from distributors and deal 
ers supporting the consumer’s objections, It’s 
safe to say that many people within the 
industry today agree that service presents 
something of a problem. There are others 
who think the industry has done a remark- 
able job in keeping pace with new products 
and expanding markets. But there are few 
indeed who won't agree that there is still 
room for improvement and that the industry 
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must umprove its service facilities if tomu: 
row’s vastly expanded market is to be han- 
dled adequately. The big questions then are 
simply: what’s wrong with service today 
and how can we improve it? Here’s why serv- 
ice is a problem today 


There's a Manpower Shortage 


Dealer after dealer complains that it’s diff- 
cult and sometimes impossible to hire serv- 
icemen. Many agree that the industry has 
had to lower its standards in attempting to 
recruit enough manpower 

Dealers have plenty of excuses for the prob 
lem. Long hours and low pay are frequently 
mentioned but just as frequently mentioned 
is the lack of prestige the service job carries 
ind the amount of abuse the serviceman must 
take from the irate customer. 

Quantity is only one aspect of the man- 
power shortage. Quality is equally important. 
And dealers generally think that the type of 
training offered their men could be improved. 
Chere are a multitude of suggestions offered. 
More factory and distributor help is asked. 
Apprentice or “learner” pay scales are sug 
gested. Vocational school training is sug 
gested 

Distributors on the other hand, point out 
that dealers frequently don’t take advantage 
of the service training facilities already being 
offered. Many service schools, they say, are 
conducted at only half-capacity because the 
dealer doesn’t bother to send his men. Ob 
viously troublesome here is a decision as to 
whether the serviceman will be paid for time 
spent in the classroom. Some dealers feel 
that it is the serviceman’s own responsibility 
to keep up with his skill and that he deserves 
10 compensation for time spent in training. 

(Recognizing the demand for readily acces- 
sible training material, Execrrican Mer- 
CHANDISING has over the past year offered two 
series of articles on servicing. The first, 


“Successful Small Appliance Service,” ap 
peared in nine installments during 1955 and 
1956 and will soon be published in book 
form by the McGraw-Hill Book Co. A sec- 
ond series on major appliance service begins 
in this issue. The author of both series is 
P. T. Brockwell who has spent almost all of 
his working life in the appliance servicing 
industry. ) 

The entire problem of training is compli- 
cated by the rapid changes in models, Manu- 
facturers don’t help on this score, dealers 
complain. Sometimes it’s a change for the 
sake of change. More often, the new model 
is in the field for weeks or even months before 
service literature arrives, Several dealers com- 
plained to Exrcrrica MERCHANDISING 
editors that introductory meetings and ‘“‘open 
houses” are just as important for servicemen 
as they are for salesmen. 

There’s one other manpower problem. 
Once the dealer has hired and trained a good 
man he often finds it hard to keep him. For 
one thing there’s no place for the man to go. 
A really good serviceman balks at the thought 
of being nothing but a good serviceman for 
the rest of his life. There’s a limit to the sal- 
ary increases which can be used to hold such 
men. At NARDA’s annual Management In- 
stitute this summer this problem came up 
for discussion and no dealer could offer a 
solution for the average sized dealer, In big 
organizations, of course, the man can be 
promoted upward to more responsible posi- 
tions within the firm. As a result of this, some 
dealers complain that as soon as they have 
trained a man he leaves to open his own 
service shop. “We're nothing but a training 
school,” one retailer complains. As a result 
of this, his own service is slower than it 
should be. 


Design Complicates the Problem 


Dealer after dealer told E.ecrricar Mer- 





CHANDISING’sS editors that manufacturers (im 


attempting to improve styling or cut costs 
are making products harder to service. This 
does not mean a cut in quality at the manu 
facturing level but refers instead to conven 
ience of servicing. “Why should you have 
to tear a range apart to change a pilot light?” 
one eastern appliance man complained, An 
Indianapolis distributor puts it this way: “In 
cutting production costs very little thought 
seems to be given to time involved in being 
able to render service on the product.” A 
midwestern distributor complains that “styl 
ing definitely creates more difficult servicing.” 
A Houston dealer says that style changes 
makes some products harder to repair but 
adds that the important thing to remember 
is that the changes usually make the product 
sell, 

This much objectivity was not unusual 
Many dealers said products today were harder 
to service but added that this grew out of 
their becoming more automatic. Most of 
the dealers added that it was the automatic 
features which gave these appliances their 
sales appeal and dealers expect to handle cor- 
respondingly tougher service problems. 


Quality Control Is a Problem 


Many dealers are critical of the factory for 
poor quality control. It should be noted that 
a good number of dealers contacted felt the 
factories were doing a good production job 
but repeatedly comments like these were 
heard: 

“The factory gives us two problems on 
refrigerators,” said a Los Angeles department 
store service manager, “One is faulty engi- 
neering—on certain models there is insuffi- 
cient clearance between armature and field 
and if they stop in a certain relative position 
they magnetize and stick. My second gripe is 
poor inspection—blemishes on outside finish, 

(Continued on page 92) 





for vocational schools. 





1. The industry should run a broad recruiting program to inter- 
est more young men in service as a career. 


2. Manufacturers and trade associations should consider the pos- 
sibility of institutional advertising to teach the customer just 
what she can reasonably expect in the way of service, 


3. The industry should give considerable thought to improving 
training facilities. Recommended programs could be drawn up 


4. Scholarships should be offered by various trade groups to 
young men interested in training as servicemen. 


5. New product information should be made readily available to 
servicemen at the same time the products are shown to salesmen. 


Distributors and dealers from all parts of the country offered these 


specific suggestions as a means of . . . Improving Service 


6. “Public relations” courses should be established for service 
men so that they will not antagonize customers, 


7. Incentive programs which encourage present employees to 
recruit new employees for the firm should be set up, 


8, Once a serviceman has been trained, keep him on the payroll 


by adequate salary adjustments and a chance to be promoted to 


employees. 


9. Be ready to justify your costs to the customer 
possibility of running newspaper ads which emphasize the invest 


more responsible jobs. Consider the possibility of including 
servicemen in profit sharing plans to develop loyalty and retain 


Consider the 


ment in manpower and equipment which you carry, 





10, Dealers should give their servicemen paid time off to attend 
training meetings and schools. 



















































GIVING UP his own service shop has given G. T. McCauley more sales space... . 


and more time to spend making sales and training and directing his salesmen. 
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Central Service Saves 
Me Money 


So says G. T. McCauley of Dallas, 
Texas. He claims he saved $3,515 
a year and increased sales $2,500 
through elimination of his serv- 
ice department 


PERATING his own service department 
was a big headache as well as expensive 
for G. T. McCauley of The Homemaker 
Shop in Dallas, Texas., until he took on 
central service from his distributor Lone Star 
Wholesalers 
When he handled his own service, Mc 
Cauley says, he used to arrive at work only 
to be greeted by a flurry of telephone calls 
about service woes of all sorts. He'd spend 
only a little time on sales and his salesmen 
lacked direction. His bookkeeper had to de 
vote a good portion of her time to help 
McCauley take service calls, route servicemen 
nd handle once a month billing 


Small Dealer Has Problems 


“When you're a small dealer, and I am 
with a gross volume of $180,000 a year, you 
can’t have the ideal setup with a sales man 
ager and a service manager to direct each 
operation. I had to do it myself. A small 
dealer needs to spend all his time on sales, 
directing salesmen, buying merchandise and 
generally handling all aspects of the busi 
ness,” McCauley points out. 

Based on 1955 sales, McCauley spent 
$3,400 for service contracts on 340 washers 
and dryers, $490 on contracts for 70 refrig- 
erators and an estimated $300 for servicing 
of used appliances—a total of $4,190 

But here’s what he eliminated: 

One serviceman’s salary—$3,380. 

One truck—$1,000. 

Gas, maintenance for one truck—$900 

Tools and parts inventory—$750 

Rent for space to store new merchandis« 
and used appliances—$600. 

Insurance for one truck—$75. 

Deliveries by outside trucking firm—$400 

Miscellaneous (stamps, printing, etc.) 
S600, 

Total—$7,705. 

t all adds up to an actual savings of 
$3,515. McCauley also estimates he was able 


(Continued on page 100) 
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My Service Built 
My Business 





Without his own service depart- 
ment, says M. V. Morris of Lex- 
ington, Mo., he never could have 
expanded into a dealership sell- 
ing 150 washers a year 


ody pate Sous too high,” chides the lady 
ustomer. “I can buy a name-brand 
isher down the street at a lower price.” 
“Yes,”’ agrees the man who owns the store, 
ou probably can. But did they bring up 
the subject of service? Did they tell you that 
ft your washer broke down there could be a 
lelay while they send to Kansas City for 
irts?”” 
“Did they mention that they don’t have 
full-time washer service man?” the man 
that owned the store went on. “Did they 
iappen to tell you that your neighbors, Mrs 
Brown and Mrs. Jones, are unhappy this 
eek because they're doing their washing by 
hand? Their machines are broken down and 
there’s no one to repair them.’ 
Did they promise that if you’re in the 
middle of a washing and something happens 
to your washer they’d be Johnny-on-the-spot 
vith a serviceman?” the dealer asked the 
ustomer. “We'll provide that kind of serv 
ice. If you don’t believe me, ask Mrs. Hill. 
She was in the middle of a big wash last 
veck when her washer went dead. She called 
is and we sent a washer repairman right out 
: , He found the trouble and within an hou 
Mrs. Hill was back digging into her big 
vash pile 

‘ “But don’t take my word for it,” he in- 
ists, “call Mrs. Hill.” 

Using the service angle is about as effec- 
tive as anything in selling washers in a small 
town—especially if you have a sturdy 12-year 
record for standing back of anything you 
might say concerning washer repair service 
is does Maytag Sales & Service, Lexington, 
Missouri (population 5,000 


Progress From Service 


Service-conscious M. V. Morris (“the man 
vho owns the store”), is voluble in his praise 
f the role service has played in parlaying his 
rstwhile fix-it shop into Lafayette County’ 
\eaviest-inventoried home appliance outlet, 


Continued on page 104 



















































BECAUSE customers of M. V. Morris know that he repairs everything he sells . . . 


his store has grown to 2500 sq. ft. and 70 percent of his sales are repeats. 
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ONLY FLOOR SPACE, some repair parts, simple tools and two workmen show in this picture of an appliance service department, but they are all essentials. 


First in a ne 


Get 
Started 


By P. T. BROCKWELL, JR. 


Author of Successful Small Appliance Service 


There are at least seven good reasons for doing your own major appliance service, but you may not know 
how to get started, what tools and parts are needed, how to find and train servicemen, how to advertise, 
how much to spend. Here, beginning in this first of an important new series of articles, are your answers 
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A TRUCK is a necessary item in a service shop’s equipment. 
above is equipped with shelving and a one drawer cabinet for carrying spare parts 


H°* many of a servicing dealer's sal 
spring from lead 


kindled in his repair 
Indeed 1 park 


f interest in a new appliance ma‘ be stimu 


lepartment nobody can tel 


ted by his serviceman whenever he discusses 


ith a customer the advisability of spending 

1 large amount to repair an old appliance 
Chen, if the estimate i 
hich often the cas 

1 hot lead. Vor example 
1 dealer's repairman might say, “Think it over, 

Mrs. Smith 


u just paid may be applied anytime within 


held in abeyance 
the spark becomes 


on his departure, 
ind remember, the estimate fee 


the next 15 days against the repair charges or 
Surely, 
likely to sell a 
replacement than another under similar cit 
umstances whose service is handled by som« 


toward the price of a new washer.” 


that dealer will be more 


ne not in his employ 

But perhaps your vision of a potential sales 
ncrease blurs as you shudder at the thought 
f giving up the one 
hich factory 


dubious) advantage 


igency or jobber repair service 


fter that of using a pecialist on one or on 
ne small sroup of ipplian es of one make 
And dubious it is—for specialization works 
ainst you on occasion. How? Suppose as 


ir own man is finishing a half-hour refrig 


erator repair, your customer asks him on th 
pur of the moment to adjust her dishwasher 
he does it in, say, a quarter-hout ind charges 
$6.25 for both job Based on $5 for the 
first half-hour or fraction plus $1.25 for sub 
€quent quarter-hour Your customer would 
to pay 510 for th im ervice if she 
| to engage two pecialist 
» penent f havin vn ice d 
t nt a vorth i. } he ire 
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Estimated Initial Outlay for a Major Appliance Service Department 





The one shown in the picture 


1. Additional publicity not only through 


an increased number of direct contacts be 


tween your clientele and employees occa 
sioned by service business, but also from your 
service truck sign You'd never guess how 


often your serviceman in leaving or returning 
to his truck will be hailed by a neighbor ot 
one of your custome! 

2. Most customer 


feeling toward a servicing dealer 


exhibit a more friendly 
Obviously, 
no alienation of affection is possible after you 
break up the 
tomer ). 


triangle (dealer jobber cus 


3. Service-call schedules are under your 
control 
4. The serviceman’s behavior also is under 


your control. 

5. To earn extra good will you can depart 
from “the letter of the law” 
service at your 


to render free 
own expense on the outer 
fringes of the guarantee when you feel that 
pecihic circumstance 

6. Your trade-ins can be revamped much 
cheaper by you! Own ¢ mploy« cs 

Interested? 

If so, you will find in the 
this installment: (1 


§ warrant it 


remainder of 
1 quick and easy method 
tart from 
suggestions on how to 


of estimating your basic costs for a 


cratch, (2 screen 
candidates for the job and get one trained so 
that you will wind up with a man capable of 
crvicing your entire line, and (3) 
on how to start the ball rolling 
The sest of the seri ave the last artick 
will ScTVC iS 


uggestion 


1 general training manual for 


your new repairman Ihe final installment 
will cover administrative detail peculiar to the 


ervice busines 
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Repair Parts inventory 


How Entire 


recent | ™®Y | recent} models 
models 


A WORK SHEET will help you figure investment necessary for 
a major service department, Average inventory is around $805 


Now let's discuss your initial investment 


Inventory 


Many manufacturers or their area repre 
sentatives will furnish you with lists of the 
most frequently-used parts for the appliances 
you sell to aid you in selecting your first 
But if you 


cannot obtain such lists for all the appliances 


major appliance parts inventory 


you intend to repair, you may find helpful 
the genera] outline of fast-moving operating 
parts which follows the next paragraph 

To estimate your initial outlay, use the 
handy work sheet on this page, the amount 
allowed for each appliance listed thereon is 
intended to cover two (or two sets) of each 
part shown in the following list unless other 
wise indicated in parentheses before the item 

Conventional Washers. Motor couplings 
(or belts), oil seals, pump parts (drive wheels, 
strainers, gaskets, seals, and drain and suction 
hoses), wringer parts (rolls, bearings, cou 
plings, and locking-pawl springs), agitator 
and gear case 
shafts, and the 


been established 


shaft seals, drain valve part 
gaskets 
like until a demand ha 


Defer ordering gear 


Automatic Washers. If you sell models 
equipped with a sealed mechanism which 
must be handled on an exchange basis, your 


jobber will tell you whether you should stock 


Text continues on page 1} 


Hiring Service Personnel? A test for 


candidates follows on the next two pages 
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Write your full name, 


md your telephone number in the upper 


complete address, 


left-hand corner of your answer sheet and 
number the pages in the upper right-hand 
Then write the question numbers 
as you go along down the left-hand side of 
the page with your answers immediately fol 
lowing, using as many lines as necessary— 
but begin each numbered answer on a new 
line 


coTnet 


Answer as briefly as possible, giving noth 
ing more than is asked for, If a question 
calls for a plain Yes or No—write one or the 
other and let it stand 

Many of the questions may seem quite easy 
to you; answer these first and go back to the 
tough ones 

A complete test comprises at least 20 
inswel > of which must be from Part I: 
the remaining 15 may be either from Part 
Il or from Parts II] and IV combined If 
your experience md/or training enable you to 
inswer more than 20, so much the better for 
ou. Now let's get on with it 


Part |. Elementary Electricity 


|. Match each of the following terms in 
one column with its nearest equivalent in the 
other 


voltage resistance 
imperage energy 
wattage pressure 
ohmage rate of flow 


If you connected a pair of 25-watt, 115 
volt lamp: in series across a 230-volt powel 
upply, which of the following would result? 
(2) Both lamps would burn out; (b) both 
would glow at about half normal brilliance; 


or (c) both would glow to normal brilliance 


If you were running an operating test 
on a 115-volt appliance rated at 1150 watts 
ind someone elsewhere in the house con 
nected a 550-watt percolator on the same 
circuit, would that combined load blow a 20 


impere fuse? 


+. Match each of the terms in the upper 
group with its nearest equivalent below 
condenser 
tator 
resistor 


rheost it 


The stationar, part of a motor 
A device which holds an electric charg 
A device whic h Oppo 
\ variable resistor 


urrent flow 


». Match each of these four trade term 
vith its most ipt definition from the group 
which follows 

short circuit closed circuit 


open circuit ground 


70 


closing remittance. 


\n unbidden passage of current from an 
ungrounded pole in the supply circuit to the 
frame of an appliance which thereby threatens 
the user with shock on contact 

One which is complete. 

One which has been interrupted 

A bypassing at any point on a circuit which 
forbids passage of current through the entire 


loop 


Part ll. Home Laundry, Dishwashers, & Vac- 
uum Cleaners 


If you say on your answer sheet that you 
have had no experience or training in repair 
ing this group of appliances, unanswered 
questions in this section will not be counted 
igainst you. But keep in mind that if you do 
skip this group, you will need to answer the 
questions in both Part II] and Part IV in 
order to make your test comple te 


6. Assuming that the power supply is suit 
ible, if a washer motor hums when it i 
mnected but will not start, does it nece 
rily follow that the motor is faulty? 


If a customer tells you that oil ha 
never been added to her conventional washer 
transmission (and you have reason to believe 
her), what trouble would you suspect if oil 
oOz from the breather hole while th 


machine is level and running? 


8. Match each of the following terms in 
one column with its nearest equivalent in the 
other 

pinion am 


rackbat 


eccentru 


connecting rod 
rod with gear teeth 


pitman small gear 


9. Water pump impellers and vacuum 
cleaner fans usually have curved blades. The 
direction of the curve at the tip of a blade 
enables a repairman to ascertain the correct 
direction of rotation In which direction 
blades 


hould the impeller revolve whose 


, 
oimt m a clockwise direction 


10. Match each of the following four terms 
with its most apt definition in the group 
which follow 

rotor 

commutator 

shim 

olenoid 

A thin, precisely sized shaft washer 

\ segmented copper drum o1 disc 

An electromagnet with a movable core. 
he moving part of a motor 


ll. Some gea pulleys ind the like ar 
threaded onto a revolving shaft Obviously, 
vith this method of fastening, the screw-on 


nember nust be lf-tightening or they 
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A Test for Candidates for Major Appliance Service Jobs 


Additional copies of this test are available at 20 cents each. Write: Editor, Electrical Merchan- 


dising, 330 West 42nd St., N. Y. 36, N. Y., clearly stating how many copies are desired and en- 


would be screwed off with the first few revo 
lutions. Assume that you are holding a 
vacuum cleaner motor with the suction fan 
nearest you—that is, you are facing the fan 
If the motor revolves clockwise, which way 


would you turn the fan to unscrew it? 


12. Most dishwashers are so designed that 
one cannot open the machine while it is 
uperating. Why is it essential that this in 
terlocking feature be kept in order? 


13. Every automatic ironer is equipped 
vith an auxiliary safety release for the shoe 
But inasmuch as the user can actuate the shoe 
is well as the roll clutch with a motorized 
ontrol, why is this extra control necessary? 


14. Most clothes dryers are equipped with 
it auxiliary control or relay which will shut 
ft the heating circuit if the cylinder fails to 
evolve Why is this extra control required 


15. Assuming that a fractional horsepowe: 
rotor’s electrical parts are all right and th 
motor will run with a normal load, what 
fault would cause it to chatter, particular 
hen starting? 


16. What costly damage is likely to result 
from a seizing spinner clutch in a spin-drs 
type of washer? 


17. What other part of a wringer reversing 
mechanism is likely to be faulty 
wiginal cause of failure 


even the 
if the reversing geat 
ind/or clutch are damaged to the extent that 
the wringer will run in only one direction? 


18. How is it possible for a faulty wringet 
locking pawl to threaten the user with serious 


pe rsonal injury? 


19. If you went to service a washer and 
found it full of water, how would you first 
attempt to empty it (in order to work on it 
if its pump shaft had seized so tightly that 
you'd have to open the pump to repair it 


20. As a temporary measure when a delay 
in completing repairs is unavoidable, most 
wringer-model washers may be operated with 
a jammed pump. Why is it not possible to 
do the same with most spin-dry machine 


Part lil. Ranges and Water Heaters 


If you say on your answer sheet that you 
have had no experience or training in this 
group, unanswered questions in this section 
will not be counted against you. But for a 
complete test, you will need at least 20 


imswers, 5 of which must come from Part I 


21. Wh 


| tempering tank? 
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22. What safety device for water heaters is 
required by virtually every local code to pre- 
vent an accident in the event that the temper- 
ature control fails to function? 

23. Though most water heaters are served 
by a 230-volt supply circuit, it is most un- 
likely that any member of the household 
would suffer an electric shock on contact with 
the appliance—no matter what electrical 
faults were present. Why? 


24. Many of the earlier model electric 
ranges were equipped with surface units con- 
sisting of two 115-volt elements of equal 
wattage from which three heats (high, me- 
dium, and low) could be delivered. Obvi- 
ously, if one element were burned out there 
could be no high heat, but how would this 
partial failure affect the low heat setting? 
(a) Its low heat would be normal; (b) the 
unit would heat a little, but less than normal; 
x (c) it would not heat at all. 


25. When temperature 
ontrol to ascertain whether it needs adjust- 
ment, you must not only make allowances 
for overshooting, but also determine the mean 
temperature of the oven on a particular set- 
ting before deciding that an adjustment is 
necessary, 


testing an oven 


How do you compensate for over- 
How do you get the mean tem- 
perature on a particular setting? 


shooting? 


26. Match each of the following four 
terms with its most apt definition in the 
econd group 


baffle 


pyrometer 


capacitor 
thermostat 


ANSWERS 


Automatic temperature control. 
Condenser, 

A deflector interposed between a source 
of heat and its point of use to assure uni- 
form distribution of heat over the desired 
area. 

Instrument for measuring high tempera 
tures, 


27. If a customer told you that the acces- 
sories (clock, lights, appliance outlet, etc.) 
operate, yet she could not get enough heat 
from any unit on the range to boil water, 
what fault would you immediately suspect? 


28. What would you check first if every- 
thing else on the range worked satisfactorily 
except the appliance receptacle and other 


iccessories? 


Part IV. Refrigeration 


If you say on your answer sheet that you 
have had no experience or training on refrig- 
eration, unanswered questions in this group 
will not be counted against you. Remember, 
though, for a complete test you will need at 
least 20 answers, 5 of which must come from 
Part I. 


29. If a customer tells you that her refrig- 
crator freezing chamber accumulates frost too 
rapidly and you have reason to believe that 
the door is not opened excessively, what 
fault would you first suspect? 


30. Match each of the following four terms 
in one column with its nearest equivalent 
in the second: 


evaporator Tubing of small bore 








capillary Pump 
condenser Freezing chamber 
compressor Refrigerant cooling device, 


31. If you had just renewed the starting 
relay on a sealed machine and you were start- 
ing it repeatedly to prove your work, would 
you conclude that you had unintentionally in 
stalled a faulty relay if the machine failed to 
start several times during your test? 


32. It is essential in making cabinet repairs 
that breaker strips and other similar parts be 
replaced with extreme care in order to ensure 
a good seal along the liner edges and other 
such joints. Why? 

33. If you were inspecting a refrigerator 
which would not run at all—not even hum 
and a look at the cabinet light told you that 
power was reaching the refrigerator, still you 
got no response when you turned the con 
trol from one extreme to the other, what 
would you do next in an effort to start it? 


34. A refrigerator equipped with a finned- 
type condenser will run excessively if its con 
denser becomes clogged with dirt, lint, and 
so on. What other complaint from the 
customer is likely under the same circum 
stances which would point to trouble of that 


sort? 


35. One cause of insufficient refrigeration 
it times in some machines is a gummy oil 
deposit in the evaporator which restricts cir- 
culation of the refrigerant. What simple cor- 
rective measure is always worth trying in such 
cases? 


(Cut or tear off along dotted line) 


Suggestions to the Examiner 


Since the questionnaire is intended 
i0t only to test a prospective em 
ployee’s general knowledge of appli 
ince service, but also to point out the 


ireas in which he may be 
a 


deficient, 
would be a good idea to grade sepa 
rately each section in which he pro 
fesses experience or training and then 
average those to obtain a general score 

l'o simplify your task of grading, let’s 
iy that if every question in a group is 
answered correctly, the score would be 
100; if all were incorrect, zero. Be 
tween these extremes a round figure 
to be deducted for each incorrect an 
wer is listed with every group so that 
you will not have to fiddle with fra 
tions. That's all there is to it 


Part |. Elementary Electricity 


1. Voltage-pressure; amperage-rate of 
flow; 
ance 


vattage-energy; ohmage-resist 


2. Both would glow to normal bril 

liance 
No 

4. Condenser—a device which holds 
in electric charge; resistor—a device 
which opposes current flow; stator—sta- 
tionary part of a motor; rheostat—a 
iriable resistor 

5. Short circuit—a bypassing at any 
point on a circuit which forbids pas 
wwe of current through the entire loop; 
open circuit—one which has been in 
terrupted; closed circuit—one which i 
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complete; ground—an unbidden passage 
of current from an ungrounded pole in 
the supply circuit to the frame of an 
appliance 

Deduct 20 for each incorrect answer 


Part Il. Home Laundry, Dishwashers, 
Cleaners 


6. No. 

I'hat water has entered the trans 
mission 
8. Pinion—small gear; rackbar—rod 
with gear teeth; eccentric—cam; pit 
man—connecting rod. 

9. Counterclockwise. 

10. Rotor—moving part of a motor; 
him—a thin precisely sized shaft 
washer; commutator—a segmented 
copper drum or disc; solenoid—electro 
magnet with movable core 

11. Clockwise. 

12. To avoid any possibility of dam 
age to the finish of the room or its 
furnishings in which the dishwasher is 
used. Many dishwashers if opened while 
operating would expel all the water 
from the tub in one huge blast—into 
the room. 

13. To enable the user to release 
the shoe (to get it away from the roll) 
in the event of a power interruption 
—otherwise accumulated heat in the 
shoe might set the roll padding afire 

14. Because if the cylinder fails to 
revolve the circulating fan may fail 
simultaneously the both of which 
would allow an excessive concentration 
of heat on some of the garments and 
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ubsequent damage to them 

15. Worn bearings. 

16. Motor burned-out. 

17. The shifting mechanism, as the 
cam, the eccentric, or the like 

18. If the pawl does not seat, the 
wringer will swing around at a danger 
ous speed on its swivel support 

19, Lay the hose low enough to drain 
”V gravity 

20. The pump must be used to 
drain the dryer chamber 

Deduct 6 for each 
swer 


incorrect an 


Part Ill. Ranges and Water Heaters 


21. An uninsulated tank through 
which the cold water supply passes be- 
fore it enters the water heater. It's 
purpose is to raise the temperature 
of the cold water to nearly room tem 
perature 

22. A temperature relief valve 

23. Because of its positive ground 
ing not only through its cable conne 
tion, but also throagh its metallic and 
rigid connection into the water sup 
ply system 

24. The unit would not heat at all 
on low. 

25. By allowing the oven control 
to cycle at least three times. Average 
the turn-on and turn-off temperatures 
thereafter. 
26. Pyrometer—instrument for meas 
uring high temperatures; thermostat- 
temperature control; baffle 
1 deflector between a source of heat 


utomatic 


ind its point of use; capacitor 
denser 

27. One 
circuit 

28. The plug fuse inside the range 
which protects the accessories circuit 

Deduct 12 for each 
wer 


a con 


blown fuse on the range 


incorrect’ an 


Part IV. Refrigeration 


9. A poor door seal, such as a faulty 
gasket or latch, distorted door or the 
like. 

30, Evaporator—freezing chamber; 
ompressor—pump; capillary—-tubing 
of small bore; condensor—refrigerant 
ooling device 

31. No 

32, ‘To prevent the entrance of mois 
ture between the liner and cabinet walls 
ind thence to the insulation. 

33. Close the control circuit at the 
most convenient point; that is short 
circuit the loop or close the con 
trol) contacts manually—whichever is 
quicker, 

34. Insufficient refrigeration 

35, A moderate heating of the evap 
orator, as with boiling water in the 
trays or with a special device made fo: 
the purpose 

Deduct 14 for incorrect answers 

To Sum It Up. Now if you'd like to 
classify the grades, here's a sugges 
tion: 60 to 69 could be considered as 
fair (or passing), 70 to 79 good, 80 
to 89 very good, and from 90 and up 


excellent End of Test 
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EVELOPING a speci brand” of 

] service and emphasizing it at every op 
portunity has resulted in a revenue re 

turn of $52,000 and was a key factor in build 
ing a $500,000 sales volume for Smith and 
Waldman, appliance retailers in Tucson, Ariz 
Mac Waldman, partner with Porter Smith 
in the ten-year-old firm, admits he’s a “bug” 
on service. A native New Yorker, he teamed 
up with Smith in 1951, 
ice efficiency so outstanding customers would 
instead of the 


ming to create serv 


buv the service price” in all 
major appliance 

“It’s not a complicated story,” says Wald 
man, “We figured that the only practical way 
to get 


a reputation to bring us customers 


from every level would be in our service de 
partment, We had an 


inc a top-notch appliance line, too 


ittractiy store, ve 

but ther 
we a dozen other dealers who qualify that 
way. All that was left was 
price-cutting promotion and good-will pro 


i choice between 


motion through service to the 


full-list 


point where 


busine came our way 


While Smith and Waldman were building 
up their highly-efhicient service organization 
they created an idea to spark-plug sales—the 

I'l” label, now copyrighted by the store 
(sce EM, Mar. 54, p. 68). “TT” 
Che idea has a promotional 
purpose in certifying that Smith and Wald 


means 


“Tucson- Tested.” 


man-sold appliances have been tested to make 


sure they will stand up under the Tucson 
operating conditions—desert climate and alka 
“TT” also labels the firm’s special 


bi nd” of Crvice 


line water 


Service Makes A Sales Tool 


Since 1953, the partners have been push 
ing “IT Service.” The 
1955, the service department showed a cash 


evenue of $52.000 


idea is effective: In 


75 percent of which was 

not sold by Smith and 
Waldman. ‘This paid-for service is in addition 
to the 


+500,000 in new appliance sales 


immed on ippliance ; 


load from the firm’s 


No money 


warranty service 


pent soliciting servi« busines 


Smith and 


OCTOBER, 


Waldman’s five salesmen are 


The reputation of their brand name 


service... 


»».- means 





that Smith & Waldman of Tucson, 
Ariz., will get full list for this dryer. 
It also has helped make a $52,000 
service volume profitable and opened 


the way to builder sales 


Branded Service Is Their 


quick to trot out “TT” 
their sales pitch when a prospect 


service to back up 
hows dis 
may over the quoted price of any appliance 


back 


into the rear of the display area and are shown 


Prospects are unhesitatingly marched 
the immaculate service area. Often, such serv- 
ice assets as the hydraulic lift gate on the 
truck are demonstrated for an 


firm’s 3-ton 


idded touch. 
“The actual cash revenue from service is 


Waldman 
upports the 


only a small part of its true value, 
says, ‘First and last, our service 
sales end—to such an extent that the cus- 
tomers take the long view, discounting the 
mall saving on the original cost, and looking 
it the uninterrupted service, in or out of guar 


We tell 
our customers that we don’t sell below manu 


antee, that we can promise them 


facturer’s list, since the expense of operating 


1 service department which eliminates all 


future complaints makes price cuts impossible 
homeowners in 


little skepti 


Surprisingly, though we sell 
ill income brackets, we get ver 
cism or price resistance.” 


Continued on page 120 
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THE KEY MAN wears a white coat 
Bill Dean, dispatcher for Smith 
and Waldman, runs a  15-man 
crew of service specialists. Tight 
scheduling and fast work shows a 
profit here. 





AT THE “NERVE CENTER” of the service 
area—Bill Dean’s desk—service men get 
hourly schedules timed to customer prefer 
ences. 


Best Pitch 


A WEEKLY meeting, presided over 
by Mac Waldman (at refrigerator 
gives servicemen the latest low 
down on new models. They dem 
onstrate, too, so need this data 
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A jump in volume from $500 to $2,000 a week is one of the 
reasons why Aer O Lux of Philadelphia put their .. . a s ss 
ETTING up a separate radio and phono Before setting up the “experimental” de- the new setup and lends itself to the special 
, ) graph department for so-called high partment at the Broad St. store last year, sales technique developed by Aer O Lux 
fidelity equipment and operating it suc “hi-fi” radios and phonographs contributed that of treating every prospective hi-fi cus 
cessfully has increased volume, profits and about five percent of annual store volume. tomer like a connoisseur. 
store traffic for Aer O Lux Electrical Appli Now they account for a good 20 percent. “Before we had a separate department, 
ance Co., Philadelphia retail firm with three Average dollar sales of these items per week selling hi-fi was a tough job,” Ostrov ex 
stores. used to run around $500. Now they're up plained. The hi-fi instruments carried by 
Reasons for the department's success, around $2,000 a week for the firm. Aer O Lux, including radios, phonographs 
Nathan Ostrov, head of the company, says, Turnover is fast—about seven turns a year, and combinations, were displayed in a large 
are location, appeal to the mass as well as Ostrov reports. Their profit margin is al general radio and television department. 
the class customer, a sales technique stress most twice as great as most other appli- “The salesman had to walk the customer 
ing the customer's normal vanity and pride ances carried by Aer O Lux and “increased around the department showing him first one 
of ownership as well as enjoyment, and the volume on these higher profit items has set then another, but there was plenty of 
consistently large and varied inventory in a improved total store profits.” distraction, no continuity, and no way for 
wide price range carried. Most important, hi-fi is easier to sell under the customer to fully enjoy and appreciate 
PAGE 74 
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IN THE WINDOW a prospect, attracted by the display and the sound 
of music, starts to look around for himself at models with a wide 
variety of prices. 


APPROACH by store manoger Harry Axe in- AFTER LOOKING at radios, prospect 
volves a description of features, an attempt gravitates back to phonos, is per- 
to size him up, and a pitch on the “snob” suaded to sit back and listen to high 
aspects of hi-fi. fidelity demonstration recording. 


FINALLY convinced that he wants hi-fi, the customer is ready to make a selection and 
Axe demonstrates features of sets in the price range the customer fits. 


Windo 


the qualities of hi-fi,” Ostrov continually em- 


ph ISIZCS 
You have to get a customer settled in one 
spot comfortably, get him relaxed and re- 
ceptive, before you can do an effective selling 
job on hi-fi,” he pointed out. “Selling hi-fi 
isn’t like selling a refrigerator, washer, or 
even a television. You don’t appeal to the 
prospect’s needs, you stimulate a desire, ap- 
peal to his pride of ownership and the bit 
of ‘snob’ that’s human nature. Its surprising 
this snob appeal. The fellow who can only 
ifford a $50 table model phonograph is 
just as impressed with the thought of show- 
(Continued on page 122) 
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Ye. Dealers attending NARDA’s annual Institute of Management 
faced one question over and over again... 


SOME ANSWERS came from formal lectures delivered by guest speakers like Kenyon & ADDITIONAL ANSWERS were developed by dealers themselves in 
Eckhordt’s Jack Petterson. in his talk, “Imaginative Sales Drives Pay Off,” Petterson offered case study groups like this one supervised by American Univer 
an insight into merchandising of Sol Polk. sity’s business school dean, Nathan Baily. 


OCTOBER, 1956—ELECTRICAL MERCHANDISING 











ELECTRICAL 





What's Happening to 






the Appliance Business? 


on the sun-scorched campus of American 
University in Washington, D. C., 
NARDA’s second annual Institute of Man 


agement was drawing to a close 


[ was Saturday afternoon, August 18, and 


l’or six days 
ind a good part of six nights the 88 dealers 
in attendance had listened to lectures, dis 
cussed their own problems and just gencrally 
talked shop”. 

On that last day of the 1956 Institute two 
people—one a student at the Institute, the 
second a guest speaker—pretty well summed 
up what the week’s intense concentration had 
meant to the dealers in attendance 

Dan Packard did the formal summing up 
[he former Kelvinator sales head told the 
group 

You haven't learned any magic formulas 
here this week. What you have gained is an 
objective look at the appliance business and 
our part in it.” 

And in the corridor outside the classroom 
i dealer echoed Packard's evaluation 
We operate 


n a town where you sell at list and even so 


“I’ve been awful complacent 


our net isn’t as good as some of the fellows 
here who have to meet discount house prices. 
Somewhere we've been overlooking costs 
which are pulling down our profits. I’m go 
ing home and take a good long look at my 
business.” 


Bigger Plans in ‘57 


l'rom each of the 88 dealers in attendance 
(and from the small group of distributors, 
manufacturers and utility men who regis 
tered) you could get a different evaluation 
of just what the school meant. But perhaps 
the best gauge of just how successful 
NARDA’s second attempt at running an 
Institute turned out to be was in the deci 
sion to run a much more ambitious program 
in 1957 

Next year there will be two courses. ‘The 
advanced group will be made up of graduates 
of the 1955 and 1956 schools. Courses will 
be intense and enrollment will be limited to 
35. ‘The basic first year course will be re 
peated but enrollment will be stepped up to 
150 students 


affecting the appliance business . . 


DEALERS WENT AFTER their own answers by 
cornering guest speakers like Kenyon & Eckhardt’s 
Petterson after he left the speaker’s stand 
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IN THE EVENINGS students like Dick Finch of Med- 
ford, Ore., turned to their notebooks to find an- 
swers to problems to be discussed the next day. 


DEALER PARTICIPATION in question and answer 
period produced contributions by veterans like 
Memphis’ Wallace Johnston. 


This year's Institute was not the instan 
taneous success that last year’s was. By the 
evening of the first day last year discussion 
was intense and participation by students wa 
all that the faculty could want. ‘This year it 
was not until Wednesday morning that inter 
est really sparked. Up until that time ques 
tions had come from only a small part of 
the student body and some speakers left the 
platform without being asked to answer a 
The group spirit was missing 
and on ‘Tuesday night NARDA leaders wer 
asking each other “What's wrong this year?” 


single query 


(No one came up with a sure answer 
here were several explanations, Last year 
almost every member of the group was a 
NARDA member and most knew each other 
before school got underway, ‘This year there 
were many strange faces and many were reti 
cent about asking questions. Because there 
were a number of students repeating the 
course some speakers seemed to be straining 
to find something new to say rather than 
repeating last year's successful lectures.) 

But the Institute suddenly came alive on 


MORE> 





Wednesday morning. A lecture on “Store 
Personality” prompted a question from the 
audience about the fature of the “legitimate” 
dealer in the appliance business. The ensu- 
ing discussion ran for over an hour, drew wide 
student participation, The result was a dis 
rupted schedule but a newly awakened 
student body. From that point on, said vet- 
erans, the 1956 school had the “flavor” of 
the 1955 session 


What They Wanted To Know 


Dealer interest covered a wide range of 
topics but certainly of primary interest was 
the question of the independent dealer's 
future. Discussion from the platform and 
from the audience covered these points: 


(1) Many dealers have become “negotiat- 
ing dealers” but a great number of retailers 
are still wondering about the “ethics” of 
such practice. One dealer warned that the 
discounters have become the one-price house 
and “we're the horse-traders.”” Other dealers 
who stick to a fairly stringent one-price policy 
openly wondered about the morality of com 
pensation plans which encourage the sales- 
men to charge as much as the customer will 
pay 


(2) Many regard Sears Roebuck & Co. 
(and not discount houses) as their primary 
competition. John ‘T. Barnett, Washington 
manager for Sears operations, was a guest 
speaker and although he revealed no “secrets” 
of his chain's operations, dealer interest in 
his speech was intense. He faced a barrage of 
questions when he was finished and through- 
out the remainder of the week dealers quoted 
Barnett and his explanation of Sears’ tactics 
when asking how they should tailor their own 
operations to today’s market 


THREE WAY SEARCH for answers finds manufacturer Claire Ely of Maytag, dealer Harry Price, distribu- 





What's Happening to the Appliance Business? (cont.) 


(3) Students were given good indication 
that a “clean-up” is due soon in the appliance 
industry. Such a move was promised in a 
well-received speech by Westinghouse’s John 
Anderson, One day later Frigidaire’s Wil 
liam Anderson seconded such a move and, 
perhaps most significantly, Packard told the 
final day's meeting that he agreed that such 
a “clean-up” was coming. (For details see 
news story, page 214, Evecrricar, Mercuan- 
pisinc, Sept. 1956.) 


(4) Dealers are concerned about the future 
of their own particular operations. During 
the first day of school they heard a provoca- 
tive speech by Ohio State professor Bill 
Davidson, “Fifteen years from now,” he 
warned, “it will be hard to tell a large appli- 
ance store from a lumber yard.” He based 
this argument on the fact that retailers who 
are moving ahead are moving in two direc- 
tions: toward stocking general merchandise 
or toward becoming specialists in a rather 
narrow range of products (but stocking a wide 
assortment of the products they do carry). 
The conventional appliance-radio-TV dealer, 
said Davidson, has fallen into a third cate- 
gory of merchandising. Such stores have car- 
ried a variety of goods related in use and in 
this respect are similar to grocery or hardware 
stores. In his opinion appliance dealers will 
have to move toward becoming retailers who 
stock a broad range of home supplies (hence 
the lumber yard comparison) or who special- 
ize in products like hi-fi 


(5) As always, dealers are looking for spe- 
cific suggestions on operating more efficiently. 
From speakers like Evecrrica, Mercnanpis- 
inc’s Laurence Wray they heard suggestions 
as to how to do business in today’s market. 
(For a condensation of Wray’s remarks see 





























tor R. $. Montgomery, Jr., and dealer Charles Milihouser listening intently to a speaker. 
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editorial, page 270, September issue, Exec- 


TRICAL Mercnanpisinc.) But, as was the 
case last year, equally valuable information 
developed from discussions by the dealers 
themselves. The first night’s bull session, for 
example, centered on methods of compensat- 
ing salesmen. Dealer after dealer took the 
platform to explain the workings of his com- 
pensation plan and to answer detailed ques- 
tions on why such a plan was useful. The 
next night’s bull session centered on promo- 
tions and revealed something of a split be- 
tween the philosophy of faculty members 
and the retailers themselves. After several 
dealers had explained details of circuses, give- 
aways and “free car with an appliance” pro- 
motions, Professor Davidson offered a mild 
criticism. Most such promotions, he argued, 
take your attention away from promoting the 
products you're supposed to be selling. You 
become, for example, a car dealer rather than 
an appliance dealer. A show of hands indi- 
cated that dealers are impressed with any pro- 
motion which has been successful. They liked 
the circus-type promotion in preference to a 
more conventional door prize event which 
Davidson described. 


(6) Dealers are curious about new fields. 
In both formal and informal sessions con- 
siderable interest was shown in the oppor- 
tunities and problems posed by kitchens, 
food plans, hi-fi and color television. In the 
school’s final session students heard a glowing 
report on color from distributor Tom Joyce, 
head of Philadelphia’s Raymond Rosen Co. 
They showed even more interest in specific 
hints on how to sell and display color offered 
by Mort Farr, chairman of the session. Part 
of an evening bull session was devoted to 
kitchen business with Connecticut dealer 
Francis Murphy offering a contagiously-en- 
thusiastic description of the opportunities 
offered by such business. 


(7) Financing is still a problem. ‘Two 
speakers offered the banker's point of view 
on credit while innumerable bull sessions 
were devoted to dealer financial problems. 
Insufficient capital bothers many dealers and 
they find it extremely difficult to improve 
their capital structure under today’s tax laws. 
The group showed considerable interest in 
the experience of one dealer who had suc- 
ceeded in getting a Small Business Adminis- 
tration loan. As far as consumer credit is 
concerned, the dealers resent holdbacks on 
their paper and a near riot was precipitated 
when one banker on the program recom- 
mended a 15 percent holdback. Particular 
interest was shown the speech by Phila- 
delphia banker Joseph Cronin who described 
his firm’s non-recourse plan. Cronin also ad- 
vised dealers against attempting to carry 
their own paper. 


(8) Dealers showed a particular willingness 
to learn even from competition. Two 
speeches were largely devoted to the opera- 
tions of firms which some dealers have long 
resented. Chicago adman Jack Petterson de- 
scribed in detail how Sol Polk operates and 
Edward H. Griffiths described some of the 
operating techniques of the RCA Service Co. 

(Continued on page 124) 
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Oklahoma dealer Ray Nance encourages sales- 
men to go out looking for wringer washer 
prospects (above) and has them keep an 
equally sharp eye out for prospects for recon- 
ditioned trade-ins (right). These are the two 


key factors in a program which produces 


$50,000 A YEAR 













IN WRINGER WASHERS 


By FRED A. GREENE 


AY Nance does a $50,000 yearly business 

in conventional washers because he be- 

lieves in aggressive selling and knows how to 
make money on trade-ins. 

In his Maytag Sales and Service in Ard- 
more, Okla., Nance runs an essentially con- 
servative business. He does little advertis- 
ing, devoting less than one percent of his 
gross to promotion. Four out of five washer 
sales are at list price. Most sales are time 
payment, with terms of 20 percent down and 
interest and carrying charges running close to 
10 percent. 







ELECTRICAL MERCHANDISING—OCTOBER, 


Nance can operate this way because he puts 
stress on outside selling and effective handling 
of trade-ins. In his opinion, the emphasis 
on outside selling makes heavy advertising 
unnecessary. List price sales predominate be 
cause of the trade-in allowances Nance grants 
but when he totals up his costs, Nance finds 
that he comes out with a profit on the resale 
of trade-ins. 


Outside Selling 


Nance is well aware that it’s easier to sell 
in the store. If the prospect comes to you 
she’s definitely interested in a specific prod 





1956 


uct, If you have to call on the prospect, selling 
is considerably harder. Nance makes it worth 
his salesmen’s time to do just that, however 
Salesmen get a 10 percent commission on out 
side sales compared to a five percent commis 
sion on store sales. 

Typical of the way Nance’s salesmen oper 
ate are the techniques developed by Mrs 
Eunice Miller who covers the rural areas near 
Ardmore, and Ray Marks who is one of two 
salesmen covering Ardmore proper. 

For eight years, Mrs. Miller has traveled 
the rural route, She usually calls “cold tur 
key,” but always tries to secure leads from 


MORE?P 
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$50,000 A Year in Wringer Washers 


(continued) 


For Nance’s salesmen, 
It pays to go out looking 
for prospects 





_ 


SOLD ON FEATURES of new washer, housewife wonders whether 
she can afford it. Mrs. Miller stresses high trade-in allowance 
and convenient terms as she quotes a delivered price. 


SALESMAN Ray Marks keeps lookout for washers outside the house, 
where they are often kept in this area. Stressing features of new model 
he suggests that women take advantage of high trade-in allowance 


80 


SALESWOMAN Eunice Miller, raised on a farm near Ardmore, uses her knowledge of country 
roads and rural acquaintances in making her daily rounds in a pick-up truck. Here she 


rolls a demonstrator onto porch so that housewife can compare the new washer with the 
old one which Mrs. Miller had spotted from road. 


» 





SALE 1S COMPLETED over a friendly cup of coffee in the farm house kitchen. Saleswoman 
Miller is able to get into house frequently for such informal chats because she’s a woman 
and because she knows people in the area. 





PROSPECTS FOR USED WASHERS also pay off for Marks. Traveling about town he 
spotted family using old-fashioned wash-tub, convinced them that they could 
afford the reconditioned wringer washer being delivered above. 
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Making money 
on trades is key 
to Nance’s success 





itisfied users. She doesn’t stop with a dem 
istration and sale, but calls back frequents 
heck that the washer is working properly, 
By calling often, Mrs. Miller is able to get 
leads she can’t get by one call just a week 
fter the washer is sold 
arm people just don’t visit often. Homes 
too far apart. But by visiting a user 
ytime I am in the area, I can occasionally 
t leads that are not available within a week 
so after a sale 


Selling Country Style 


Mrs. Miller cites three essentials for rural 
les 

First, a knowledge of th 
nd their likes and dislike: 
Second, home demonstrations 


ind its peopl 


People on 


ms get into town too infrequently. By 


inging the demonstration to them, you 
ike a sale easier for them. Beside shi 
dds, prospects are impressed by your taking 

to bring the washer out for a demonstra 


Third, patience Many farm people are 


cious of ity foll id they don’t like 

be rushed. The int to make up their 

nds slowly and it ma juire several visit 
before a sale is made 

Salesman Ray Marl ne of two who 
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RECONDITIONED washer is put on the store’s sales floor. Used 


appliance department occupies half of store’s space but can 
be entered only through the new appliance department. 


placed on the sales floor. 


et 


up to a higher-priced unit. 


cover Ardmore city proper. He believes in 
outside selling, but doesn’t rely solely on 
leads whrich come to the store. 

Marks likes to get in his car and just drive 
through the streets looking for old washers 
which many families in Ardmore keep on 
their porches and in their back yards, When 
he spots an old machine, he'll note the ad 
dress and if he can’t stop right away, he'll 
call at the house later 

Nearly half of his outside sales result from 
spotting old washers while driving past a 
home. 

“These people can nearly always use a new 
washer. Their old ones outside are weather 
worn as well as out-dated. I generally tell 
them that before long these old washers 
won't have much trade-in value, but if they 
buy now, I can give them a good trade,” 
Marks points out 


A System For Trade-ins 


In some cases, such as in the accompany 
ing pictures, Marks will sell a new washer 
take a trade-in, then re-sell the old machine 
ifter being repaired) to a prospect who can't 
fford a new one—like the man scrubbing in 
the tub. Marks also gets 10 percent of all 
used washer sales 


This ability to turn a profit on trade-ins 
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TRADE-INS cre completely renovated in Nance’s service department. 
old paint and cleaning up rusted spots. Machine is then repainted, put in working order, and 


a 


BOTH NEW AND USED washers are on outside display at all times. When someone stops by to 
look, a salesman is on hand to answer questions and size up prospects, possibly step them 


4 


e 
Me 





First step is removing 


goes hand in hand with outside selling in 
spelling success for Nance’s efforts with con 
ventional washers 

l'rade-ins account for a large part of 
Nance’s business, His well equipped service 
department keeps a $5,000 inventory in parts 
in order to assure the best in renovation and 
iCTVICE, 

When an old machine is fixed up for resale 
it looks like new, complete with the manu 
facturer’s label. It also carries a six-month 
guarantee on parts. Such a guarantee, Nance 
says, is reassurance to the customer and 
helps to build his confidence in Nance as a 
dealer, 

A separate used appliance department o¢ 
cupies half of the store's 
space, Although it is in an adjoining room 


available display 


(once another store) that has its own door 
fronting on the street, the door is kept locked 
and customers enter through the new appli 
ince department, 

“If it’s at all possible, I'd like to sell them 
“If they first 


might prefer one to a 


1 new machine,” Nance sa‘ 
see a new model, they 
used washer. This has happened in several 
instances. But, if they can’t afford a new 
washer, I take them to the used department 
At least, I've exposed them to new washers 


ind when they are ready, they usually come 


back to us.” end 
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NOTHING REACTS LIKE A WOMAN...when you sell her 
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TO A WOMAN... 


the new EASY Combination Washer-Dryer 


WHEN YOU SAY: 


It’s the space-savingest home laundry ever built. A full- 
size washer and a full-size dryer both in one unit only 
27 inches wide. 


SHE THINKS: 


I could put it in the kitchen... or even in the bathroom 


.. and Bill can have his gameroom where the laundry used 
to be! 


All you do is push a button — and Easy Combination 
washes, rinses and dries your clothes in one continuous 
automatic operation. 


Why, I can start a load before I drive the kids to school — 
and by the time I get back and finish the breakfast dishes, 
the clothes'll be all dry, ready to iron or put away. 


You've never seen clothes washed so clean as in the Easy 
Combination. New Tumb-l-ator action “dives” the clothes 
into a deep well of water 47 times a minute! 


It makes sense to me... the way clothes are plunged deeper 


into suds, they're bound to come out cleaner, 


You won't have to wait for a sunny day to do the wash. 
It’s the one machine that leaves you completely inde- 
pendent of the weather. 


Wonderful! I won't have to buy the kids as many clothes 
with Easy keeping 'em clean all the time. Here | am saving 
money before I’ve even bought it! 


Best of all, you won't have to worry about where to put 
that dryer you’ve been wanting. Just trade in your old 
washer (recent automatics, too) on this one machine that 
does the work of two. 


It certainly is a “saver”! Saves space, saves work, saves 
time... looks like this new Easy Combination is the only 
complete answer to all our washday problems. 


BEFORE YOU TELL HER — KNOW THESE FEATURES ! 


Biggest Home Laundry news in 20 years! New 
Easy Combination washes and dries clothes 
in One continuous automatic operation in 
the smallest space ever. 


wide. 


.. only 27 inches 


“One-Minute” Washday! Put in clothes and 
detergent—and washday’s over, the minute 


you... 


Push a Button! Then Easy de- 
livers the wash the way you 
ordered it...washed, rinsed 
and dried, ready to iron or 





put away. 








Big Tilt-Tub gives Tumb-I-ator action. Clothes 
plunge deeper into well of foaming suds. 
Tilt-Tub saves gallons of water. 


Deep and Spinaway Rinses whirl out more 
soap and soil than any other rinsing action. 
Clothes spin, then surge a dozen times 
through 2 spray and 2 deep-well rinses. 


A full-size Tub in the 
Smallest Cabinet! 

Exclusive new con- 
struction gives you 
a big 4 cubic foot tub. No bulky springs 
or shock absorbers to waste washing space! 





Uses less Water, less Detergent than other 
washers. Each load “chooses” amount of 
water it needs. Built-in water saver saves 


up to 10 gallons of water on small loads. 


Faster, Gentler Drying with twice the air cir- 
culation of ordinary dryers, No lint. No 
steam. No venting. 

Quiet! No noisy transmission to get out of 
order. Fewer parts than other combi- 
nations. Years of dependable service, 


EASY WASHING MACHINE DIVISION OF THE 
EEICEES CORP. OF AMERICA, SYRACUSE 1, N.Y 


the New 





Combination Washer-Dryer ! 
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ELECTRIC MEAT GRINDER 


] The new sales sensation for 
modern kitchens. Grinds 
everything. ..from raw meat 
to hard p Ale 
mashing or tearing 
Special Ice Crusher Head 
crushes ice to nine chi 
as fast as you can f it 
fits on meat grinder power 

$12.95. Can Opener 

opens all shapes and 


unit, 


Head. 


sizes of cans electrically 


KNEE ACTION MIXER 


2 With the exclusive knee 
action beaters that move up 
and down conformin 
shape of the mixing bowl 

handy heel 


*t 


Three speeds 


reat. In white, citron, 
carnation, sky blue and 


chrome $19.95 to $21.95 


What person doesn’t like to be remem- 
bered for his giving the unusual, the 
different, the unexpected gift? Every- 
one does! So, help your customers by 


MASSAGETT 


Soothing, gente mas 


sage for 


tired muscles 


pink or 
packed in 
travel case 


All Custom Crafted by the 


aciala and 

Ivory, 

blue and 
beautiful 
$19.95 





Seven wonderful ways to 
help your customers say... 





_ 


without 
$49.95. 


sizes 


$9.95. 


to the 





creased profits for you! 


AIRJET HAIR DRYER 
Blows hot or cold 
hand grip and stand 
base...in carnation, 


DOUBLE 
KNIFE SHARPENER 


ACTION 


7 


Hollow grinds both iy blue copper of STIMULAX JR 

sides of knifeatsame ohiome | $19.95 to Effective, soothing 

time quickly, easily $20.95 Swedish-type mas 

Sharpens scissors, sage at your finger 

too!. . . $16.95, tips suspend 
motor action. 
$29.95 


MANUFACTURING CO. 
Dept. M, 5047 N. Lydell Ave., Milwaukee, Wis, 


showing them any of these seven won- 
derful OSTER products. 
happy you did...and it means in- 





ELECTRIC 
HOUSEWARES 


They'll be 


[? ¢. 






OSTERIZER 
Original liquefier- 
blender... grinds, 
chops, purees, whips, 
blends, mixes... 
opens both ends for 
easier cleaning, emp- 
tying . ... processing 
blades fit standard 
canning jars... 
$39.95 to $54.95. 
Juicer + Slicer + 
Shredder attachment 
$39.95. 
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CHRISTMAS CAMPAIGN 


OSTER'’s continuous year around ad- 
vertising campaign is climaxed by a 
tremendous surge in the December 
issues of the following blications 
reaching over 31,000,000 subscribers: 


BETTER HOMES AND GARDENS * McCAILL'S 
WOMAN'S HOME COMPANION + SUNSET 
LADIES HOME JOURNAL FARM JOURNAL 
GOOD HOUSEKEEPING TOWN JOURNAL 
ESQUIRE ‘ MODERN ROMANCES 
MODERN SCREEN bi SCREEN STORIES 
ELECTRICITY ON THE FARM 


The theme of this campaign is Seven 
Wonderful Ways to say Merry Christ- 
mas. Tie in and cash 


in! 




















MERCHANDISING 





ELECTRICAL 


Magnavox 


be cee ae 


Everytime dealer Art Becker of Evanston, Ill., (left) 





can switch a prospect from black-and-white . . . 


OLOR JUMPS HIS TV VOLUME $200 A SET 


HEN a family puts $500 to $800 
Wine a color television set, it wants 

to know that it is going to work, 
and that there is somebody around who will 
take care of it. 

Chis explains how the service department 
of the Becker Music Co., Evanston, I. 
(8 service men, 2 salesmen), sold 34 color 
IV sets in a nine month period, while most 
Chicagoland dealers moved only one or two 

A 52-year-old firm, Beckers does a_ half 
million a year, of which $235,000 is in tele 
vision, and about half the balance in radio 
Arthur Becker himself is an expert radio 
repair man, and has skilled himself in tele 
vision repair. Naturally, when color first was 
offered on the market, his question wa: 
“Does it work—commercially?” 


His Conclusions 


1. Color television promises to raise the 
dollar volume for dealers, much as the auto 
matic washer has jumped laundry business 
lor five years ‘T'V list has been going down 
Color will add $200 to every sale 

2. Sales are to prospective buyers of $300 
»450 black and white sets, who are shopping 
Change to color will be 
gradual and without any TV boom. Pur 


for re plac ements 


chasers already have a picture, and color 
neans only a refinement 

rhe color units Becker Music Company 
has sold (all RCAs) have come through in 
good mechanical shape, and have required 
no more servicing than black and white be 
fore installation. They work, and customers 


in handle them 
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4. Great difference from black and white 
is that all color buyers want a service con 
tract. They know that color sets are new 
and complicated and that color tubes are 
expensive, Lowest price for any color tube 
is $175, 

5. Fear that revolutionary new changes 
will be along in color is greatest present 


difficulty. 
Buying Color Television 


First color set bought by Becker Music 
Store was taken to Arthur's farm home at 
Antioch, 60 miles from Chicago. He took 
it apart, put it together, and gave it a work 
out under all sorts of conditions. The unit 
stood up and delivered good color 

Buying is hectic in Chicago. The man 
with 11 price sheets in his pocket is still 
around, For example: One distributor was 
handing the town’s largest discount house 
a $50 spiff with each set. To other dealers 
they offered a $50 check on a food shop 
payable to a color customer, so that he could 
Arthur 


Jecker has no opposition to discounts for 


entertain when he got delivery 


quantity purchases, but he objects having to 
chase down the legitimacy of every propo 
sition. Of great help has been the Independ- 
cnt Retail Merchant's Association, which 
buys by carload or truck, breaks it up and gets 
bottom price for its members. The associa- 
tion does not purchase color sets yet, but 
is a reliable source of information. 

Another distributor has separated _ its 
franchises, has one for color, another for 


black and white. To get a color franchis 






the dealer is required to buy four pieces 

I'his means little to Becker who has an 
inventory of seven color sets, has about 45 
black and white units on the floor, and 25 to 
30 in his warchouse. While the store handles 
five brands of TV—RCA, Philco, Zenith 
Magnavox and General Electric—it sells only 
one color make: RCA 

Becker has come to these conclusions about 
color buying: 

1. He believes the manufacturers are mah 
ing money on color sets at present price 
[hey may be paying for laboratory research 
in the past, but the price today is a fair one 

. He thinks there is no scarcity of color 
vets, that manufacturers can produce them 
in quantity or have them on hand. Therefor 
there is no need to buy on a scarcity basi 
I‘here are still brands which have manufactur 
ing problems, so he watches for them 


Advertising Color 


Keeling that the dealer cannot afford to 
advertise to the thin color market, Becker 
has done very little spending here. Ther 
has been no co-op money for color, with th 
exception of the introduction of color broad 
casting at WNBQ, when RCA paid 50 per 
cent on an ad 

Most ingenious publicity has been 
Becker's move to catch North Shore garden 
ers, who are a well-todo group. At Tha! 
inann’s garden shop, there is a small audito 
rium, Becker contributed a color set and 
every Saturday afternoon at 5 p.m., John 
Ott's color studics of flowers are run off for 

(Continued on page 126 
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34 TOP STARS PUSH 

















Great New Wake to Music Month Promotion... 











: clock-timer ads like 
will see big, dramatic, interest-arousing ae ae 7 eagp tad 
Your best can ing November Each ad features top entertainm pape rae 
n . ; a 
panes 8 ork vi i Wake to Music Month over the air... reo 
e 
everywhere w! 











° y s 








' 


















: ‘ 
November is Wake to Music Month! 


OLAN MARTIN 


wake to the — 
MUSIC 2a, ae 


jave ? 





MORGAN 









La q SS me hah tte Ne en 

~ | ; ) / : . . ( November 'S Wake to Music Month 
of the J. ee 

star's 

S rene 






MARGARET 
whiITINnG 







TONY 
MARTIN 


TONY eennetTT 


Telechron ‘Timers 


make life easy ---@ utomatically 


= be 








Color page after color page in POST 
and LIFE will follow each week 


A barrage of powerful newspaper ads by 
leading clock-radio retailers will carry the 


thematic art from the above ad and the 
logotype here below 


Wweke to the 


wake woe | BORE Te 


chook rath 


a ar) ee 
“witha 


November is Wake to Music Month 


‘ 


———— 





You, too, will want to tie in your local newspaper ads 
with these same symbols. 
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CLOCK-RADIOS! 


Really Timed for Dealer Profits! 
TIMED FOR TIE-INS...TIMED FOR SALES...TIMED FOR PROFITS 


Timed to break ALL November to Xmas promotion records 





It’s the hottest promotion in the entire industry radio broadcasting stations...disk jockeys.. 
and the greatest in the history of the clock- Capitol, Columbia and RCA-Victor Records... 
radio industry. Five-way tie-up links Telechron and the biggest names in show business to 
clock-timers . . . clock-radio manufacturers... bring you more sales. 


IT’S EASY TO TIE IN LOCALLY WITH 


1 Spot commercials on your local radio stations which will be promoting 
Wake to Music Month 


2 Local disk jockeys who will be promoting Wake to Music Month 
3 Newspaper ads for your store promoting clock-radios 
4 Direct-mail promotions to your customers 


5 Store displays, counter displays, window displays featuring 
Wake to Music Month and clock-radios 


Retailers’ action plan of advertising, selling and 


NOW is the time to ready-up your own Wake to Music Month visual merchandising ideas! Poster with symbol 
7 > x " and illustrations of 34 top recording stars! Wake 
promotion of clock-radios. We'll help. So will clock-radio to Anata Mantle dtmamenied. team detain nahdies’ 
manufacturers help you smash all clock-radio sales records in Suggested radio commercials and newspaper ads! 
your retail area. See your clock-radio distributor! See your = 
local radio station! Write, wire or phone us for sales helps. nd MUSE MON ri comet 
wake TOMY 
| >} 
4, Vogel” 
Wake 1, , 
é REE MERCHANDISING HELPS rash Mate 
‘ hor taihie, 


e* 


‘or 2? | 


TELECHRON TIMERS make sales sade seminal 


Telechron Timers, Clock and Timer Dept., General Electric Company, 2310 Homer Ave., Ashland, Mass 
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Even the high school football team helped dealer Rosy Glenn 





of Delta, Colo., in a pre-Christmas 





wees 192 Electric Blankets 


in 100 Days 


NELLING 152 electric blankets in less than 100 
days paid off to the tune of $1,800 profit for 
Rosy Glenn, appliance dealer of Delta, Colorado 

In achieving this spectacular turnover, Glenn proved 
conclusively to himself that “no market is too meaget 
for an all-out drive on electric blankets’. 

This dealer's store, Glenn Hardware and Furniture 
Co., is located in the small western Colorado town 
of Delta, with a population of only 4,800. The usual 
“trading area’ common to most such towns is some 
what more sparse in Glenn's case—inasmuch as th 
largely barren hills and mountain slopes around Delta 
give an income to only a limited number of farmer: 
ranchers, dairy operators, and industrial mine work 
ers. Nevertheless, between October | and Christmas 
day of 1955, Glenn sold 152 blankets, all at full list 
price, and built himself a reputation as a_ blanket 
specialist which has been pulling buyers in ever since 

Until he went on a Caribbean cruise last summer, 
Glenn had never stocked electric blankets in his all 
inclusive hardware, furniture, and appliance store in 
Delta. However, during the cruise which he won 


Continued on page 129) 
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ALL-OUT promotion in 4,800-population Delta included these elaborate in-store 
displays of blanket construction and appearance. Dealer Glenn used eight radio 
spots a day, TV, extensive ads, blanket clubs, still made $12 profit a blanket 
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The sale comes easier when you say this name 





To your prospects, any appliance is a better appliance when you tell them it’s made with Fiberglas* Insulation— 
and they see the Fiberglas label. For Fiberglas is an old friend they’ve met in hundreds of extra-value products 

. and continue to meet every week in the pages of LIFE and more than a dozen other consumer magazines, Our 
year-round program of national advertising tells your customers how Fiberglas 








Insulation makes good appliances better—and new appliances possible—by EQUIPPED WITH 
muffling sound, controlling heat or cold in every appliance from a toaster to : 

a huge freezer. Put this consumer acceptance to work for you—mention the |: IBERGLAS 
Fiberglas Insulation during every demonstration . . . and clinch the sale! 


INSULATION 


Owens-Corning Fiberglas Corporation, Department 104-L, Toledo 1, Ohio. 





oT M, (Reg. US. Pat. Of |) O-0.F. Corp 


ELECTRICAL MERCHANDISING~—OCTOBER, 1956 


Speedy 
Sales 
Maker 


Take a minute of your sales talk for 
this brief, simple demonstration of 
the superiority of Fiberglas 
Insulation. It pays dividends— 
generates real conviction that may 
help you change a no sale to a 
sale! Write today to the address 
below for your free sample blanket 
of Fiberglas Insulation, and — 








Sell with the sample: 


While your customer watches, wrap 
up a pot or container filled with 
steaming coffee—or hot water— 
in the sample Fiberglas Insulation 
Fasten with a rubber band, then 
place in a freezer or refrigerator 
freezing compartment 








Sell as long as you like, Then—- 
drive home the thermol efficiency 
of the Fiberglas Insulation in the 
appliance you're selling! Open the 
freezer, unwrap the hot liquid, 
pour o cup for your customer! It's 
still piping hot. . . impressive 
demonstration of how Fiberglas 
Insulation really keeps heat and 
cold where they belong! 





Show the Fiberglas Insulation again 
Explain how glass fibers-——many 
times thinner than a human hair — 


create millions of dead air cells 
more than ordinary insulating 
materials. That's why less Fiberglas 
is needed on the job... . why an 
appliance can be smaller on the 
outside, bigger on the inside, 

when it's Fiberglas-insulated! 


~ Write now for froe reprints of 
hy) Fibergias’ colorful two-page 

LIFE ad on Adequate Wiring — 
marking ovr port in this continuing 
national poign to promote satisfied 
customers fer you . . . boost your sales! 
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EUREKA’S RED HOT FULL 


Feature Quality, Special Offers, Price 


All-New / MODEL 910 


EVUREK 


Super Roro -Maric 











Bitiiroronnn ones 255255 1 Never before such Air-Suction Power! 


With new DOUBLE-SIZE dust bag and 
CYCLONIC AIR ACTION, it out-cleans 
other canister type cleaners! 


The volume of air that flows through a vacuum 
cleaner determines its actual cleaning power. 
Recent exhaustive tests were made comparing 





the air displacement of Eureka’s Super Roto- 
Matic and leading competitive cleaners. The ac- 
curately measured results proved the Super 
Roto-Matic’s superior cleaning ability. 





EUREKA SUPER ROTO-MATIC MOVES 
71 CUBIC FEET OF AIR PER MINUTE! 








TODAY’S MOST WANTED FEATURES! 


New Double-Size Throw-Away Dust Bag 
New Zip-Clip Easy-Open Top 

New 4 Rubber Swivel Wheels 

New Step-On Toe Switch—Vinyl Hose 
New Deluxe Tools—Suction Regulator 
New King-Size Easy-Glide Rug Nozzle 
Super Suction—Full 1 H.P. Motor 


Dramatic new styling 
in Iridescent Yellow 


nd G 
ond Giver Gray ROLLS ON 4 RUBBER 


SWIVEL WHEELS 





ONLY 


a Pare $ SS 
ay 
ay COMPLETE WITH SS 
Pas covrenare S-PIECE SET OF DELUXE 
CLEANING TOOLS 


EUREKA WILLIAMS CORPORATION 


In Canada: ONWARD MANUFACTURING CO., LTO., 


EUREKA GIVES YOU A TOP CLEANER FOR EVERY MARKET 
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LINE MEANS MORE SALES! 


»»-You can’t miss with Eureka! 





Powertill/ wove sos 
= U L * b a ; N 


\ Svenderd Roro-Morre 


Sensational Price Leader—Reduced from $69.95 
Pulls in Prospects Fast! 


Reduced from original $69.95...this powerful Eureka 
is a fast “seller’’ at good profit! Quality-proved in 
hundreds of thousands of homes, it’s loaded with 
fast-selling features...allows easy sell-up to higher 


priced Eureka models. Feature it in all your ads! 


e 8-pc. set of Attach-O-Matic Clip-On Tools 
e Powerful Suction—full 7/8 H.P. motor 
Oe ae e Throw-Away Dust Bag—Triple Filter 


$ 95 Easy-Action Zip-Clip Swivel Top 
e 3-D Rug Nozzle with floating brush 


COMPLETE WITH TOOLS 
Roto-Dolly Slightly Extra— Optional ! 





Magic! Lasy Do/ » 





BLOOMINGTON, ILLINOIS 


Kitchener, Ontario 
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FUREKA 


i “Up er Automate 











Beats, Sweeps and Suction Cleans! 
No Dust Bag to Empty! ~ oe 


Many prospects prefer an upright vacuum cleaner 8 ° 


for big rugs and wall-to-wall carpets. Cash in now a Savane © e200 96600 Oven 
with Eureka’s Super Automatic! It carries a low COMPARABLE CLEANERS! 
price with a big profit! Advanced easy-do 
features make it today’s finest upright. 
Automatic 3-way action cleans quickly in 
one single easy operation. 








POWER-DRIVEN NYLON 
“DISTURBULATOR” 


removes embedded 
dirt—hair—threads 


8-pc. set of 
Deluxe Cleaning 
Toolsin convenient 


“Handy-Pak" is 
@ profitable item. 


OFFER AT 


$199 


COMPLETE 


“*SURE-FIRE’’ PROMOTION AD-MATS AT ONCE! 











1956 
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Something’s Got To Be Done About Service (cont.) 


Cooperation Would Help 


ich imperfections as an 
helf and so on 
I don’t think construction qual 
is adequate,” says a 


up wae 


down door 


Phoenix 
dealer. “Mass production and un 
killed he Ip we defeating the bril 
ant engineers who design the ap- 
hance 

The principal of a Texas voca 
tional school sa Appliances are 
nore su ceptible to trouble because 
f poor engineering and testing by 


nanuftacturers trying to rush prod 


icts mto a competitive market 
More testing is the answer 

This complaint is echoed by a 
vomen magazine editor who 


points out that the consumer ha 


become a member of a | 


trial panel 
is new products are rushed into 
the marketplace 

Manufacturer 
ners,” says a Helena dealer and 
the answer in his opinion lies in 
better testing and assembly 

In Oklahoma a distributor and 
two dealers all agreed that “better 
testing’ was needed 

And in Salt Lake City a dealer 
vho had been assured that one out 
if every 18 appliances was thor 
nighly pre-tested on the assembly 
ne decided to check for himself 
Ile visited the factory and came 
iway convinced that only 
me in 40 product was tested be 
cause the tester had been given an 


ire cutting cor 


yout 


xtra job some place else on the 
line in addition to his test work 


Some Standardization Is Needed 


“Standardization is a dirty word 
to manufacturers but it’s a real 
problem,” one utility executive 
told Etrorrta Mrrcnanpisinc 
lew dealers complained specifically 
ibout this problem, perhaps be 
ause their service is limited largely 
to the few brands they sell. But 
those engaged in servicing many 
brands (utilities for example) find 
tandardization a real headach« 

In his article, Detroit Edison's 
Compton says a service shop would 
have to stock 15,000 items to have 
1 complete parts inventory, Picking 
items at random he says 1000 parts 
for 50 different makes of irons must 
be carried and that 425 stock item 
for 40 space heaters are required 
Ranges require 4000 parts and a 
simple item like a convenience out 
let comes in 60 different types in 
common use. His plea: couldn't 
some unimportant things like 
witches and outlets be standard 
ized? One company has done it, he 
aid and has cut surtace 
from 130 types to nine, pilot lights 
from 100 to 50 and percolator 
pumps from 69 to two 


switches 


No one who makes suggestions 
like these is implying that product 


PAGE 92 


che clopin nt should top Distin 


tive features must be de veloped bt 
cach manufactures But within 
cach product there are certain com 
which lend themselves to 
ome sort of a standardization. One 
utility, for exampl 
different nuts, bolts and screws in 
tock to handle service on trafh 
Standardization — her 
imt in the parts discussed by 
Compton may be both feasible and 
desirable 


ponent 


Carre | 


ippliances 


The Consumer Is a Problem 


Nobody knows just how much 
the industry’ 
could be 
vould hrm est 
mates that 40 percent of servi 
calls on its products are educational 


crvice problem 
implified if the consume: 


cooperat Cor 


ill \ slightly more conservative 


figure was offered by Miss David 
on in her articl Those of u 
who push the switche turn th 
dials and set the controls are at 


fault, too. One out of every four 


calls for service in a large metro 


politan area was found to be un 
necessary Ihe trouble was not 
caused by a defect in the product or 
improper design——it was traced di 
rectly to us, the user who someway 
failed to follow instructions. So 
what, you ask? It doc 
ice is more costly, for the effective 
organization must be large enough 
to handle these ‘wolf-wolf’ calls.’ 

lor years manufacturers have 
been accused of creating consume! 
headaches by relying on 
plete or ineffective instruction 
booklets. That accusation is not as 
valid today as it used to be. ‘To be 
sure, some firms still send out 
booklets which are incomplete and 
read more like a promotion piecc 
than a “how to use” manual, But 
many more firms have seen the 
light and now 


mean Sery 


mcom 


include complete 
easy to understand instructions with 
each appliance. What remains i 
the sal we of inducing the house 
wife to read through the booklet 
before she tries her hand at the 
new appliance, Too often the book 
let is put aside for later study and 
ihead = to 
“try out” her new product 

But instruction booklets are only 
a small aspect of the 


) 


the consumer plunges 


consumer 
problem insofar as service is con 
cerned. Of much greater 
tance is the almost complete lack 
of understanding the customer has 
of the place of service in the apphi 
ance industry, the terms of th 
warranties and guaranties offered 
her, and almost every other ques 


impor 


tion concerning service. The con 


umer’s ignorance on this subject 
is so complete that in too many 


cases she does not even know wher 


to turn for 
it 


crvice when she needs 


The misunderstandings possible 
when the customer is thus confused 
are obviou She notes 
with neighbors and from them sh« 
gets a completely erroneous idea of 
what she herself can expect. ‘The 
neighbor may be 


Com pare ) 


getting service 
that is better than average or wors 
It may cost to much or too littl 
\t any rate, it’s hardly a safe and 
objective guide for the woman who 
isn t even sure just who's going to 
ervice her ailing appliance. 
Discount 
ind direct sales 


houses, builder sales 
complicate the 
problem. In some case: 
Nibly assure the 


the manufacturer 


discounter 
housewife that 
stands behind 
the warranty lechnically this i 
true But to the uninitiated it 
means that if something goes 
manufacturer is going 
to take over her complete 


vrong the 
sCTVICC 
problem 

But customers of discount house 
wen't the 
ping around for service these day 
lake the resident of Mt. Kisco, N 
Y., for example. When she pur 
chased a washer she was told to 
call a central service operation in 
Mt. Vernon for service on it. Each 
time she called the serviceman had 
been in that territory “only yester 
day” and it would be a matter of 
several day 


only consumers shop 


he tore enough call 
iccumulated to justify his return 
Ihe customer trying out 
other finally found 
one fairly close by which provided 
prompt service. The real moral of 
the story, however, lies in the fact 
that the new serviceman convinced 
the housewife that her present 
washer wasn’t built to stand up un 
der the use she was giving it and 
elling her a different 
brand which he Because 
ervice is instantly available on the 
new washer, the housewife is con 
made the best of a 
situation. 

Herein lies the real significance 
of the service problem. It's obvious 
that service is creating a public r 
lations problem for the industry 

I'he Mt. Kisco housewife cer 
tainly did not feel kindly disposed 
toward the industry as a whol 
when a supposedly modern product 
gave trouble 


be van 
ervice firms, 


wicce eded in 
carried. 


vinced she 
troublesome 


which required long 
delays for service. But more spe 
ifically, one can understand the 
implications of a “public relations 
problem” realize that 
this housewife ultimately bought a 
different brand of washer from a 
different dealer in a different com 
munity. All business is local and 


when you 


problems which hurt business be 
come pretty local in their effect 


WHAT'S THE SOLUTION 


oncern at every level 
of the industry today over service 

Unfortunately 
unportant 


Ihere’ 
there are several 
areas of disagreement 
and differences in these areas seem 


to be preventing the industry as a 
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whole from taking positive action 
in other directions 

Take standardization, for exam- 
ple. Several utilities which offer 
free appliance service are particu 
larly concerned over this problem. 
But spokesman for manufacturers 
think that it’s a problem unique to 
firms like utilities which take on 
responsibility for servicing many 
brands of products Beyond that, 
manufacturers will not “compro 
mise” their right to style their 
products as they wish. Standardiza 
tion to them means a strait-jacket 
ing of product development. To 
the utility it means merely an ap- 
proach to simplifying a trouble 
some problem. 

Another area of disagreement is 
central service. To some manufac 
turers and to some dealers this is a 
sensible approach to the problem 
of rendering adequate service. But 
other dealers feel central 
usurps their role and robs them of 
contacts which would lead to fu 
In Evecrrica, Mercu 
ANDISING’S contacts with retailer 
ind distributors this split over cen 
tral service became obvious. Som« 
dealers thought it an effective way 


crvice 


ture sales 


out of their service problems and 
were using it as a positive sales tool 
in selling new appliances. Other 
blamed many of today’s servic 
complaints on the slowness of cen 
tral service or on its “impersonal” 
ipproach. (See story, pages 66, 67 

These are but two of the areas of 
conflict which tend to obscure the 
things industry in general could be 
doing to simplify today’s service 
problems and perhaps eliminate 
ome of tomorrow's 


Industry Cooperation 


Because there are important 
areas of disagreement within the 
industry, “cooperation” (like 


“moderation” 
come almost a dirty word 

Yet informal cooperation be 
tween all parties concerned could 


in politics) has b 


do considerable to clear up some 
of the knottiest problems facing 
the industry 

Take the question of product 
training. As befor¢ 
ervicemen resent the fact that a 
product may be on the market for 
months 
lrterature 


mentioned 


befor complete service 
iwailable. The 
manufacturer 
make such _ information 


simultaneous with an 


become S 
solution is obvious 
should 
ivailable 
nouncement of the new product 
On the other hand, the service 
man has a responsibility to mak 
the most of such information 
Dealers, for example, should take 
whatever steps necessary to see that 
their servicemen attend the prod 
uct training sessions conducted by 
manufacturers and distributors 
Product design is another area 
where cooperation and understand 
ing of mutual problems would help 
many headache 
Manufacturers should realize that 
(Continued on page 97) 
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Appliance advertisers 
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and retailers get the most 


out of it D>, because > 
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Nothing pays off] 



























1. For Advertisers 


That’s why, so far this year, appliance advertisers have almost 
doubled their investment for selling in LIFE. That’s why, in the 
major appliance field, they put more in LIFE than in the next 
five leading magazines combined. Here are the figures: 








MAJOR APPLIANCES (Revenue first half) 


Magazines 1956 1955 

LIFE $5,110,387 $2,688,709 (90.1% increase ) 
Saturday Evening Post 1,961,447 2,251,582 

Better Homes & Gardens 1,395,057 1,279,221 

McCall's 612,507 621,280 

American Home 588,957 482,410 


Good Housekeeping 547,157 501,876 





and, in the overall appliance field, once again advertisers in- 
creased their investment in LIFE. Here are the figures on: 


HOUSEHOLD EQUIPMENT AND SUPPLIES 


(Revenue first half) 


Magazines 1956 1955 

LIFE $6,313,629 $3,668,135 (72.1% increase) 
Saturday Evening Post 3,063,280 3,121,959 

Better Homes & Gardens 2,465,081 2,322,519 

Good Housekeeping 1,306,069 1,352,387 

Ladies’ Home Journal 1,244,965 1,218,987 

McCall's 1,082,268 1,172,345 









MORE 
FIGURES... 


2.With People 


Wherever they are, people look to LIFE for excitement, information 
and fun. And, wherever they are, LIFE keeps selling them on the 
products advertised in LIFE. (With approximately 1 out of 5 people 
in the United States moving each year . . . the retailer, by featuring 
the brands he knows—famous brands—will attract more of these 
newcomers to his store.) 















More people read LIFE than 
any other weekly magazine 







LIFE’s circulation is 5,714,310 
LIFE’s weekly audience is 26,450,000 
And, at the local level, 


In the course of 13 issues, LIFE reaches 3 out of 5 households in the 
average community. 

What’s more, 
A single issue of LIFE reaches 29.4% of people aged ten and over in 
households with an annual income of $5,000 to $6,999 . . . and 38.2% 


of people aged ten and over in households with an annual income of 
$7,000 or more. 


And you know that’s where most of your best customers are found. 


No wonder LIFE pays off big— 


3. For Retailers, too 


A scientific survey conducted by Audits and Surveys Co., Inc., LIFE” their favorite merchandising tool. Here’s what appli- 
an independent research company, among a wide sampling ance retailers reported: 

of retailers in major fields showed that: across the board, LIFE is their first choice to carry advertising for the brands 
LIFE is the retailers’ favorite magazine and “ Advertised-in- they sell. 


And, most important, 





By actual count in the stores—3 times as many appliance 
dealers use advertising in LIFE for their tie-in displays as 
use that in any other magazine. 





To see what 
LIFE has had 
SOF FOU ssa: 6s 
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MAJOR APPLIANCES 
General Electric Co.— 54 pages 
Dishwashers 10 pages 
Kitchens 4 pages 
Product Service 3 pages 
Ranges 12 pages 
Room Air Conditioners 12 pages 
Wall-Refrigerators 4 pages 
Washers 9 pages 
Frigidaire Division of General 
Motors 41 pages 
Dishwashers 2 pages 
Ranges 7 pages 
Refrigerators 14 pages 
Laundry Equipment — 8% pages 
Aveo Manufacturing Corp. —24 pages 
Bendix Laundry Equipment 
15 pages 
Crosley Ranges —3 pages 
Crosley Refrigerator-Freezers 
6 pages 
Hotpoint Division of General Elec- 
tric-21 and 4 pages 
Laundry Equipment — 14 and '4 
pages 
Ranges 2 pages 
Refrigerator-Freezers — 5 pages 
Weatinghouse Electric Corp. — 21 pages 
Air Conditioners — page 
Laundry Equipment —8 pages 
Ranges 2 pages 
Refrigerator-Freezers —10 pages 
Whirlpool-Seeger Corp.— 8 pages 
RCA-Whirlpool Air Conditioners 
6 pages 
RCA-Whirlpool Washers and 
Dryers —2 pages 
Singer Sewing Machine Co 
Tand '4 pages 
Bewing Machines —5 and '4 pages 
Vacuum Cleaners —2 pages 
Norge Division of Borg-Warner 
Corp.—7 pages 
Refrigerator-Freezers 3 pages 
Washers 4 pages 
Admiral Appliances— 6 pages 
Amana Refrigerators & Freezers 
6 pages 
Phileo Appliances — 6 pages 
Eureka Vacuum Cleaners 
5 and ‘4 pages 
The Maytag Co.—4 pages 
Refrigerator-Freezers page 
Laundry Equipment — 3 pages 
Fedders Air Conditioners —3 and 
Ly pages 
Lewyt Vacuum Cleaners-—3 and '4 
pages 
Youngstown Kitchens — 3 pages 
Easy Washing Machines —2 pages 
Pfaff Sewing Machines — 2 pages 
Regina Floor Polishers —2 pages 
Universal Vacuum Cleaners—2 pgs 
Coleman Heating and Air Condi- 
tioning—1 and '4 pages 
Apex Electrical Manufacturing Co. 
page 
Vacuum Cleaners — ‘5 page 





These famous brands were advertised in LIFE 


January to September, 1956 





Washers and Dryers— '% page 
Elna Sewing Machines — page 
Gibson Refrigerator Co. — page 
Ranges — '4 page 
Refrigerator-Freezers — '4 page 
Kelvinator Ranges-Refrigerators- 
Freezers — page 
White Sewing Machines — page 
Dearborn Air Coolers — '4 page 
Morse Sewing Machines '4 page 
York Room Air Conditioners '4 pg. 
Bell Sewing Machines— 4 page 
American Anker Sewing Machines 
Vy page 
Master Wax-O- Matic — 168 lines 
Eldorado Vacuum Cleaners — 28 lines 
Modern Sewing Machines — 28 lines 
Remington Sewing Machines— 28 li. 
Shetland Floor Polishers — 28 lines 
Aire Mate Air Conditioners — 14 lines 
Durkopp Sewing Machines — 14 lines 
Eska Air Conditioners — 14 lines 
Visetti Sewing Machines — 14 lines 


HOUSEWARES 


General Electric Co.—10 pages 
Lamps and Bulbs —4 pages 
Skillets—6 pages 

Sunbeam Corp.—7 and '%4 pages 
Frypans — page 
Power Mowers—2 and '% pages 
Shavers—3 pages 
Steam Irons — page 

Westinghouse Electric Corp. —6 pgs. 
Lamps —3 pages 
Portable Appliances —2 pages 
Toasters page 

Norelco Shavers — 5 pages 

Duo-Therm Power Mowers—4 pgs 

Schick Shavers — 4 pages 

Toro Mfg. Co.--3 and \ pages 

Remington Shavers 3 pages 

Reo Mowers — 3 pages 

Reynolds Aluminum Appliance 
Campaign — 3 pages 

Ronson Shavers —3 pages 

Hunter Fans—2 and 4 pages 

Coleman Outing Division— 1 and 
'@ pages 

Emerson Fans — page 

Farber Coffeemakers and Frypans 
page 

Harvester Moto-Mowers — page 

Homko Power Mowers — page 

Sylvania Bulbs — page 

Choremaster Rotary Mowers— ‘4 pg. 

Excello Power Mowers — '4 page 

Knapp-Monarch Jugs & Chests 
\y page 

Parker-Allen Power Tools— '4 page 

Power Products Mower Engines 
lo page 

Republic Power Mowers — '4 page 

Signal Fans — '»4 page 

Dieh! Fans— \ page 

Presto Cookers— 4 page 

Presto Control Master— 4 page 


First with appliance advertisers... 
First with appliance dealers and distributors 


Sources for audience: A Study of Four Media; A 
Study of the Household Accumulative Audience of LIFE. 


Make sure you make them pay off for you by tieing in regularly with 
“Advertised-in-LIFE.” 





W & K Electric Sandwich Bars 

4 page 
Royal-matic Coffeemakers —\% page 
Burgess Sprayers — 84 lines 
Empire Fans & Skillets—70 lines 
Eversharp Mowers — 56 lines 
Merit Fryer-Cookers — 28 lines 
Eska Power Mowers— 14 lines 


RADIO 


Radio Corporation of America- 
% pages 
RCA Victor Hi Fidelity — page 
RCA Victor Phonographs—3 & '4 pgs. 
RCA Victor Radios — page 
RCA Victor Records—2 & '4 pages 
Columbia Record Club—4 pages 
General Electric Radios —2 pages 
Magnavox Hi Fidelity — page 
Motorola Portable Radios — page 
Phileo Radios — page 
Westinghouse Radios — page 
Ampro Tape Recorders— '4 page 
General Precision Tape Recorders 
lo page 
Majestic International Hi Fidelity 
Y% page 
TELEVISION 


Radio Corporation of America — 
16 and '% pages 
RCA Television Service — page 
RCA Tubes—3 and '4 pages 
RCA Victor Television —12 pages 
General Electric Co.—9 pages 
Tubes —3 pages 
Television —6 pages 
Crosley Television—7 pages 
NBC Color Television Programing 
5 pages 
Philco Television —5 pages 
Magnavox Television—4 and '% pgs. 
Hotpoint Television—4 pages 
Motorola Television —3 pages 
CBS-Columbia Television—2 pages 
Emerson Television—2 pages 
Olympic Radio— Full Line— '4 page 
Spartan Television— \% page 


SPECIAL CAMPAIGNS 


Electric Companies Advertising 
Program —7 and \ pages 
American Gas Association — 5 pages 
Live Better .. . Electrically —3 pgs. 
Kennecott Copper Corp.—2 pages 
Owens Corning Fiberglas Adequate 
Wiring Campaign— 2 pages 













































































































































































































some products are unnecessarily 
dificult to service. Wherever pos- 
sible, the serviceman’s problems 
should be considered in the final 
design of a new product. Even 
here, however, there is a corres- 
ponding obligation on the part of 
the retailer. For one thing, service 
headaches should be discussed with 
the manufacturer's representatives 
so that problems in current prod- 
ucts can be taken into considera- 
tion in designing new merchandise. 
Second, the dealer will have to 
realize that certain production 
techniques which may make serv- 
ice more difficult are the very tech- 
niques which make it possible for a 
manufacturer to market a product 
at a competitive price. In such 
cases the manufacturer may, in- 
stead of simplifying the service ap 
proach, devote his energies to pro- 
ducing a service-free mechanism 
which will still incorporate the sav- 
ings of the wer set production 
technique in question. 

There are, quite obviously, a 
number of such specific problems 
which lend themselves to cooper- 
ation on the part of various seg- 
ments of the industry. Such cases 
involve the mutual working out of 
specific technical or trade problems. 


Broader Cooperation 


But cooperative effort on a much 
broader scale is needed to overcome 
some of the problems facing the 
industry today. 

Consider, for example, the man- 
power problem. Few young men 
even consider service as a possible 
career. Salary scales are sometimes 
inadequate but probably the main 
deterrent is a less tangible one. It 
is simply this: the job of service- 
man Carries no prestige and, per- 
haps even worse, service looks very 
much like a dead-end road to many 
young men. 

In overcoming this problem an 
industry-wide effort would seem to 
be clearly indicated. 

What would such an effort in- 
volve? For one thing, an institu- 
tional type of promotional cam- 
paign would have to be undertaken 
to lend some prestige and glamour 
to servicing 

That would be only one phase of 
the manpower effort. Facilities for 
training new men once they have 
been recruited would have to be 
set up. And future employers of 
these newly found servicemen 
would have to be taught how to 
make the best use of the men and 
how to keep good servicemen 
happy. 

But broad industry cooperation 
need not end here. If, as has been 
indicated elsewhere in this article, 
consumer misunderstanding of serv- 
ice is one of the big problems fac- 
ing the industry today, a broad in- 
dustry effort toward educating the 


Something’s Got to be Done About Service 


CONTINUED FROM PAGE 92 





consumer should be attempted 
Obviously there are limits to any 
such approach, The manufacturer 
dedicated to central service would 
not be anxious to cooperate in an 
advertising campaign which puts 
special emphasis on service pro 
vided by independent servicemen 
But there are subjects on which 
there is general agreement in the 
industry. A worthwhile campaign 
might, for instance, be devoted to 
explaining to the customer the 
problems facing the service indus- 
try. The idea would be to develop 
a consumer appreciation of the 
problems faced by the serviceman. 

Could such industry wide cam- 
paigns be organized? Who would 
ead the way? There’s no definite 
answer to either of these questions. 
A trade association would seem to 
be the logical choice as a medium 
for such an effort. NEMA officials, 
for example, admit that industry 
groups might do well to investigate 
the possibilities of conducting such 
a recruiting campaign. But trade 
associations have definite bound- 
aries beyond which they cannot 
legitimately operate. It remains to 
be determined whether any such 
joint effort on service would fall 
within the scope of a trade associa- 
tion and it would also have to be 
determined how broad the support 
for such an effort might be. It’s pos- 
sible that joint effort even on re- 
cruiting manpower is not possible. 
Many firms may, for example, feel 
it wiser to devote their budgets to 
recruiting for their own organiza 
tions. 

Actually, the question of just 
who takes action is secondary. The 
important thing is that the indus- 
try awaken to the real scope of 
today’s service problem and the po- 
tential for even more difficult prob 
lems in years to come. Once this 
has happened it is obvious that 
many sources in the industry will 
begin taking action. 

‘or it is obvious that everyone, 

from manufacturer through con- 
sumer has a stake in meeting the 
problem. The New York Times 
summed it up in an editorial last 
fall: 
“. . . We are being constantly 
reminded that the brand-name 
manufacturer stands behind his 
product. Plainly, most of them do. 
But under the present service 
set-up, sometimes where the manu- 
facturer stands is quite a ways 
beind it. The warranty is sound 
enough, but by the time the cus- 
tomer gets through invoking it he 
is likely to be in a state of well- 
warranted irritation. 

“We are almost in a mood to go 
back to the wood-fired stove and 
the old-fashioned dishpan. And we 
would, too, except that there’s a 
lady in our house who would blow 
a fuse.” End 
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mowers! 


big reasons 
show you how: 


@ PAID full page color ads in your town's 
Sunday supplements! YOUR 
NAME LISTE EE! Slashes your adver- 
tising expenditures! 

@ PAID giant key-market newspaper ads! 
YOUR NAME LISTED FREE! Keeps ad 
costs down ... keeps your profits realistic! 


@ SENSATIONAL Dealer Demonstrator 
Plan doubles your selling power! Gives 
you demonstrator mowers at extra low 
cost! You pay no penalty for the best way 
to sell . . . demonstration! 


@ NATIONAL ADVERTISING in the 
major homeowner ines! You get the 
benefit of major brand name 

recognition . . . acceptance! 
@ COMPLETE LINE OF POWER 
MOWERS —power-propelied reel and 
rotary models, — mane A 
sweepers, power r-trimmers, $0) 
pean ot EASY SELL-UP 

1TH HOMKO! 


@ REVOLUTIONARY ENGINEERING 
TRIUMPH —ali rotary mowers feature 
the “SWING-A-WAY” FLEXOR BLADE 
that prevents drive shaft damage, makes 
ordinary rotary mowers obsolete! 


NEW 
THE THUNDERBIRD 


MODEL RA-222 


Power-propelied Heavy- 
Duty Trimmer-Type Ro- 
tary Featuring 2 Speed 
Transmission, 2% Hp., 4- 
Cycle Briggs & Stratton En- 
gine with Recoil Starting. 


Send for 

complete 

program 

and product 

booklet, 
“Homko for 
'S7— Bigger 
Than Ever!" 


k 


Neare 


Ww 


) BY 


MANUFACTURET 


Western Tool and Stamping Co 
6m ¢ Ave rT De Moine 1 lowa 


est P 
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1957 GENERAL ELECTRIC 
FILTER-FLO’ WASHER 


now with 2 wash speeds...2 spin speeds 
SET ANY COMBINATION! 

















Women’s favorite . . . the lint-removing 
washer. The washer that cleans and recleans ) 


wash water... leaves no lint fuzz on clothes ) 
—is designed to reach even bigger sales | 
heights. ) 





The washer with the filter that takes out 
lint—the 1957 Filter-Flo Washer—now also gives your cus- | . 
tomers unmatched spin-speed flexibility for all-fabric washing. 
Unlike other washers, a choice of Normal or 
Slow Wash Action Speed and Normal or = 
Slow Spin Speed can be set in any combina- 
tion to suit the type of fabric washed. 

Advantages? Wash synthetics without 
setting wrinkles. Wash fragiles without 
“frays.”’ Wash blankets without “felting.” 
Watersaving Sales Features, too! The 1957 G-E has (1) 
Automatic Suds Return System (optional) that sets aside 
sudsy filtered water for a second wash if 
desired. 2) Water Saver Selector that saves 
over 20 gallons on small loads. 3) Choice of 
Hot or Cold Water Rinses. 


With all these features, no wonder you can 
count on record G-E Washer sales coming up! 


every other household 
Magazines — Four-color ads in Saturday 


ao an -_ tr : ’ . 
Boon Po oh cea ame 1 America’s fastest-selling 


can Weekly—reaching every other 


howshoidinhecouniy» ace, |  aUtomatic washer and dryer 


tury-Fox Theatre (CBS, Wednesday, | 
J - 


10-11 p.m., EST); “Summer Originals”’ 
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ADVERTISING in 


during the summer and “Broken Arrow”’ 
in the fall (ABC, Tuesday, 9-9:30 p.m., 
EST) —sales demonstrations in 16 mil- 
lion homes week after week. 

















1957 GENERAL ELECTRIC 
AUTOMATIC DRYER 


now dries a typical-size family wash 
IN AS LITTLE AS 35 MINUTES 











G-E Dryers — No. 1 with customers in 1956! 
And now the 1957 General Electric Auto- 
matic Dryer (DA820P) has more efficient 

» automatic operation than ever, and it’s faster 
than ever. 





Designed to dry all washables perfectly, 
automatically, the G-E Dryer requires just a 
simple setting of its unequalled Automatic Control. Dial “D’’ 
for Delicates, “‘N’”’ for Normal pieces, ““H” for Heavy fabrics. 
The control adjusts drying times and temperature according 
to the fabric load. 


New High-Speed Drying System dries 
clothes faster at low, safe temperature by 
making the best use of air circulation instead 
of direct heat. Typical-size load of family 
cottons can be dried in as little as 35 min- 
utes at 230 volts. 


No Special Wiring Needed. This G-E Dryer operates on 
standard 230-volt or 115-volt circuita—no 
special wiring needed. Just plugs right in 
like a refrigerator. 

















Added sales features include the Auto- 
_ matic Sprinkler, the Air Freshener, the toe- 
touch Magnetic Door. With all these to at- 
tract customers, you'll want to get ready 
now for your biggest dryer season. 









ELECTRIC 
LAUNDRY PAIR 


There never was a better time to stock, display and promote the , te ; a 
G-E Washer and Dryer. They’re the pair designed to sell fastest! If Mitts: Pons: or SEES Se SU SAR 

Or S : } ; : General Electric line of automatic washers 
you're interested in the kind of business you can do with G. E., see and dryers has been selling faster than 
the G-E distributor serving your area. General Electric Company, ever before in history because the General 
Home Laundry Department, Appliance Park, Louisville1, Kentucky. Electric line is so packed with features 


easy to demonstrate and features cus- 
tomers want, 


Progress /s Our Most /mportant Product Senekn of General Bisstuic deniers have 


sold more Filter-Flo Washers than all 
GENERAL@Q ELECTRIC |“ 
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THERE'S GOLD IN THEM THAR 
YELLOW PAGES... 


FOR ELECTRIC APPLIANCE DEALERS. 


Advertising in the Yellow Pages of telephone 
directories has panned out for hundreds of 
successful electric appliance dealers 

across the country. 


That's because the “Look-in-the Yellow Pages- 
before-you-buy” habit sends nine out of ten 
people to their telephone directories. And that 
habit is continually encouraged by advertising 
in magazines, newspapers and on television. 












Make sure you are represented in the 
Yellow Pages under eLectric 

APPLIANCES, ELECTRIC EQUIPMENT, TELEVISION 
DEALERS & GERVICE, WASHING MACHINES 
and other profitabie headings. 
Remember, the more you tell, 

the more you sell, 





Central Service Saves 





CONTINUED FROM PAGE 66— 


to secure about $2,500 in added 
sales volume by having more time 
to devote to sales and directing his 
salesmen. 


Savings Plus Added Sales 


But is central service proving 
satisfactory? 

“It certainly is,” McCauley in 
sists. “The distributor has well 
trained personnel, all experts in 
their work. They are closer to fac 
tory engineers and therefore nearly 
always more qualified to repair that 
factory's dione. And they are 
interested in my customers. I 
carry Crosley-Bendix lines and the 
distributor's servicemen know that 
unless a customer is satisfied, their 
firm is going to lose business. 
These servicemen carry on their 
trucks a parts inventory ranging 
close to $1,300. I can’t afford to 
do it.” 


“Extra” Service Given 


McCauley believes central serv- 
ice can give that “extra” service, 
such as being lenient about ex- 
tending warranties, if a call comes 
a few days after a warranty has ex- 
pired. The distributor can afford 
to do it easier, he believes, espe- 
cially on an aggravated complaint. 
It’s hard for dealers to do much and 
then expect the distributor to foot 
the bill. Too often a dealer ex- 
tends too many warranties. If a 
dealer does do it on his own. Mc- 
Cauley points out, then the dealer’s 
losing money on service. 

He also is convinced a distributor 
can give just as prompt service as 
the dealer, if not more so. 

“If my two trucks had to answer 
calls in widely scattered areas, it 
usually took more time to answer 
them. But a distributor has many 
more trucks and men and each is 
assigned to a small area, therefore 
increasing the possibility of their 
getting to a home in that area 
sooner. It also lowers expenses 
when one truck can work in one 
small area, rather than cover the 
entire city as I had to do,” he says. 


Explained To Customer 


When a customer purchases a 
washer, for example, McCauley ex- 
plains how it will be serviced. The 
customer is told to call the distrib- 
utor’s central service department. 
Should the customer call him, Mc- 
Cauley will relay the call to the 
distributor, but he suggests that 
the customer do it in order to 
make a satisfactory appointment. 

“Central service is indeed the 
savior of the small dealer. It lowers 
my cost of operation, assures me 
of a definite profit on a sale, pro- 
vides top-quality service and gives 
me time to concentrate on building 
the sales volume I need to stay in 


business,” he concludes. End 
Find out more about this effective sales tool. Get in touch with the Classified 
Directory Representative at your local telephone business office. 
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Youll sell more 
major appliances 
— you team up with 


U.S. Steel’s Christmas Promotion 


“OPERATION 
SNOWFLAKE” 


Here’s what U. S. Steel will do to push 
major appliance sales during the 
Christmas selling season: 





On TV's United States Steel Hour—6 commercials during November and December 
each reaching 25 million people. 


, In Over 300 Newspapers—United States Steel will run big-space “White Christmas” 
ads in newspapers with circulations totaling over 25 million. 
THE FREE 


, oe _ By “Saturation” Radio—2000 appliance sales messages will be beamed to 85'¢ of the 
‘66 ry pee b 
OPERATION SNOWFLAKE country’s population. 
PROMOTION KIT CONTAINS: 


Suehenteg hen & 26... 008 en ole kde Here’s what you should do to profit 
and white. 

2 appliance streamers, die-cut, 55” x 82"; red, green and white, - ® e 

4 soit “fooacea 14” x 52"... .2 red and otlienal 2 green and from t h € big P u sh . 
white. 


1 poster, in color, 36” x 22”. 
Reproduction art, which includes finished art for mailer and ads. 


Merchandising plan book, containing 8 pages of useful ad material, 
display ideas, merchandising plans. 


Send for the free promotion kit: display materials, suggested ads, display ideas, 
merchandising plans. 


Set up displays using the material in the free kit. 


ye Advertise the promotion slogan, “Make it a White Christmas... Give her a Major 
QZ Z Appliance,” and the snowflake symbol, in newspapers, on radio and TV, and through 
annt direct mail, 
~N yer? 
S, “UV MAKE ITA ° LS 


Join together with your bank and utility company to make your own “Operation Snow 


C . ? WHITE flake” produce even more appliance sales. 


~ CHRISTMAS & 


\ 
- 
* 


af A aa st. t 
”“" U JT ; = . - ’ 
c 7 2, 
oe 2 
Abie > Z ng } Robert C. Myers, Director EM-106 Please list the brands of major 5 
é Zp 2, a ) GIVE HER A “iS Market Development Division appliances that you handle: 
OZ United States Steel 
? MAJOR ‘ Pittsburgh 30, Pa. 
& : » APPLIANCE Please reserve my free “Operation Snowflake” Promotion Kit to t 
help boost my appliance sales, : 
Eat < Aes 
oe : : > Name 
ZB SS 
“VU - Firm -_ ne - i 


' Address < F. eke 
UNITED STATES STEEL | wd 
a 
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: / 
y ae for You: 






V-M's gift to you is sales FOLLOW-THROUGH! Here’s a 
planned-for-profit BIG DEAL for hefty pre-Christmas 
sales and a big FOLLOW-THROUGH for big post-holiday 

business, too! V-M helps you make plus-sales from 
: Nov. 15 THROUGH Feb. 15. No first-of-the-year slump 
; + sd Fa 4... when you sell V-M. Make Nov. 15—Feb. 15 your “V-M 
are KEY QUARTER” —the biggest selling season of the year! 








ww 
( Yhnistmas ON A ™ 
PHONOGRADPH or 
7 “ > 
arols TAPE RECORDER 


hear your 
favorite . 
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THE GIFT THAT KEEPS ON GIVING pa 
THROUGHOUT YOUR ‘KEY QUARTER” > 





Before and after Christmas, you get real help from V-M! Hard-hitting ads 
in national magazines throughout your ‘““V-M KEY QUARTER!” 
Dramatic displays for use now through Christmas and (with easy-to-make changes) 
clear through ’till spring! On top of it all, V-M builds traffic and sales 
for you with outdoor signs, dealer decals, product banners, 
four-color postcard mailers, 24-sheet outdoor posters, recorded radio jingles and 
spots, radio scripts, TV films, movie trailers in color, effective publicity 
in all major media and the hottest product line on today’s market! 


COCR eee seeeeee 





: V-M ‘Fidelis'® Table-Model Phonograph, ° V-M Populer-Priced High-Fidelity Pert- 
V-M ‘Fidelis'® Console Phonograph, Mod . Model 560. Three speckers for authentic : able Phone, Mode! 12860. Two speckers, 
e! 565. Authentic high-fidelity, ‘Super-Fi : high fidelity, V-M ‘Super-Fidelis’ 4-speed . push-pull amplifier, Lory - Lite. V-M 
delis’ 4-speed changer with exclusive : changer with exclusive ‘Siesta-Matic’ . ‘Super. Fidelis’ 4-speed changer with 
Siesta-Matic’. Blonde or mahogany, $199.95 . Blonde or mahogany, $149.50 List." Wal . ‘Siesta-Matic’, 45 spindle, other top 
List." Walnut, $204.95.* Provincial-styled : nut, $154.50 List." Ebony, $159.50 List.* z features. Two-tone brown leatherette, 
fruitwood, $219.95 List.* . Legs optional 


$94.95 List.’ 





Get Se for Volume Buaacas 


. hae | 
W M/A V-M Medel 1275 Automatic Portable Phone 
Beautiful, powerful, versatile and priced 
right! V-M ‘Super-Fidelis’ 4-speed changer 
with exclusive ‘Siesta-Matic’, dual-needle 


cartridge, fine tone. Two-tone brown or 
two-tone gray leatherette, $79.95 List.” 





eeeeeeee CCE eee eee eee! 


- 


* : 





V-M ‘Teentime’ Automatic 45 rpm Port- 


. 7 V-M Populer-Priced Automatic Portable 
able Phono, Model 625. Plays a dozen V-M ‘Playtime’ 4-speed Portable Phono, . Phone, Model 1260. Tops for value at a 
popular “45” records automatically . Model 210. THE phono for smoll-fry. Built > ’ down-to-earth price, V-M ‘Super Fidelis’ 
Front-opening speaker, separate tone and : to take it. Front-opening speaker, 4-speed - ‘ 4-speed changer with exclusive ‘Siesta 
volume controls. Light, bright and lyric selector, separate tone and volume controls ‘ Matic’ ploys everything on records. Red 
Red and gray, green and white or red . Red and gray, green and white or reddish - dish- buff and white leatherette, 
dish-buff and white, $39.95 List.* ~ buff and white, $29.95 List.’ . $54.95 List.” 
. 
eee eee eee eee eee eee eee eee OOOO eee eee eee ere eeee COOPER OOH REET EHEC EEEHEEEE EES ESESS 


*Slightly bigher in the West 


Get Set NOW for Key Quarter Profits! See Your V-M Distributor Today! Get 
the facts on the Big Deal Wrapped up for You in V-M’s Gala Gift Package! 


the Woice ot Music’ 7 


V-M CORPORATION BENTON HARBOR, MICHIGAN 
WORLD'S LARGEST MANUFACTURER OF PHONOGRAPHS AND RECORD CHANGERS 
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Gift Season Ahead! 






DOMINION Immersible FRY-SKILLET 
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'-Z Cook ¢ nl 
lver fi I al hight. Cove p 
| ' f ( } 
Model 2212 @, le ‘ Re $16.95 
Medel 2211 ze, with cove Re $19.95 
Medel 2216 size, le ove Re $19.95 
Model 27215 $23.95 











DOMINION Automatic COFFEE MAKER 
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Medel 1603 $16.95 
Mode 404 ’ ee $19.95 
DOMINION Pop-Up TOASTER 

" ontral 

t er. Current shuts off when bread is toast: 
Largs r hb trav in I (_hre e stvlir 
Model 1120 Re $16.95 
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~. DOMINION “'Grid-O-Matic’’ TABLE COOKER 
table | a wafhle irc One set of ori 


’ 
lo« the work of tw ‘ ‘ 1 


Medel 1311 Re $249 


DOMINION 


DOMINION ELECTRIC CORPORATION *« Mansfield, Ohio 


In Canada: Samson-Dominion Ltd., Toronto 


*Price Denver and West 





































Nationally Advertised in Leading Consumer Maga 
tines and on Network TV and Radio Shows 
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Service Built Business 
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a regular stop for people living 
within a 50-mile radius. With a 
record of 70 percent repeat busi- 
ness, the company averages sales of 
150 washers a year, and last year 
this represented 50 percent of all 
the Maytag washers sold in the 
county. In its fix-it era, the enter- 
prise covered 24 x 25 feet, which 
has been boosted to the present 
25 x 100 foot status, every foot of 
it lined with displays of leading- 
name appliances, including a nor- 
mal stock of 25 washers. “You 
don’t find a display of this size in 
most small towns,” points out the 
dealer. 

Answering up to 12 service calls 
daily, the hub of the operation is 
the basement-located service shop 
where there are four servicemen. 
The firm’s three pick-up service 
trucks travel over a wide coun- 
try territory, regularly going out 
thirty and forty miles to repair 
washers. 

Back of the showroom, where 
it is convenient to show customers, 
is a $6,000, open-bin arrangement 
of washer parts—every item needed 
to repair Maytag machines built 
since 1932. Here is every part for 
a Maytag from a 5¢ rubber washer 
to a complete wringer head. If 
necessary, the firm could build a 
complete washer from the ground 
up. In fact, that’s what one lady 
has bargained for—a washer built 
to the exact specifications of her 
present worn-out model which is 
ten years old. 


Good Repairs Are Hard to Get 


“Anyone who has lived in a 
small town has a keen understand- 
ing of the difficulty of getting good 
repair on anything—from leaky 
plumbing to a motorcar with faulty 
ignition,’ says Morris. “A large 
ati of our business comes from 
farmers and people in outlying 
small communities who appreciate 
the fact that we're geared better 
than a good many city dealers to 
service what we sell. In fact that’s 
our slogan—‘Remember, We Serv- 
ice Anything We Sell.’” 

“Ten years ago,” he explains, 
“we were repairing all brands of 
washers when no one else in this 
part of the country was set up to 
give any kind of service. One of 
the big sources of trouble then was 
water seepage in the gear housing 
which caused grease to overflow. 
We usually had to tear the washer 
down and put in new center plate 
and gaskets. Nobody else around 
here could do that.” 

“Our service department has 
never been out of the hole and 
probably never will be,” he as- 
serts. “But we refuse to charge 
this off as a loss because it sells 
too much merchandise for us. We 

(Continued on page 108) 
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Another satisfied customer, and she will stay satisfied because she has received 
the benefits of trained servicemen and she has received only factory speci- 
fication parts, which are made available for all models up to 15 years old. 


New Value Has Been 
Placed on Washday 


Yes, the value of Customer Satisfaction is our first and foremost 
concern. The customer expects and is entitled to the finest service 
available. In order to insure our reputation, the highest quality 
standards in the appliance industry have been established to guaran- 
tee RCA WHIRLPOOL products. 


If customer service is required, Whirlpool-Seeger has the same 
factory specification parts immediately available, for all models up 
to 15 years old. You cannot risk your reputation or the manufac- 
turer’s by the use of substitute parts because only factory specification 
parts are made to the original exacting required specifications. 


To further insure customer satisfaction, Whirlpool-Seeger pro- 
vides the finest field service specialists in the appliance industry. 
They help you train service personnel with field training sessions 
. . » free at-the-factory training schools. . 
courses on service. 


. even correspondence 


Service Division, WHIRLPOOL-SEEGER CORPORATION, St. Joseph, Michigan 


Your customers place new value on your service when they know 
you can supply the correct quality parts rapidly... even for their 
old laundry appliance. See your authorized RCA WHIRLPOOL distrib- 
utor or A.P.J.A. parts jobber and get acquainted. He will satisfy 
all your needs for factory specification parts. 


Proof positive, that a new value has been placed on washday. 


FACTORY SPECIFICATION PARTS FOR 


© Wyhintpoot, reesuc 


meet the toughest specifications 
in the industry. 





Use of trademarts A 0nd OCA authorised by Hredemert ewne: adie Corporation of America 
















YOU CAN GET THIS RIGHT NOW! 


New 1-:HP General 
Air Conditioner 


Now—a new one-horsepower air conditioner that works 
on a 115-volt circuit—yet packs a big 9000 BTU* 


cooling capacity. And it’s a 16%-inch General Electric 








Thinline (as you know the hottest thing 





in room air conditioners). So it takes up % less 
space than old-style models, fits almost anywhere. 
Think of the market for such an air conditioner. 
Think of the profits! Better be prepared for the 


sales BOOM. Your distributor is filling orders now. 


*Cooling capacity measured in accordance with ARI standard 110-56. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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Electric Thinline 
works on Il5 volts 
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duratub 


Appliance Styled to Match 
Modern Laundry Equipment 


— fy 


Outstandir g Feature of 
Standard and Deluxe 


Mode! 


duratubs 


built 


The new deluxe 

Model 9TD dura- 

tub eliminates hose Model 9TD 
handling, puts hoses where they Patents Pending 
belong ... out of sight. Washer hoses perma- 
nently attach to exclusive Handiflo* double 
drain at back of tub and are trouble free. Hoses 
are not handled or seen during suds re-use or 
waste water draining. Top cover extends over 
entire top of tub... can be left in place while 
tub is being used with washer. duratub’s deluxe 
Model 9TD is also ideal for single hose wash- 
ers. Drain hose is permanently attached... 
eliminates need for additional drain. 


Easy to install — very lightweight 
duratub's beauty and quality pleases your customers. 


Keeps your customers coming to you for many other 
home appliances. 


ideal for small space. 
A high profit item it pays you to carry and recommend. 


DIAGRAM OF HANDIFLO CONNECTIONS 


, 


." 


The standard Model 9TC duratub has all 
of the fine features of the Deluxe duratub 
except the Handiflo double drain. 


The original and fastest selling 
Fibergies Laundry Tub. 


duratub 


For Complete details write 


Nationally 
Advertised 


Model 9TC 
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Service Built My Business 








CONTINUED 


just charge it back to sales and 
lance it out.” 

“One of the reasons our service 
department is such a business- 
builder,” he says, “is that we give 
the customer a break on the war- 
ranty everytime we can. We'll go 
out to a customer’s home, knock 
a motor off, spend an hour work- 
ing it over, and, if it’s within the 
one-year warranty period, bill the 
factory. Anytime we can get the 
customer off scot-free, whether we 
spent an hour or three hours mak 
ing the repair, we'll do it.” 

The Missouri dealer learned to 
service washers by ripping them 
m ep when the business was in 
the fix-it shop stage, by burning 
the midnight oil over service man- 
uals and by phoning the factory 
when he came a cropper on a 
repair problem. As a result he has 
a clear conception of the working 
mechanisms of washers and likes 
to drop downstairs a couple of 
times a day to show servicemen 
how to save time and labor. 


Trade-ins Create Business 


Trade-ins, transformed into serv- 
iceable stop-gap washing equip- 
ment in the shop, are » Shes or 8 
the stepping-stone to new sales. 
Machines beyond repair are junked; 
others are overhauled and painted 
and displayed in a prescribed spot 
in the back of the showroom, An 
average of four or five times a year, 
from 35 to 40 trade-ins are per 
mitted to accumulate when busi 
ness is rushing and set aside for 
slack period in the service branch. 
The dealer estimates that used 
sales contribute one-fourth of the 
total washer volume 


“We've usually got a waiting 
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list of 20 or 30 people who want 
good used machines,” he says 
“We try to sell them new equip 
ment if we can by mentioning the 
one-year guarantee on new washers, 
stressing the fact that they'll save 
nine gallons of hot water each 
washing amd warning them that a 
used washer may run only six 
months. We ask them why they 
want to fool around with tem 
porary equipment when they can 
purchase new washers.on a con 
venient payment plan.” 

“If we don’t score with thes 
tactics,” he said, “we drop back 
a couple of months after we've sold 
them a used machine and offer 
them $25 on it toward a new ma 
chine though in some cases they 
paid only $15 or $20 for it. 

One of the best things that can 
happen to a small town dealer, 
Morris says, is to get his line of 
washers installed in the local hos- 
pital and high school. Offering the 
hospital a good deal on three auto- 
matic machines, the dealer esti- 
mates he’s made a dozen sales to 
young nurses who saw, and liked, 
the performance of the washers at 
the hospital. 

Service entered the picture in 
lining up the high school contract 
for two automatic washers, accord- 
ing to the dealer. The school was 
equipped with a competitive line 
until one of the machines broke 
down and school officials found 
there was no local repair outlet. 

“It’s natural that high school 
girls who learn to use our washers 
in their home economics training,” 
Morris commented, “decide they'd 
like to have a washer ‘like they had 
at school’ when they are equipping 
their own homes.” End 

















OUR NEIGHBORS, NEXT DOOR, TELL ME THEIR 
ELECTRIC BILL NEVER RUNS OVER TWO DOLLARS.’ 
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Your 1957 Gift Gazette is hot off the 
presses! ... timed just right to get your 
heavy selling season under way! This year 
Graybar has displayed all the popular 
electrical appliances your customers know 
and want in 12 colorful tabloid-size pages. 
Sunbeam, Universal, Toastmaster, 
GE-Telechron are just a few of the 
nationally known brand names that lead 
the list. Plenty of front-page space 
provided for your own imprint to attract 
customers in your own selling area. Use 
the Gift Gazette as a mailing piece, 
over-the-counter selling tool or for door-to- 
door promotions. Your Graybar Salesman 
has all the facts — you'll be pleasantly 
surprised at the low, low cost of this 
sure-fire business-producer for extra 
heavy holiday sales. Call him right now! 


665-610 


ALSO — Ask your Graybar Salesman for the full 
details on Graybar's 1957 Catalog of Electric 
Housewares. Don't hesitate 


— sales don't wait! 


Call today. 


Moke this season a season of sales with appliances ... 


GRAYBAR ELECTRIC CO., INC., 420 Lexington Avenue, New York 17, N. Y¥ 


IN OVER 130 
PRINCIPAL CITIES 
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You profit when people read 


“Skimpy Wiring’ ads like this... 


Kennecott’s national campaign for better 
home wiring with copper helps you increase 
your sales of electrical appliances. 


Use this FREE material for your 
own better wiring promotions. 


Send today for free reprints and poster-sized 
blowups of Kennecott’s latest full-page national 
advertisements featuring “Skimpy Wiring.”’ Get 
free copies of the educational booklet, ‘“The 
ABC of Home Wiring.” Ask for complimentary 
Home Wiring Wall Chart, mat service folder 
and list of at-cost prices of all material avail- 
able. No cost, no obligation! Just write to 
Kennecott Copper Corporation, Dept. Mg6, 
161 East 42nd St., NewYork 17, N.Y. 


The Best Wiring 1s Copper! 
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ELECTRICAL 


He makes slow work of do-it-yourself jobs! 


Weak, undersized “Skimpy Wiring” actually 
holds back the electrical energy that gives 
muscle to motors. Don’t expect new electric- 
drill bits or sharp circular-saw blades to speed 
your work if he is around. This current-steal- 
ing household pest can slow down and stall 
the finest power tools. 


MERCHANDISING—OCTOBER, 


Find out how to rid your home of the many 
electrical ills symbolized by “Skimpy Wiring”. 
Learn how easy it can be . . . how little it 
can cost... to give your home the full 
HOUSEPOWER of an up-to-date copper 
wiring system. Talk it over with your local 
power company or electrical contractor. 


Get FREE Booklet! “The ABC of Home 
Wiring.” It clearly explains important facts 
about your electricity and how you can make 
it serve you better. For your free copy, just 
write: Kennecott Copper Corporation, De- 
partment M106,Box 238, New York 46, 
New York. 


[J Kennecott Copper Corporation 


Fabricating Subsidiaries: Chase Brass & Copper Co. * Kennecott Wire and Cable Co. 
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MAJOR 
APPLIANCE 
SERVICE 


one spare mechanism—and of course the price 
of this assembly will depend upon the make 
But in order to arrive at an estimate, let’s 
assume that if you do not stock one complete 
mechanism, you will carry an assortment of 
operating parts for a mechanism that you are 
permitted to service. (The one work-sheet 
estimate will serve our purpose in cither case. ) 
These parts would include: motor couplings 
(or belts), pump parts, agitator-shaft seals 
and drive blocks, controls (or control parts), 
(1) motor, clutch parts, shafts, gears, and 
gaskets. 


Ironers. Gear case gaskets, control-mecha- 
nism springs, switches, and pilot lamps will 
suffice until experience dictates otherwise. 


Dryers. Belts, lamps, (1) control (or a 
set of control operating parts). 


Ranges. Surface units (and/or surface-unit 
parts), surface-unit cables, switches, pilot 
lamps, (1) oven temperature control (or set 
of control parts), 


Vacuum Cleaners. For uprights: (6) belts, 
nozzle brushes, bags, cord sets, switches, han 
dle grips, (6) motor brushes and springs, mo 
tor brush caps, and miscellaneous hardware 
For canister and tank models: hoses, nozzle 
brushes, gaskets, filters, bags, switches, and 
carbon brushes and springs. Defer buying in- 
terior motor parts—such as fans, armatures, 
and bearings—until your demand for these 
has been established. 


Dishwashers. Impellers, (1) control (or 
control parts), and miscellaneous hardware. 


Refrigerators, Starting relays, controls, and 
automatic defroster parts. 


Freezers. Starting relays and controls. 
Water Heaters. Assorted relief-valve fuses. 


Miscellaneous Materials. Lubricants, wip- 
ing rags (Or paper wipers), assorted plug and 
cartridge fuses, sandpaper, emery cloth, 
grease solvent, assorted hardware (screws, 
nuts, bolts, washers, cotter pins, etc.), tape, 
screw-on wire connectors, and so on. 


Total Inventory Estimate, In order to pull 
the loose ends together, we must make two 
adjustments: (1) if you intend to service 
more than one make of any appliance listed on 
the work sheet, you should insert that quan- 
tity on the appropriate line in the column 
headed “how many makes”; and (2) you 
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may wish to include an allowance for a few 
fast-moving parts for some of the earlier mod- 
els which are not interchangeable with those 
of recent production; if so, add about 25% 
to such allotments. 

If you haven't time now to work out the 
details and would like to see a round figure 
inventory estimate, here’s a typical example: 
assume that you handle two makes of vacuum 
cleaners, two of conventional washers, and 
one of everything else; your basic inventory 
estimate including miscellaneous materials 
would be $655 for current models only. Then, 
to include an allowance to cover parts for 
earlier models of the same make, add approx- 
imately $150, making a total of $805. 


Equipment 


Estimated costs of the following items also 
are shown on the work sheet on page 69 


Truck. As hitherto pointed out, attractive 
truck signs do afford a heap of free advertis- 
ing. Moreover, the shelves and drawer cabi- 
nets that you can fit into a panel truck do 
make possible a more orderly arrangement of 
the mobile parts stock than if it has to be 
stored in a passenger car trunk, But if you’d 
prefer not to shell out $2,000 for a new 
truck—or whatever you'd pay for a used one 
at the outset, you can of course require that 
your serviceman furnish his own car—as some 


jobber’s do—and pay him a car allowance. 


General-Purpose Tools. Most mechanics 
prefer to furnish their own general-purpose 
tools. It is better if you require that they 
do—it means less accounting for your book 


keeper. 


Perishable ‘Tools—such as files, drills, hack- 
saw blades, and so on—should be furnished 
by you. And although listed here with capi- 
tal equipment for the sake of logical grouping, 
remember that perishable tools should be en- 
tered on your records as an operating expense 
—not as a capital expenditure. 


Special Tools and Testing Devices, basi 
cally, include an oven temperature tester, a 
refrigerator thermometer, a hot-water ther 
mometer, a fuse tester, and a portable series 
tester. What more you need, will depend 
upon what makes you service. 


Shop Tools comprise a 4 h.p. bench grinder, 
a vise, and a portable electric drill. 


Shop Furniture. A 5’ x 30” workbench will 
serve, but keep in mind that you will need 
about 50 sq. ft. of floor space altogether for 
each work station. 

Shelving and parts cabinets can be added 
as the need for additional storage space arises, 
but for a starter, about 120 sq. ft. of shelving 
and perhaps one 18-drawer parts cabinet 
(with 44° x 24” x 12° drawers) will do. For 
miscellaneous standard hardware, a smaller 
drawer cabinet (with drawer cells about 2” 
square) is a convenience. 


Service Literature. Be sure to order service 
manuals, parts catalogues, and parts price 
lists for every appliance you intend to service. 
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Personnel 


Are you wondering at this point whether 
you'll find a man capable of repairing satis- 
factorily a dozen different kinds of appliances? 
If so, don’t lose any sleep over it—and you 
don’t have to find a wizard. It is true that 
the large service stations, having sufficient 
volume to warrant it, do use specialists be- 
cause it facilitates training their personnel. 
But if everything else about this project ap- 
peals to you, let us untangle the apparent 
maze of diverse crafts required of one man 
by dividing the principal major appliances into 
groups which will comprise just three closely 
allied skills: (1) home laundry equipment, 
dishwashers, and disposers present no prob- 
lems whatever to a conventional-washer re- 
pairman, (2) refrigeration is in a class by 
itself, and (3) ranges, water heaters, and vac- 
uum cleaners can be repaired not only by most 
washer repairmen, but also by traffic appliance 
servicemen with little or no additional study. 


Selecting. If you are presently operating a 
small-appliance service department, you may 
wish to have your senior repairman trained to 
service major appliances so that in your grow- 
ing service organization you will have one man 
with an over-all view of the entire department 
who, after training, would qualify as a super- 
visor and instructor of all other service per- 
sonnel. Then, with a trainer in your employ, 
you could risk hiring rookies (when you 
couldn’t do better) for any further additions 
to the service department payroll. 

In screening all applicants, however, re- 
member that two technical qualifications are 
extremely important: a knowledge of elemen- 
tary electricity and a reasonable degree of 
mechanical aptitude. And, since your service- 
men will deal with your customers every day, 
it goes without saying that you will be pretty 
fussy about an applicant’s character, appear- 
ance, speech, manners, and personal habits. 

If you are not now operating a small-appli- 
ance service department and you must there- 
fore hire a new man, exert every effort to 
find one with some kind—any kind—of appli- 
ance service experience or training. That may 
tuke time, particularly if you are situated in a 
relatively small community, but don’t give 
up until you are certain that none can be 
found. If you can’t find an appliance re- 
pairman, the next best choices (in the order 
shown) would be: an electrician (many elec- 
tricians have had some experience in servicing 
ranges, water heaters, and even home laundry 
equipment), a radio repairman, or a man 
with machine-work experience (in any of sev- 
eral mechanical trades) who would be will- 
ing to study elementary electricity as he trains. 

Now let's suppose you have a goodly assort- 
ment of applicants and after weeding them 
out, perhaps by using a test like the one 
shown in this article, you note that three 
merit consideration. One fellow serviced 
vacuum cleaners and sewing machines for 
fours years; the second man repaired home 
laundry equipment for two years; and the 
third is a young man who recently graduated 
from a refrigeration service school but has had 
only slight experience. Which will you tag 
temporarily as a first choice? The refrigerator 

(Continued on page 115) 
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THE ALL-NEW GENERAL ELECTRIC 


APPLIANCE MOTOR 


OIL RESERVOIR 





OIL SLINGER 





Pre-lubricated Bearings Which Need No Oiling 
Mean Longer Motor Life, Fewer Service Calls 


NO APPLIANCE MOTOR can last longer than its 
bearings. Here’s why you can be assured of longer 
motor life, fewer service calls with the all-new 


General Electric appliance motor: 


The pre-lubricated bearings never need to be 
oiled, The oil reservoir contains a precisely con 
trolled amount of oil which is pulled as needed 
into the oil-saturated wicking. A continuous film 
of oil is spread on the shaft in exactly the right 
amount. The oil slinger catches the oil which 
flows down the shaft and throws it back into the 


wicking area for re-use. Your customers never 
have to add oil 


Bearing housings are cast right in the end 
shields to better handle off-center loads and pro- 


vide accurate alignment. As a result of this im 
proved bearing system the all-new G-E motor for 
washers, dryers, dishwashers, food waste dis- 
posers and ironers performs better and lasts 
longer. And specialized design helps assure maxi 
mum dependability through proper motor appli- 
cation. Your customers realize greater satisfaction 
from appliances equipped with G-E motors. You 
can count on greater customer confidence and 
more repeat sales, 

For more information about the first all-new 
appliance motor in 25 years, write Section 705-4 
for Bulletin GEA-6381 Electric Co., 
Schenectady 5, N. Y. 


General 
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Never underestimate the power of a woman... 
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a table model.” 


“He did...but she wanted © 
the set that would look best 
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We asked 100 of the country’s top appliance-radio-TV 
salesmen how they turn a small TV sale into a big TV 
sale. What they said over and over (no surprise to 
Ladies’ Home Journal!) was, “Sell women—they’re the 
ones who want top-of-the-line TV sets!”’* 


Manufacturers who want to give you the best possible 
advertising support also sell the woman...in the maga- 
zine that understands women and speaks their language: 
Ladies’ Home Journal. 


For your free copy of “Radio-Television Survey,” which reports the sur 
vey in detail, write Mr. Georges Birgy, Appliance Merchandising Manager, 


: ” Ladies’ Home Journal, Independence Square, Philadelphia, Pa 
“Sell the woman,” says Mr. C. Harry 


STROMAN, 1956 Grand Prize Winner, Cre 
ative Retail Saleaman of the Year Contest 


“In most sales of higher priced sets, it's 

the woman who picks out the model. | [odies’ No. 1 in circulation 

pitch beauty of cabinet and how it will He 1 Se. 9 tn aowentend eales 

blend with her furniture.” Mr. Stroman 

is with Justis Brothers, Inc., Newport, No. 1 in advertising revenue 
Delaware among all magazines edited for women 










































man, for it will be somewhat 
easier to teach him to repair the 
other appliances than it would be 
to teach any other kind of service- 
man to repair refrigerators. But if 
the refrigerator repairman doesn’t 
measure up in some other respect, 
the next best candidate would 
be the home laundry equipment 
repairman 


General Training. Your new 
serviceman can get a good ground- 
ing in general operating principles 
and salinionat servicing tech- 
niques for major appliances by read- 
ing the installments in this series 
which are to follow. In other words, 
the rest of the series is intended to 
fill in the chinks—no matter which 
branches of appliance service experi- 
ence or training your man lacks. 
Then when he is fully acquainted 
with the fundamentals, he will grasp 
in a few days of working with an 
expert the servicing short cuts pecul- 
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thereby all the short cuts for that 
pup of appliances. Then send 

im out to repair home laundry 
equipment only, A little later, again 
send him to a service station per- 
haps one or two days a week for 
training on another — (or 
group of appliances), then another, 
and so on until he is thoroughly 
familiar with every appliance. (‘This 
progressive instruction not only 
eliminates cramming and confusion 
in the course of the serviceman’s 
training, but also it takes less from 
the till, for after the first week he'll 
be producing most of the time even 
while he is still learning.) There- 
after, the service bulletins, supple- 
mentary manual sheets, and service 
conferences—to which your service- 
man will be invited—will keep him 
up to date on new models. Your 
jobber’s service counselor will help 
him hurdle the humps. 


Paying. Service personnel wages 





THIS ARTICLE..... first of ELECTRICAL MERCHANDIS- 
ING’s new series has initiated the reader into the 
basic requirements for setting up a successful major 
appliance service. Future articles in the series will 


cover 


the fundamentals 


of servicing washers, 


freezers, water heaters, etc. As was the case with 
the series on small appliance service tear-sheets of 
the articles in the new series will be available as long 
as limited supplies are available. They may be ob- 
tained by writing..... Editor, Electrical Merchandis- 
ing, 330 West 42nd St., New York 36, N. Y. 





iar to a specific appliance. And 
your serviceman’s need for this 
basic training before you team him 
up with an expert cannot be over- 
emphasized. You shoukd not, under 
any circumstances, consider paying 
a raw recruit to travel with a spe- 
cialist, for he may ride for weeks 
with a range repairman, for example, 
and still not know the back sialon 
from the bake unit. 


Specific Training. Equally im- 
portant to you is that your service- 
man be thoroughly familiar with 
all the specific makes of appli- 
ances he is expected to service, 
To this end, you may decide, in 
the light of your man’s background, 
to ease into major appliance 
service piecemeal — that is, by 
utilizing only his highest skill at 
the beginning and continuing with 
that arrangement until he is able to 
1epair without difficulty one small 
group of products. For example, if 
he has good home laundry experi- 
ence, first send him to your author- 
ized service station for four or five 
days where he will work with a 
home laundry specialist and learn 
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vary greatly from one locality to an- 
other. Your present servicing 
agency will no doubt discuss their 
rates with you so that you can work 
out a scale for your employees 
which would be best suited to your 
area 


Off to a Good Start 


That any new department should 
a from its inception is every 
usinessman’s dream. So if it hap- 
ray to be your good fortune to 
\ire an expert who has repaired pre- 
cisely the same appliances as yours 
for someone else immediately be- 
fore you employed him, plug the 
service idea from the beginning 
through whatever media you deem 
most effective. 

But if you are easing into the 
service business with a semi-skilled 
man, using progressive instruction 
as suggested herein, you'll pay him 
less at first than you would an ex- 
pert and hence you can afford to 
overlook the minor setbacks which 
might occur during the first month 
or two. With this method of 
launching your new department, it 

(Continued on page 118) 
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WINEGARD 
Color'ceptor CL-4 
Suggested Retail 
Price $29.95 


You'll have happier customers—fewer service calls during the 
warranty period if you add an antenna sale to every TV sale. A 
Winegard outside antenna assures better reception from any TV, 
It’s easy to sell with the set. You make a full profit on the extra sale 
... and best of all—the customer can usually install it himself, This 
makes WINEGARD the one antenna you can sell like an appliance! 


Ends The Assembly Nuisance ! 


Comes from factory completely assembled. Just 
open like an umbrella. Most models are complete 
ackaged installation units. No loose parts. Noth- 
ing to put together. Nothing else to buy. Ready 
to put up and attach to set! 
































High-Styled Golden Tone Antennas! 


_ Aluminum anodizing gives a shimmering metallic 
old tone that makes a WINEGARD TV AN- 
‘ENNA sell on sight! Visibly corrosion and rust 

resistant. Customers can see the years of service! 


Nationally Advertised Selling Punch! 


Hard-hitting schedules in SATURDAY EVE- 
NING POST, FARM JOURNAL, BETTER 
HOMES AND GARDENS, HOUSE BEAUTI- 
FUL, TOWN JOURNAL, SUNSET, TV GUIDE 
and other national magazines, Powerful point-of- 
purchase displays, eye-catching 5-color packaging 
and local tie-in ads, too! 


Iii Z, 








aia _ All-Out Selling Program ... Plus The Top- 
[ Performing TV Antennas on the Market! 


WINEGARD ANTENNAS e First with ALL 12- 
CHANNEL high gain performance — especially 
designed for COLOR! e FIRST with POWER- 
PACK for signal-building boost on all channels! 
e FIRST with patented ELECTRO-LENS* which 
focuses the signal—gives “in-the-studio” clarity! 


eo 


Complete line of WINEGARD antennas from $17.95, Ask your 
TV Distributor for complete information or write: 


ew Winegard company 


3000 Scotten Bivd., Burlington, lowa 






* Pat. No. 2700105—Other Patents Pending 
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New Short Line and Step-Up Pricing 
Speeds Turnover=Boosts Profit! 


BUILT TO WIN IN THE 
TOP DOLLAR MARKET! 


The top of the Norge Washer 
Line for '57 literally belts compe- 
tition off the street. It has the 
fabulous new Dispenser Wheel 
and Dual Time-Line Control, 
Super-Rinse, Hot-Warm Wash 
Selector, new Warm-Cold Rinse 
Selector and new Time-Guide 
Line. Feature for feature, no other 
automatic made can match it! 
Model W6 same as W5 but with 
Automatic Suds-Return. 


























: ’ 
\ 
\ - 
‘ en 
; Model 
ws 


BUILT TO WIN IN THE 
| ‘PROMOTIONAL’ MARKET! 


There never has been and never 
| will be a washer that’s loaded 

with the promotional possibilities 
| of this new Norge W3! It features 
| exclusive Super Rinse with 5 
separate purifying actions, 
Aerated Water Fill, Wave-Action 
Agitator, Super Spindry, Auto- 
matic Washer Tub Brake, built- 
in Sediment Remover plus the 
amazing new Norge Dispenser 
Wheel which is optional. 





, j 
| 


! 

| j 
— Model 

— w3 


Te f 
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EAR WARRANTY! 30-DAY 


BUILT TO WIN IN THE 
MIDDLE PRICE MARKET! 


No other laundry equipment 
made can touch this sensational 
washer with its more-for-the- 
money appeal! Not only does it 
come equipped with the fabu- 
lous new Dispenser Wheel, but 
it also boasts exclusive Time- 
Line Control, Hot-Warm Wash 
and Cold-Warm Rinse Water 
Temperature Selector, Aerated 
Water Fill, Super Rinse, Super 
Spindry and Automatic Washer 
Tub Brake. 


4 


I 





\ Model 
w4 


—_—) 


——s 
ae | BUILT TO WIN IN THE 


“OPEN END” BATTLE! 


Wheel and deal—price it where 
you will—and they'll literally 
break down the doors to get at 
this feature-packed special! 
Push-buttons control wash ac- 
tion, operate spin or stop all 
action. Other features include 
Aerated Water Fill, Wave-Ac- 
tion Agitator, Mist-Spin Spray 
Rinses, Tidal Wave Rinse, 
: Super Spindry and Automatic 
Washer Tub Brake. 


— 






SATISFACTION GUARANTEE! 


OCTOBER, 
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lool in Washer History! 


Ca fe] {cy 


DISPINSLR WHEEL - 


automatically adds rinse 
water conditioner! 












MAKES NORGE THE FIRST 100% AUTOMATIC! 


BACKED BY A HUGE NATIONAL AD PROGRAMI 


Only Norge automatically makes a new kind of rinse water 


made with Calgon®—for up to 39% brighter, cleaner Double-page and full-page Norge ads will fill the pages of leading 
clothes. This new kind of rinse water has greater rinsing magazines from September through December! Calgon will be tying 
power than soft water, rain water, or even distilled water in with this new Norge program, too—with a full schedule of ads in 
—to banish forever the film that causes yellowing, graying the Sunday Supplement sections of local newspapers throughout 
and lint in your customers’ clothes! the country! 
BRINGS YOU SPECIAL 
HOT DEMONSTRATOR! 
nee Fo a ee eae CALGON GIVE-AWAY SALES CLINCHERS! 

You can actually show your customers how the Norge You give a free box of Calgon to every customer who comes in for 
Dispenser Wheel works! And the Norge ‘“‘mason jar test” a demonstration, plus a free 12-box case of Calgon with every 
gives dramatic proof of its effectiveness — proof that Norge Dispenser Wheel Washer purchased! 


removes the discoloring film left behind by ordinary 
washing methods! 


















ENDS MAJOR PERFORMANCE COMPLAINTS 
COMMON TO ALL AUTOMATICS! 


Thousands and thousands of service calls on all automatic 
washers are due to soap, mineral and lint accumulations. 
But all that’s a thing of the past now! The new Norge 
Washer automatically prevents deposits of any kind from 
forming on the clothes or in the washer! 





DEALER PROFIT IS OUR MOST IMPORTANT PRODUCT 


NORGE SALES CORPORATION, Subsidiary of Borg-Warner Corporation, 
Merchandise Mart Plaza, Chicage 54, I. Canada: Addison's Ltd., 
Terente. Export Sales, Borg-Warner international, Chicago 3, Illinois 
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Arvin 


breathes new excitement into Christmas selling! 





Get ready for even bigger-than-usual holiday sales of radios! Christmas shoppers are 
sure to go for this superbly styled new Arvin transistor radio that’s both a fine portable 
and a beautiful home set! The interest it creates will help sales of all types of Arvin radios. 



















TET 


piven: 





smart 
ogy... 
They have 
selenium 
Model 8565? a Ta 
*All portables priced lens batterieg 994-50 to $39.95 





Model 3561 tubes including rectifier, in 
choice of four colors, $34.95 
All prices suggested retail Zone I 


Arvin 
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Transistor Portable 


Seven transistors! Doubles as a big, orchestral-tone home 
radio, with flip-switch dial and fold-away handle. Bat- 
teries cost 90¢, last a year or more. 1114" 814" high, 
with printed superhet circuit, tone control, automatic 
volume control, 54" speaker. In British * 
Tan or Alligator leatherette. Model 9562P $29.95 





printed superhet circuit, 
slide-rule dial, Other Arvin 
clock-radios come in a full 
range of colors. All have five 
tubes including rectifier, 
Alnico “V" speakers, and 


Big new 4-color 





Designed to put added Christmas into your window, 
counter, or floor radio displays. I a colorful banner, 
not illustrated, Use display and banner with three or four 
Arvin radios and see how customers gather around! 


Write for full Color Cotolog on complete line—Electronics and Appliance Divisian 


INDUSTRIES, Inc., Columbus, Indiana 
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Major Appliance 
Service 
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is advisable to spend your advertis- 
ing dollars gingerly until the kinks 
have been ironed out. 

If your potential volume suggests 
that you will begin with a one-man 
shop, one group of appliances usu- 
ally will keep a new man _ busy 
enough while he is learning, allow- 
ing him not only a day or two a 
week for training on the other ap- 
pliances, but also an opportunity to 
acquire facility through practice 
without his being rushed. And, 
conveniently, the proportion of 
work days to training days in each 
calendar week may be varied in 
versely as your serviceman’s train 
ing advances so that he can handle 
the gradual increase in service busi- 
ness volume. 

Then when things are running 
smoothly, you will want to con- 
sider some form of systematic ad- 
vertising which will assure con 


tinued growth. Here are some 
suggestions: 
Newspaper. Experience has 


proved that in daily newspaper ad 
vertising for service business, you 
get a great deal more for your 
money in Classified than in display. 
Of course there’s no reason why you 
shouldn’t run a catchy punch line 
for service under your firm name 
in your display sales advertisements, 
but excepting the large service or- 
ganization, display advertising for 
repairs alone is usually too costly if 
run daily and daily appearances are 
the most effective for a service en 
terprise. 

Telephone Directory. Don't for 
get to rearrange your classified list 
ings and advertisements in the yel 
low pages to identify you as a 
servicing dealer. 

Direct Mail. Send one an 
nouncement if you wish to your 
entire mailing list, but keep in 
mind such an expenditure is not 
really necessary to promote major 
appliance service because most of 
the repair calls for your own sales 
will come first to your office. If 
a few calls do bypass you and go 
directly to your former servicing 
agent, he will relay them to you 

In the Store. Identify with a 
small, neat sign the service desk, 
counter, or cashier's window 
wherever service calls are to be 
received. 

In the Window. If you feel you 
can spare a few linear feet of win 
dow space, display there several 
major appliance parts in the fore 
ground with a colorful, descriptive, 
easel-type poster behind them 

In Conclusion. Mingle these 
promotion suggestions with your 
own ideas and you're sure to come 
up with something which will prove 
effective but will not strain the 
service 


budget. 


department’s advertising 


End 
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value-packed beauties! 


Caloric’s brand-new ‘'1 Series” line of gas ranges 
offers the best-looking, best-cooking ranges at the 
price you'll find anywhere! Stock all four models: 36” 
Deluxe (shown), 30” Deluxe, 36” Standard, and 30” 
Standard. 


The smart, symmetrical design of these new Calorics 
gives the feel of modern simplicity that today’s home- 
makers prefer. And the ‘'1 Series” line is packed with 
important sales features: 


e 3-dimensional-design backguard, with fluorescent 
light, concealed oven vent, clock-timer, handy outlet. 

e All_ burners hi-speed—4 giant, 12,000 BTU top 
burners to assure fast cooking for the life of the 
range 

e Big 4300 cu. in. oven holds 35 Ib. turkey, has newest 
silicone door seal, non-fog window, automatic heat 
control. 

e All porcelain enamel, inside and out. Door handies 
and dials snap off for easiest cleaning. 

Demonstrate Thermo-Set . . . point out Caloric’s other 


convenient cooking features ... and watch these 
ranges move! 
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You'll really gain with Caloric—for you can offer every 
homemaker a range with the features she wants and 
needs, at a price she can afford. 


THE EXCLUSIVE 
CALORIC ULTRAMATIC GAS RANGE 
unequaled in every detail 


For the woman who wants the best in her kitchen—the 
ultimate in choice of features and in years-ahead 
styling—it’s a Caloric Ulitramatic. This exclusive line 
includes 40", 36", and 24” models. 
THE CUSTOMER CAN CHOOSE 

one or two Thermo-Set top burners, backguard lighting 
in any of 4 colors, any of 6 range colors, divided or 
cluster top burners, two ovens or one oven plus the 
Roto-Ray Barbequer. 


Give your customers the complete choice... the 
choice that only CALORIC offers. 


CALORIC APPLIANCE CORPORATION + TOPTON, PA. 
RANGES + DRYERS + BUILT-INS + DISPOSERS 
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@ Thermo. Set top hurner makes every pot and pan “automatic’’! The sensing 
element keeps food at the exact temperature set There's no ourning, scorching 
of botlovers Thermo Set practically sells the range — especially if you give the 
customer 4 “live” demonstration 


CALORIC APPLIANCE CORPORATION 
DEPARTMENT EM, TOPTON, PENNSYLVANIA 


Please send me more information on the full Catoric line 
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How to sell modern electric ranges: 























DEMONSTRATE 


the SUPER-SPEED heats now possible with 


New Proctor Flasher Infinite Controls 


SPEED gells electric ranges like no 
other single feature...and the best 
way to sell super-speed is to sell ranges 
equipped with Proctor Flasher Infinite 
Controls. 

You can actually demonstrate how 
the Flasher Control zooms surface 
elements from cold to full heat in 20 

| seconds or less! This easy, no-heat 

demonstration will impress upon your 

prospects the high-speed of Proctor 

Flasher Infinite Controls compared to 

older types... and the advantages of 

infinite selection of cooking heats over 

x old-fashioned 7-heat rotary or push- 
it 


Ray button switches with only limited 


heat selection. 


™~ 


Demonstrate why older type controls 
can’t give fast heat 
COLD > Hor 


Draw a line on a sheet of paper marking one end COLD and the other end HOT. Tell 
your prospect that you're going to demonstrate the heating action of older type controls 
still used on many ranges. 


Take ten pennies to represent heat flow and place each penny one after the other along 
the line. While doing this, point out that most older type controls have relatively low 
initial input capacity ... which means that when a control of this type is turned ON, it 
permits only a limited flow of current into the surface element at one time. This “trickle- 
heat” action is the reason why the element takes so long to heat up. 


Now demonstrate the jet-like action of 
Flasher Infinite Control 
> HoT 


Directly below the pennies draw another line the same length. Then hold up three half- 
dollars and explain that they represent the fast-heating action made possible by Flasher 
infinite Controls 


COLD 





COLD 








HOT 
Worn 


Now snap the half-dollars down along the line. Explain that, just as the larger coins cover 
the line much quicker, so a Flasher Control heats the element faster because it permits a 
larger amount of current to flow into the element at one time, bringing it from cold to red 
hot in 20 seconds or less, The control then avtomatically reduces the current to maintain 
the precise cooking heat selected. High wattage “flashing” gives this control a head-start 
on heat-up time . .. gives homemakers Automatic Speed Cooking! 


Conclude your demonstration by pointing out to a preepes SF er 
she infinite 


all the speed in the world doesn't mean a thing unless 
control of heat. Control is needed to prevent wareane 
food and utensils. Infinite heat selection is need 
to compensate for the many types of utensils used 
in modern cooking. Truly modern electric ranges are 
equipped with Flasher Infinite Controls... are 
easy to sell because their features are easy to 
demonstrate. Why nct sell tomorrow's range today? 


PROCTOR © 


Equipment Division, Proctor Electric Co. 
Grd $+, & Hunting Pork Ave, Phila. 40, Pa 
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Branded Service is Their Best Pitch 





The selling efficiency of the 
“TT” service even shows up in the 
firm’s sales to hard-headed contrac- 
tors—the “project” market. Like 
most other dealers, Smith and 
Waldman for a long time shied 
away from the poe Brom housing 
developments with their sparse 
profit potential. When the service 
department began justifying itself, 
however, Smith made overtures in 
this direction. 


Sells A Higher-Priced Deal 


He settled on a mark-up at least 
twice normally realized in Tucson in 
this high-volume market. The sell- 
ing point was fast, reliable service in- 
cluded in the price, including five 
years on refrigerating appliances, 
one year on other white goods, and 
so on. Basing his approach on the 
fact that contractors ine to satisfy 
their customers through the first 
several years of ownership, and mak- 
ing sure each builder prospect got a 
tour of the service facilities, Smith 
successfully sold his higher-priced 
deal to a number of project build- 
ers. Such developments now fur- 
nish a big part of Smith and Wald- 
man’s volume. 

“We give the contractor his 
money's worth,” Smith says, “Part 
of the service he gets is a call by 
our experienced serviceman as soon 
as the new family moves in. Our 
man checks out each appliance, puts 
it in perfect operating adjustment, 
and gives the housewife a complete 
demonstration. This eliminates 
headaches for both us and the 
builder—and gives us a chance to 
make an impression on the cus- 
tomer. If they're suitably im 
pressed, chances are we'll sell the 
television set, the electric house- 
wares, hi-fi system, etc., which are 
bound to come.” 


Service “in the Black” 


“Our service department has 


TH SALES CHART | 
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been making money for the full 
four years,” Waldman points out, 
“Even though we set it up for just 
one purpose—to back up sales. We 
were surprised when it started pay- 
ing its own way on revenue calls.” 

The revenue total—$52,000 in 
1955—is gained without high prices. 
Smith and Waldman charge $3.50 
for “their own” appliances, and 
from $5 to $7 on those sold by 
other dealers, plus the usual parts 
charges. The department costs 
$4,200 a month for labor, and de- 
mands an inventory of from $12 to 
$18,000 to match the traffic. 

Top item in the service depart- 
ment cost ledger is the dispatcher, 
Bill Dean, Jr. Dean is the guiding 
force in the “TT” system, which is 
simply “quick, reliable service, car- 
ried out at the customer's conven- 
ience and with a minimum of 
wasted time and effort.” “TT” is 
uncluttered with commissions and 
“spiffs” for servicemen, haphazard 
routing or other inefficient ills. 
Dean’s sole responsibility is to ad- 
minister a staff of 15 mechanics, 
schedule their calls, talk to custom- 
ers when they call in, and get each 
mechanic to and from each job with 
minimum confusion. 

With a sharp man on top of the 
situation and an attitude towards 
service which doesn’t let the sales 
department “ride’”’ on them, Smith 
and Waldman servicemen just con 
centrate on getting the job done. 
They don’t have to pad jobs, look 
for other sales or work for commis 
sions—they’re on straight salary. 

The result is celerity in getting 
the work done. Serviceman speed 
allows the Tucson firm to stick to 
an hourly schedule, made at cus 
tomer convenience. With four 
white goods men, four TV men, a 
small appliance man, helpers and 
deliverymen, Smith and Waldman 
have all the people they need. Seven 
trucks keep things rolling. End 
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“REVCO’S 17 and 26-ft. FREEZERS 


are the BEST SIZES for FARM FOLKS ” 


this report comes 

from Benjamin Imhoff, 
owner and president, 
Imhoff & Long, Wooster, Ohio 


“The fast freezing principle of the 
aluminum liner plus the durability 
of the units which require little 

or no service sells Revco freezers 
for us. This factor keeps our sales 
profits up, which accounts for 15°; 
of our store profits. The 17 and 
26-ft. freezers are the best sizes for 
farm folks and home 


, 


owners’ needs.’ 








Ben Imhoff, Ralph Long 





Mrs. Lon S. Campbell, Oliver Wright, Jr 


"We sell on an average of 30 Revco 
freezers a month!” 


so says Oliver Wright, Jr., of Oliver Wright 
Furniture & Appliance Co., Knoxville, Tenn 


“We like to sell Revco freezers because we know we 
have sold a product of outstanding quality that is virtu- 
ally trouble-free. One month we sold 93 Revco freezers. 
Right now our Revco sales account for 35% of our store 
profits and we expect a 35% increase in Revco sales 
in 1957 


(Rveo 


SPECIALISTS 





IN REFRIGERATION 


aD 


Bl ow GE 


Revco Trend-Setting Products 


"e 
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Lindsay Radney, Lon Jones, Alois Raabe, John Veno, 
Curtis Booher 


“The Revco kit really gives our cus- 
tomers a convincing demonstration” 


is the enthusiastic report by Alois O. Raabe, 
Whites Stores, Inc., No. 75, Irving, Texas. 


‘The exclusive aluminum liner feature which is brought 
out through the complete Revco demonstration plus the 
competitive price really sells our customers. We are look- 
ing ahead to a 50% increase in Roveo sales in 1957. 
Our regular freezer customers help us with new prospects 
for they are always pleased with their Revco purchase.” 





REVCO’S convincing demeonstration—John 
Revco District Manager, using the convincing Revco con- 
sumer demonstration proving (1) Revco faster freezing 
action; (2) Flavor-Seving food preservation; (3) Lower 
operating costs. 


’ 
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Here’s why REVCO 

Chest Freezers account for 
the high percentage of 
store profits 

1 


Only Revco has a complete line of chest freezers 
in different price ranges to fit all home and farm 
owners’ needs. 


Dealers everywhere are using Revco's startling 
demonstration kit to quickly convince customers 
of the fastest freezing action known. 


Only Revco has the exclusive all-aluminum 
liner with aluminum tubing bonded to the liner. 


Only Revco can prove the lowest cost per cubic 
foot. 


if you want to increase your freezer business and your 
total store profit substantially .. . SELL Revco freezers ~ 
the fastest-selling, service-free line of freezers. 





Cee eee eeeeeeeeereweee 





REVCO, INC. 
Deerfield, Michigan 


I'm interested in increasing my freezer sales and store profits 


tM. 106 


Send on your full story on the Revco large chest freezer program 
immediately 


Name 

Firm Name 

Address... 

City wwe lone.._....__State “ 
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YORK’S 


| second Front 


. ++ ls coming your way! 


The battle plans are laid and the 
die is cast for the greatest bomb- 
shell that ever hit the air condi- 
tioning and refrigeration business! 
Watch for it—and find out why .. 






#) 


Your FUTURE and FORTUNE 
Now Lies With YORK 











SUBSIDIARY OF 
BORG-WARNER 





the new 


BM nkucratt 
Automatic 


‘ EGG COOKER 


Here's on appliance that's new and different — an avtomatic eog 
cooker that ovtclasses all others in design, performance, and extra utility 
features. tt boils, pooches, ar scrambles eggs to the peak of perfection 
ovtomatically! Includes boiling tray, scrambling pan, poaching trey, ond 
72” cord. Your customers will want this latest cooking sensotion 


Remember — the new aviomatic way to 
cook éggs is catching on fast. ORDER NOW! 


Deluxe 

EGG SERVICE SET 
You'll attract every sheoper's 
eye with this array of emeart- 
ly styled, eppecling merchan- 
dive, Complete set includes 
Ne. 300 avtematic ege cook- 
or deveribed above, chrome 
serving tray and 4 beevtifully 
decarcted chine egg cups — 
en evistending gift item 


medei 900) $7895 


Ask your jobber about this 
exciting new appliance of write ws 


HANKSCRAFT COMPANY + Reedsburg, Wisconsin 
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Hi-Fi in the Window 





ing it off as the one who's $400 
combination will be a conversation 
piece in his living room.” 

That's why Aer O Lux treats 
hi-fi prospects like connoisseurs. 
This appeal also helps to trade the 
customer up to a higher priced 
set. 

In the new department, com- 
fortable chairs are provided. “We 
sit the customer down in a chair, 
ask him what artist he would to 
hear and play a record for him. 
Then we play one of the special 
records which are offered by a num- 
ber of manufacturers which de- 
scribe features of the set and in 
clude an excerpt from a symphony 
or concert piece, and on the whole 
are a most effective sales aid,” Os- 
trov says. 

When the customer has heard 
without interruption, the salesman 
then explains the controls, de- 
scribes the number of speakers and 
other features, and asks the cus- 
tomer to visualize it in his own 
home, meanwhile drawing him out 
on just what size and price are 
within his range. 

Aer O Lux provides a wide selec- 
tion for the customer to choose 
from. On the average the firm 
maintains a $20,000 inventory of 
instruments and displays in each 
of its stores from 25 to 30 differ- 
ent pieces. On display are radios, 
phonographs, table models, con- 
soles and combinations of virtually 
all the major manufacturers plus 
some lesser known brands, with 
retail prices ranging from around 


$49 to over $400. 
Complete Units Only 


The firm only handles complete 
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units and makes no attempt to 
cater to the “assemble your own” 
customer. ““We leave selling com- 
ponent parts to specialists—we 
don’t want to get involved in the 
expense, ntl sales training re- 
— in selling component parts,” 
)strov indicates. 

Location of the new department 
is especially advantageous in pro- 
moting the store as headquarters 
for hi-fi. Aer O Lux found that a 
front of store location, visible from 
the street, attracted attention and 
provided customers for the depart- 
ment. To gain maximum visibility 
as well as effective use of premium 
space, smaller units are shown in 
vertical display by means of shelves 
and fixtures on pegboard wall- 
boards. At the Broad St. store a 
window area of about 300 square 
feet was selected for the depart- 
ment. Consoles and combinations 
occupy the floor area with peg- 
board displays above them and a 
similar pegboard display on an op- 
posite partition which separates 
the department from the other 
areas of the 3600 sq. ft. store 

In the new Ridge Ave. store 
which has a total area of 2500 sq. 
ft. the hi-fi department occupies 
about 600 sq. ft. 

Pointing up the importance of 
hi-fi's contribution to store vol- 
ume, these items receive prominent 
play in store advertising on a con- 
sistent basis. Aer O Lux advertises 
each week in community news 
papers, frequently taking two and 
a half to three pages. Hi-fi gets 
about a half page of this space. 
Once a month the firm advertises in 
local daily newspapers and gives 
hi-fi prominent mention. End 














“1 F THERE'S ONE THING | CAN’T STAND 
IT’S A SLOPPY EATER.” 
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ONLY MAYTAG 


No one but a Maytag dealer 
has all this to sell! 


tin ai @ TWO-SPEED wash and spin 
——_—— ean ¢ COLD WATER wash and rinse 
(warm and hot, too) 


e SUDS SAVER 

a @ AUTOMATIC WATER LEVEL CONTROL 
@ SAFETY LID 
© DOUBLE-SPIN TUBS 

e CHOICE OF BACK PANEL LIGHTS 

© CABINET RUST-PROTECTED 
@ AUTOMATIC UNBALANCE SWITCH 








It’s the finest automatic ever made, with 

a trouble-free performance record. For 
longer profits, more satisfied customers, 
fewer service calls, talk to your Maytag 

| Distributor or Regional Manager. 

i The Maytag Company, Newton, lowa. 





= | | NEW MAYTAG 


= AF abric 


AUTOMATIC WASHER 


a 











YOU MAKE MORE...AND KEEP MORE...WITH 


MAYTAG 
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AY” gas heating appliance equipped with 

a basic A-P “Fifty-Five” gas control en- 
joys a four-way advantage . . . a four-way 
chance of being sold faster! At time of sale, 
customer has a choice of four automatic 
thermostats tailored to all budgets. . . all 
heating needs. A screwdriver is all that is 
needed to attach thermostat to basic con- 
trol . . . and there are only four screws. Non- 
electric types (MT and MTS) are com- 
pletely mechanical and require no wiring. 


COOKSVILIE, Onterie 
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Quick sale! 


Yours only on appliances equipped with 
A-P model “Fifty-Five’ gas control 


A-P CONTROLS oivision 


CONTROLS COMPANY OF AMERICA 


2541 WN. 32nd Street, MILWAUKEE 45, Wisconsin 
NIJMEGEN, Hellond 


















Electric types (ET and EM) are furnished 
with complete wall-thermostat kits. 

There’s more — the basic control contains 
all six components necessary to assure per- 
fect performance on natural, manufactured 
or LP gases! In fact, no other 
gas control on the market offers 
more in comfort appeal or 
adds so many competitive 
advantages. Write for new 
bulletin. 

“Flip-Facts”’ tell the Fifty-Five 


control story in your plant or 
office. Make an appointment. 
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What's Happening 
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Both speeches were among the best 
received of the entire week's pro- 
gram. Dealers found that their 
service problems paralleled those 
faced by RCA when Griffiths told 
of the Service Co.’s three major 
operating problems: repeat calls, 
chassis calls (shop work), and keep- 
ing servicemen on the road and 
productive and efficient. Dealers 
were also somewhat surprised to 
learn from Petterson that among 
Polk’s most effective techniques for 
building business are: (1) phone 
calls to friends (2) ordinary two- 
cent government postcard mailed 
to friends, and (3) use of bird-dogs. 


Pattern for the School 


To cover subjeets like these (and 
dozens of others) students assem- 
bled each morning at 9, took a 
break at noon, then came back to 
classroom work until almost 6 in 
the evening. On four nights class 
room work was scheduled for 7:30 
to 9, often ran later. 

Instruction was a blending of the 
usual lecture-type lesson with case 
study discussions of individua 
problems. This year three of the 
case studies were written by 
NARDA members and _ involved 
actual dealers. In two of the three 
cases the dealer himself was present 
to hear the group discuss how he 
should solve his problem. Problems 
posed in these case study periods 
were specific: should the dealer go 
full-line, should he cut off service 
to customers who buy from dis 
count houses, should he open up a 
branch in a shopping center. 

Instruction was virtually a round 
the-clock proposition but even so 
the dealers in attendance couldn't 
get enough of it. ‘They talked ap 
pliances during meals, between 
classes and late into the night. 
From it all came no magic formula 
But dealer after dealer agreed that 
he was going home and try to ap- 
ply what he had learned to his own 
operation 


End 


GIVE . tne ites way 

















MERCHANDISING 


NO-VENT DRYER 


WITH A SALES STORY YOURS ALONE TO TELL! 
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MAYTAG DEALERS can go all the way in 
selling the advantages of the new No- 
Vent Dryer! For here is a dryer with a 
truly exclusive story: its method is dif- 
ferent, its results are better. 


Maytag’s patented water extractor 
principle eliminates the drawbacks of 
other dryers,even other water-type dryers. 
You can promise and deliver “no heat, 
moisture or lint in room” — “no ugly vent- 
pipes out window or wall”-—“put this 
dryer any place you put a washer.” 


Remember, too: Maytag has a full line 
of dryers, gas or electric, no-vent or 
vented, colors or white. For the full profit- 
able dryer story, see your Maytag Distrib- 
utor or Regional Manager. 

The Maytag Company, Newton, lowa., 


NEW MAYTAG 


WVo-VenT 


AUTOMATIC DRYER 
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Your Industry's 
Greatest Exhibit 


More exhibitors and more products 
than ever before—the Chicago 1957 
NHMA Exhibit will be the biggest in 
the history of the housewares industry. 
Buyers will see the greatest array of 
merchandise ever assembled. 

The NHMA has only one interest: 
to serve the best interests of the house- 
wares industry, by making each suc- 
ceeding show more worthwhile for 
both buyer and manufacturer. The 
National Housewares Exhibit brings 
the buyer up-to-the-minute in terms of 
merchandise and merchandising 
activities. It provides the manufacturer 
a marketplace and a showplace with- 
out equal. 

This is your show—the only house- 
wares exhibit operated and managed 
from within the industry itself, by 
the NHMA. 


6" NHMA 
~ National Housewares 
Exhibit 
January 17-24, 1957 


(Exhibit not open Sunday, Jen. 20) 


Navy Pier plus Drill Hall 


CHICAGO 
«thee io no substifitte ln 
your National Howawaes Ebi a 
NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


(Incorporated not-for-profit) 
1140 Merchandise Mart, Chicago 54, Illinois 
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Color Jumps His TV Volume 





an interested group of nature 
lovers. ‘This has brought in a num- 
ber of prospective buyers. 

Arthur Becker thinks that the 
greatest boost any manufacturer or 
distributor can make to the Chi- 
cago market is to run lists of deal- 
ers selling color sets or service on 
the television station broadcasting 
color. Last year, General Sarnoff 
= pressure on ‘TV _ station 
VNBO to project all its local pro- 
grams in color, and this is what 
made retailing color ‘TV possible 
at all. 


Pattern of the Sale 


There is no canvassing at Beck- 
ers, little advertising, and nearly all 
sales have been to old customers. 

Typical prospect is one who 
walks in with the idea of putting 
$300 to $450 into a replacement 
for his old unit. The salesman tells 
him that for $200 more he can 
have a color unit, whereupon the 
prospect brings up these questions: 

1. Is the quality of color good? 

2. Will the set deliver a good 
black and white picture? 

3. Is the color set an experimen 
tal model, and will it soon be 
superseded by a cheaper unit? The 
public has read about transistors 
and heard a rumor that a good 
color set will be along shortly at 
about $195. 

Becker's Music Store has one 
color set on the sales floor, and 
this is kept in operation whenever 
a color program is on, It is parked 
amid the $300 to $450 black and 
white units for side-to-side com- 
parison. 

The salesman asks the prospect 
if he has ever tuned a color tele 
vision set, and puts him down for 
a demonstration, He explains what 
the “color” and “hue” knobs do, 
and how one compares flesh color 
with one’s own hand. Then he 
proceeds to show what a wealth 
of color programs are on the air 
right now, and the pride the pros 
sect will feel at being first among 
1is friends to own a color set. 


Service on Color 


Art Becker feels sorry for the 
dealer who attempts to sell color 
television without a service man 
trained in color. The customer 
feels that he is buying an experi- 
ment, and the job must work 
faultlessly. Otherwise he is at the 
telephone constantly calling the 
guy who sold it to him. 

Yistributor installation and serv- 
ice is too slow and too preemptory 
with the customer, Becker feels. 
The ten-day wait was what caused 
Terman, Chicago’s first exclusive 
TV dealer to put in his own serv 
ice 
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Becker Music Store has three 
men who have taken schooling on 
color service. One of them delivers 
the color set in a hurry, and inci- 
dently there is no “burning in” of 
the set to get it ready. The firm 
has eight service men altogether and 
the firm makes a profit on its 
service, 

Call-backs have run four or five 
per color set despite all of the 34 
purchasers being experienced op- 
erators of black and white units 
They all buy a service policy that 
covers everything. The _ store 
charges $99.50 for one year’s serv- 
ice, parts and installation; $69.50 
for six months; $49 for three 
months; $25 for installation alone. 

While fear of picture tubes 
going out has disappeared with 
black and white television, the 
public is wary of color tubes, the 
cheapest of which costs around 
$175. Becker has $1,000 invested 
in color testing equipment: a color 
bar generator which cost $495, a 
signal generator which ran around 
$500, and a homemade dot gen- 
erator, costing $25 to $35. Should 
a prospect walk in when there is 
no color program on the air, a 
demonstration is given with the 
color bar outfit. This equipment 
is carried on service calls. 

To date, there have been no 
major repairs on color sets. No 
one has had to replace a color tube, 
but it will happen. Chief service 
difficulty has been “convergence” 
which means that the color haloes 
from objects in view. One set 
burned up in a customer's home, 
due to faulty fusing. The owner 
was present, pulled the plug from 
the wall, and put out the fire with 
a pitcher of water. Repair cost 
was $75, covered by service policy 


Observations on Business 


“You can’t push the acceptance 
of color too quickly,” is Mr. 
Becker's opinion. “Everybody with 
the money for a color set has a 
black and white set which we don’t 
accept in trade. We are getting 
past the fear period, and buyers are 
satishied with the quality of the 
programs. 

“In the Chicago market it is 
impossible to sell a product on 
quality. All you sell is price, due 
to the fact that a dealer offering 
the same item for $10 less will 
get the order. 

“Chicago distributors think that 
exposure is what makes the sale, 
and for this reason they put in 
color’ sets wherever they can. Fac 
tory service and installation, plus a 
small inventory, is what makes a 
dealer become a discounter—and 
I want to add that wrong handling 
of color TV can blow it up com- 
pletely, in this market.” End 
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Exclusive from Johnson’s Wax! 


AUTOMATIC FLOOR CARE IN 2 EASY STEPS! 


Only possible with new Johnson's Wax Polisher-Scrubber 
and Johnson's exclusive Disposable Pads 
















d wit “a 
much taster 





cHine 
with MA aida’t hope 1° 
two! po.ien justrous potieh me wey ar ae? 

















“ee wwe 
ore, the Johnson wives ae pewwern waninge 2 xed” luner, From 
J h ‘ In oe coal hard hand wor tes, bring ack ‘yet atic HOOF care 
ohnson’s Wax pase ef Na MM rn aN 
di we ohnson GY 
sramson’s Reautifion LAGU ition leaves im ng to buffing, (he a 
olisnher-ocru —~ 


Cleans, waxes, polishes and 
buffs floors in mere minutes— 
automatically! It’s a single- 
brush machine like machines 
used by professional waxers. 





Scrubber 


eee 





Johnson's Wen Pollener” 
Opening Magazine Ad magne 
(Shown at right) appears 
in full color, teils customers 
the whole 1-2 story. 
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ything # om 
u's needed. Ever All inquiries from Polisher-Scrub- 
) ber ads will be referred to dealers. 


3 ) . Here’s how Johnson’s Wax helps you sell! 


EXPERTS IN FLOOR CARE 


Bm LOX Television! On “Robert Montgomery Pre- Consumer Booklets! Outline the easy way 
IN 1886 


sents” —over 20,000,000 people watch each to automatic floor care. Why not send for 
telecast—one of the top 3 dramatic TV net- your own copy today? 
work shows. 


“Johnson's” is a 
registered trademark of 
5S. C. Johnson & Son, inc. 


Remember, it’s a market ripe for sales! 
Magazines! Full-color pages reach the Imagine! Less than 6%, of U. 8. wired homes 


audience you want—the people most inter- have any kind of electric floor-care machine 
ested in their homes. (Opening ad above) - + » compared to well over 60% having 
~— o Newspapers! Local newspaper ads tel] Y#cuum cleaners! 

nana Rap PAL < the story at the local level, help sell your Contact your nearest Polisher-Scrubber distribu- 
customers! tor for complete information. 
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ready to service electric ranges 
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Simple short-cut to easier, 
more profitable replacements 
of range rotary-type switches. 


Kit contains: 
2 No. 3HK (switch w/knob & shaft) 
4 No. SHK (switch w/knob & shaft) 
4 No. 7HK (switch w/knob & shoft) 


3 No, SAK (adapter kit) 
5 No. 'LT” shafts, extra long 


1 steel carrying case 
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Instantly! Profitably! Service any andallelectricranges 
that use rotary-type switches by having the TK Switch 
Kit on-the-spot with you. Avoid useless trips back to 
the shop, eliminate confusing cross references. Make 
change-overs in minutes and reap high profits while 
satisfying your customers. No longer is it necessary 
to stock a maze of shafts, odd parts and obsolete 
switches. Get the TK ‘‘On-the-Spot’’ Switch Kit that con- 
sists of only three switch assemblies and one adapter 
ae a ee. eS 54a eae kit and make your job simple, quick and profitable! 


$9495 


TUTTLE « KIT INC. 


ELECTRIC HEATING ELEMENTS + DEVICES + SWITCHES & CONTROLS 
1623 N. MONITOR AVENUE * CHICAGO 39, ILLINOIS 


OCTOBER, 
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For the name of your 
nearest TK Authorized 
Distributor, contact 
Factory Representatives 
listed below: 


ATLANTA 13, GA. 
H. K. Dewees Co. 
654 Hemphill Ave., N.W. 
(Phone: Trinity 5-2753-4) 
J. C. Armstrong (Tampa) 
Cc. W. Miller (Decatur) 
E. C. Newbill (Chattanooga 
W.H. Morris (Jacksonville) 
BOSTON 10, MASS. 
Boudrot & Garside 
157 Federal Street 
(Phone: Hubbard 2-1380) 
CLEVELAND, OHIO 
Maurice J. Lackritz Co. 
1836 Euclid Ave. 
Cleveland 15, Ohio 
(Phone: SUperior 1-3244) 
DALLAS, TEXAS 
Don C. Estes Co. 

300-321 Mdse. Mart 
(Phone: Prospect 2706) 
DENVER 16, COLORADO 

Al Solen Co. 

3029 E. 42nd Sf 

(Phone: DExter 3.3443) 
DETROIT 21, MICH. 

T. J. Riley Assoc. 

16525 James Couzens H' way 

(Phone: University 3-9178) 
FT. WAYNE, INDIANA 

L. Wayne Gift Company 

128 W. Hoover Ave. 

(Phone: Kenmore 4346) 
KANSAS CITY 8, MO. 

Earl Goetze Co. 

2836 Main St. 

(Phone: Plaza 3-2030) 
LINCOLN 2, NEBRASKA 

Ed. T. Taber Co. 

3240 S. 31st Street 
(Phone: Lincoln 3-4420) 
LOS ANGELES 22, CALIF. 

Paul Potter Assoc. 

1633 Bluff Rd. 

Montebello, Calif. 

(Phone: RAymond 3-1177) 
MEMPHIS, TENN. 

O. N. Fussell 

461 N. Highland 

(Phone: Memphis 4-951 1) 
MILWAUKEE 17, WISC. 

H. F. Burke & Assoc. 

316 E. Silver Spring Dr. 

(Phone: Edgewood 2-300!) 
MINNEAPOLIS 26, MINN 

Eggar-Bennett 

3280 Gorham Ave. 

St. Lovis Park 

(Phone: West 9-8874) 
PHILADELPHIA 4, PA. 

H. M. Bell Assoc. 

202 Wilford Bidg. 

101 N. 33rd St 

(Phone: Baring 2-7028) 
PITTSBURGH 1, PA. 

Charles R. Norrish Co. 

2900 Smaliman St. 

(Phone: Atlanta 1-8466) 
ST. LOUIS 8, MO. 

C. F. Thomas Co. 

4903 Deimar Bivd. 

(Phone: Forest 7-1 481) 
SEATTLE 4, WASH. 

Western Factors 

2743 Ath Ave., S. 

(Phone: Mutual 3414-341 5) 
SYRACUSE, N. Y. 

W. S. Owen Co. 

321 W. High Terrace 

(Phone: Syracuse 8-4264) 
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152 Electric Blankets in 100 Days 


(continued) 


as a prize for excellent per capita 
sales of General Electric appliances, 
he happened to sit in on a sales 
meeting conducted on shipboard 
and built around GE’s new contour 
electric blanket. 

“The sales meeting woke me up 
to opportunity”, Glenn said, “Prior 
to this we had paid no attention to 
electric blankets as a number in the 
inventory simply because in dealing 
with small town residents, farmers, 
miners, etc., there had never been 
much call for them. In fact, it has 
not been long since all of the rural 
counties surrounding Delta have 
been treated to REA installations 
to provide the necessary power. 
Looking over the eleetric blanket 
line for 1956, however, I saw that 
the price was right, the blanket line 
had some special appeal in colors, 
the contour shape, etc., which 
could be sold to anyone who is 
likely to suffer from penetrating 
cold during the night hours and yet 
appreciates a neatly-made bed, Con- 
sequently, I ordered 50 of them 
and as soon as I got back to Colo- 
rado, I began making plans. 


Task: Warm Up a Market 


Asking a few questions of his 
neighbors, old customers and 
friends, Glenn found that electric 
blankets were as scarce as the pro 
verbial hens’ teeth in Delta and its 
environs. Consequently, the market 
was tantamount to a virgin one so 
the Colorado mountain dealer felt 
that he would have to come up 
with something sensational in the 
way of promotion to get results. 
“We had to first sell the idea that 
we were electric blanket dealers”, 
Glenn said, “then create interest in 
this most comfortable of modern 
electrical living appliances. Ordi- 
nary methods would scarcely pro- 
duce the sort of attention we de- 
sired, and consequently I sat down 
and mapped out the most elaborate 
program we have ever used”. 

The first step was to call the 
store’s six-employee sales staff to 
gether for a special sales meeting, 
held on a late September evening. 
Here, Glenn, rolled out all of the 
display and promotional material 
furnished by the manufacturer. He 
informed his personnel that the 
sales goal would be 100 blankets in 
100 days from October 1 until 
Christmas day. This, of course, was 
a miraimum figure. 


Sold Salesmen 


Next, a “school” was held un 
der similar circumstances, with a 
representative of the B. K. Sweeney 
Company, General Electric dis 
tributors in Denver, traveling the 
300 miles to Delta to put on a 
demonstration. With all employees 
on hand, the crew got a thorough 


briefing on the electric blanket, its 
safety, ease of control, thermometer 
control, design, etc. Only when 
every salesperson could answer all 
conceivable questions about the 
blanket did Glenn adjourn the 
meeting. As a parting feature, he 
gave each salesperson a new blanket 
to take home, every employee guar- 
anteeing to sleep under it and thus 
learn its benefits first hand. 

“I can’t over emphasize how im- 
portant this step was, incidentally”, 
Glenn said, “A few nights sleep 
under an electric blanket, with a 
cold spell coming along at just the 
right time, made believers out of 
salesmen. Where none of them 
could talk up the blanket with real 
enthusiasm elena! all of them be- 
came the best possible Boosters”. 

Next, Glenn went into a “‘satu- 
ration advertising program,” which 
set records for the Colorado com- 
munity. He was determined that 
every citizen within the trading 
area of Delta would be “electric 
blanket conscious” through the 
year but, at the same time, he 
was primarily interested in show- 
ing a worthwhile profit on the 
drive. Consequently, at no time 
during the entire promotion was 
there any semblance of a mark 
down, or a price concession of any 
sort. Sl the Colorado dealer 
went after “at list” business and 
achieved it without exception. 

All Day Sleep Talk 

Under the saturation program, 

Glenn contracted for eight radio 


spots per day on one Delta radio 
station, spaced only 15 minutes 


apart through the day, and built 
oneal the theme that “Modern 
Sleeping Comfort Has Come To 
Delta”. Colors, contour design, a 
free home demonstration, etc., were 
all played up in the radio spots. At 
the end of the week he likewise 
showed the electric blankets on 
TV, grabbing a fortuitous oppor- 
tunity when a biscuit company’s 
sponsor suddenly pulled out of a 
scheduled half hour TV program. 
Glenn was able to take over the 
commercial time for only $21 and 
put this time to work by demon- 
strating the blankets and inviting 
the public to call in by telephone 
for a free home demonstration. 
Viewers were promised that a deliv- 
eryman was standing by with a half 
ton truck ready to rush the blanket 
to their homes, 

“We got 15 calls in the next 
hour and sold every blanket by 
noon the next day’, Glenn said. 

Timed through early October 
with the radio saturation program, 
was heavy newspaper —— 
Two half page ads were run in the 
Delta newspapers spaced a week 
apart and concentrated on electric 
blanket comfort, reliability, etc., 
plus some 90 classified ads on the 
want-ad pages of the Delta news- 
paper. These, incidentally, were 
given a clever twist by asking in 
each ad “‘Ladies—If Your Feet Get 
Celd While Your Husband Is 
Off Hunting, Call Glenn's”. Be 
low, in small type the postscript 
pointed out “We're selling electric 
blankets ”’. 


Boy Does a Man’s Work 


Then, after the promotion got 
under way, the Colorado small-town 
dealer came up with three novel 
promotional stunts, which were 
just short of pure genius, One of 
them was to doll up a Delta grade 
school boy in warm clothing to pull 





a coaster wagon back and forth 
through Delta’s downtown shop- 
ping area on busy week ends. Piled 
in the wagon were several electric 
blanket cartons with one bright 
yellow electric blanket, controls 
visible, on top. Signs on three sides 
of the —— asked “Why Be Cold 
Tonight—-When You Can Get An 
Electric Blanket At Glenn’s?”. 
The youngster, earning a dollar an 
hour, ro personally known to 
most of the ple, was re 
sponsible for at least 35 blanket 
sales in four consecutive week ends, 
Glenn reports, 

Just as novel was his decision to 
set up “blanket clubs.” Selling in 
an area where incomes are for the 
most part low and where the usual 
customer wants a “‘little extra” for 
his money, Glenn proposed a plan 
whereby each blanket customer 
could join a “blanket club” consist- 
ing of 10 purchasers. Then, a week 
before say meg | one name would 
be drawn from the ]0 representing 
each club and to that person, Glenn 
Hardware and Furniture Company 
would present a “paid in full” re- 
ceipt for his electric blanket pur- 
chase. This stimulated a lot more 
interest than Glenn had expected. 
Over a few days time he signed up 
no less than 70 blanket an aoe 
bers for seven complete clubs. This 
represented a total blanket cost of 
$223 and a profit of $92 from each 
of the seven clubs. 

“Actually, as it turned out, the 
club gimmick wasn’t necessary”, 
Glenn admitted, “we might have 
sold the same volume by simply 
marking down prices slightly or 
going after the peed gift angle 
a bit more heavily. The blanket 
club did, however, attract a lot of 
customers who appreciated the op- 
portunity to participate in the draw 
ing and might otherwise have 
some day sent away to a mail order 
house for a lower price electric 
blanket, 


Warm Bench Warmers 


Most colorful of all his stunts, 
and one which attracted national 
attention, was the arrangement 
which Glenn worked out with the 
football coach of the Delta High 
School. Realizing that the local 
team played most of its football 
games at temperatures averaging 
25 to 35 degrees, Glenn went to 
the football coach and offered to 
supply electric blankets for each 
of the remaining games on the 
schedule “with no strings at 
tached”, The coach cleared the 
idea with the school superintend- 
ent, although he restricted the 
number of blankets to be used to 
three, These would be adequate for 
the backs who, of course, are in 
and out of the game more often 
and who are usually the most val 
uable players, Bright green blan- 
kets, to correspond with the school 
colors, were furnished and conven- 
ient plug-in outlets mounted right 
on the benches themselves for pub- 


“YOU BEAT HIM AGAIN, SLIMI”’ 


(Continued on page 130) 
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American Blower Utility Set 





We call it a utility set, because it 
solves so many ventilating problems 


It is self-contained, consists of a motor, a Sirocco 
fan wheel and a housing, and is used to supply or 
exhaust air where duct systems are required, 


That covers a lot of territory and a raft of 
commercial and industrial applications — from ait 
cooling electronic tubes in laboratories, to ven 
tilating sprawling apartment buildings and hard 
to-reach areas in factories. And that calls for a 
wide range of sizes and capacities. You get this 
large selection from American Blower 


In fact, American Blower offers a complete line 
of utility sets—as well as propeller fans, attic 
fans, and home ventilators .. . a good reason why 
it pays to standardize on American Blower. 


Why not call our nearest branch today for com 
plete information, 


AMERICAN 


IT PAYS TO STANDARDIZE ON 
THE AMERICAN BLOWER LINE! 


Utility Sets for general supply or exhaust. Ratings 
certified; self-contained. Sirocco wheels, 3 to 36 inches. 


Ventura Fans for efficient commercial and industrial 
ventilation; propeller type; 10 to 72 inches. Certified 
ratings. 


Aeropel Home Ventilators for use in kitchens, bath- 
rooms, recreation and laundry rooms. Attractive design; 
quiet; easy to install. 


Attic Fans for comfort cooling at low cost in homes, 
apartments, hotels. Ratings certified; vertical or hori- 
zontal models. 





Division of Avamcan - Stantard 


AMERICAN BLOWER COR 
‘ i toad 7 v W <= 








Model G Ventura Fans Attic Fans 
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Model K Ventura Fans 


Home Ventilators 





152 Electric Blankets 
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lic address systems, microphones, 
lights, etc., provided the power. 

Eager to get along with his fel 
low merchants, Glenn refrained 
from advertising the electrically 
heated football team in Delta news 
papers, but he did run ads inviting 
the sports crowds to note the elec- 
tric blankets on their favorite 
player in newspapers at Grand 
Junction, Montrose, Hotchkiss, and 
other towns surrounding. Although 
there were no advertising signs at 
the football games themselves, 
Glenn found the sheer novelty of 
the idea appealing enough so that 
his store and its novel contribution 
was mentioned over the public ad- 
dress system twice at each game. 
Needless to say, this too, contrib- 
uted to electric blanket appeal. 

Other methods included the 
usual window displays, a heavy di 
rect mail program to all past cus 
tomers of the store, electric blanket 
displays throughout all of his fur 
niture departments, and of course, 
gift appeal toward Christmas time 
'wice, hurry up calls for new 
blanket supplies had to be rushed 
to the Denver distributors and near 
Christmas when Glenn sped over 
the mountain highways to Denver 
to make good on lay-away orders 
put in by gift purchasers. 


No Returns 


“We were thoroughly surprised 
at the open mindedness of the 
very customers whom we had ex 
pected would resist even the idea 
of electrical heating on their beds”, 
Glenn said, “The number one 
weapon here was simply inviting 
the prospect to take the blanket 
home, sleep under it, and make up 
his mind. We didn’t get a single 
one back and in fact we sold a lot 
more doubles, dual control models, 
simply because there was a differ- 
ence of opinion between husbands 
and wives as to the amount of 
heat which should be used”. 

Midway along the promotion, 
thoroughly pleased with the way 
turnover was pyramiding in his 
blanket department, Glenn con- 
tracted for one of the largest dis 
play signs ever used in Delta. This 
was a huge banner, 100 feet long 
by three feet wide, which ran all 
the way across the upper facade of 
the Glenn building, on Delta’s 
Main Street, visible for blocks 
through the downtown section 

When the totals were in one 
week before Christmas, the figures 
showed about 152 blankets had 
been sold, all at full list and that 
the store profit was $12 per blanket, 
after all promotional expenses were 
deducted. This totaled $1,800, an 
amount which was understandably 
pleasing to Glenn. End 
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Traffic building 


DOUBLE 
TRADE-IN SALE 


ON NEW 


LEWYT 


POWER CLEANER 


One out of three vacuum cleaners is sold on a TRADE. Six- 
teen million women now own cleaners five years old or older. 
No wonder there’s big bargain excitement in “Twice the 
regular trade-in allowance” for a new Lewyt Power Cleaner. 





It’s easy to run your own Double Trade-In Sale. You decide 
amount of Double Trade-In, so there’s plenty of room to 
Wheel and Deal. 


What’s more, Lewyt gives you a complete Double Trade-In 
Promotion Kit—ad mats, giant postcards, window streamers, 
displays, radio scripts—all backed by biggest national ad 
drive in entire vacuum cleaner industry. So to double your 
chances for extra traffic, call your Lewyt Distributor now! 


Model 90 


LEWYT CORPORATION, Long Isiand City 1, New York - Also sold through leading Canadian Distributors 
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Yours with a 12 reel order: 





> ow 
Sa™ "5 al » a” ™ 


2” 





—— 





wry 







° . 
et se 


rd - 
he] 
’ " amen, 
‘S388: SSS gg: —,- 
SES: 33 AAT eee Pew «is 
1G US pay on 


COTCH magnetic ao 
Seni tapes 8:8 


im! 82: ~ aa oe ABets 


i . ‘=. 
’ 








SINGLE SHELF 2 80% PUNTER wit MANDY GYTORAGE GPACE FOR ACCESSORIES) :ee + 


Complete package puts any dealer in the magnetic 
tape business at a low, low investment 


Which of these 3 sturdy, handsome tape mer- For 24 box single shelf wall or counter model, 
chandisers do you want? The single shelf coun- just order 6 reels of 1200 foot “Scotcu” Brand 
ter unit, the wall unit, or the giant double shelf Magnetic Tape 111A-12, and 6 reels of 1800 foot 
counter model? Pick the one that best suits your “Scotcu” Brand Magnetic Tape 190A-18. You 


needs, You'll receive your choice absolutely free. can get the giant 2-shelf counter unit with an 
These tape merchandisers boost sales by stimu- order of 12 reels each of 111A-12 tape, 190A-18, 
lating impulse purchases of magnetic tape! 120A-12 and 150-18. 


CASH IN ON THE BOOM in tape recording! Stock plenty of fast-selling “Scotcn” Brand 
Magnetic Tape. Order your free merchandiser from your jobber salesman or 3M salesman, or write 
Mr. Dan Denham, Sales Manager, Magnetic Products Division, at the address below. 


The term “Scorcu” and the plaid design are registered trademarks for Magnetic Tape made in U.S.A. by MINNESOTA MINING AND MPG. CO., 
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merchandisers 


3 types to fill every dealer’s need 













SINGLE SHELF - 
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WALL UNIT 
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elow, convenient height 


*@ occupies less than 1% feet of counter space 


@ sturdy wrought iron construction 


GIANT 48 BOX DISPLAY is attractive and 
it’s sturdily built. Has storage space in back for 


accessory items or empty reels, 








stock the leader... 
promote the leader 





Export Sales Office: 99 Park Avenue, New York 16, New York. © 3M Co. 1956 
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Equipped with two-way 
fill ‘n drain hose — 
available in a range 


Se of beautiful pastel colors, . 
wor P 








If you have a full line except for a wringer washer, the 
Super Regents fit in to a “T”. They are the leaders in a 
tull line of wringer washers that are completely 





independent of any appliance line. 





It's a good fit also when you consider your need for a 





wringer washer that has top sales appeal, a longer than 
average profit margin-—— and, a company reputation 






you can sell to the full! Send for more details 


, ra 
Y, / WASHERS CENTRAL RUBBER AND STEEL CORPORATION 


MAKING GOOD WASHERS FOR OVER FIFTY YEARS FINDLAY OHIO 
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WESTINGHOUSE Plastic 
Refrigerators 


Westinghouse Electric Corp., 
Columbus, O. 


Device: Two new refrigerators of 
lightweight plastic with steel doors 
designed for built-in use. 

Selling Features: Both models have 
13 cu. ft. capacity; one, designed to 
be used vertically has the 9-ft. re 
frigerator compartment at the top 
and freezer compartment under 
neath; horizontal model has the two 
compartments side by side and may 
be installed on base cabinets of an 
height or attached to wall; although 
units have steel doors, engineers 
say they expect to have models with 
plastic doors within a year; even 
with steel doors the units averag: 
150 Ibs. less weight than steel mod 
els of same capacity. 

Exterior skin is a mixture of 
polyester and glass fabric; cabinet is 
formed from a single flat sheet of 
laminated 3-layer ‘“‘sandwich’ ma 
terial consisting of outside skin, in 
side skin of polystyrene or alumi 
num and a filler of 24 in. of poly 
styrene foam insulation; corners are 
mitred out and cabinet folded like 
a carton with corners bonded and 
sealed with a plastic resin 





PRESTO Control-Master 
Appliances 


National Presto Industries Inc., 
Eaw Claire, Wis. 


Models: Three new appliances have 
been added to Presto line for use 
with the Presto Control-Master 
thermostatic control, bringing the 
total to 6 different appliances that 
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fry, grill, bake, stew, simmer and 
pressure-cook automatically. 
Selling Features: New additions in 
clude an automatic saucepan, an 
automatic Dutch Oven and an 
automatic pressure; heating cele 
ments for all appliances are wate: 
sealed; and are all submersible; all 
may be operated by same detach 
able control which contains ther 
mostat, pilot light and heat set 
tings. 

Prices: Saucepan, $13.95 including 
cover; Dutch Oven, $16.95 includ 
ing cover and Pressure cooker, 
$19.95. Presto Control-Master re 
tails for $6.95 additional, and one 


(unit can be used to operate all 6 


appliances now in line. 





RCA WHIRLPOOL Laundry Line 


Whirlpool-Seeger Corp., 
St. Joseph, Mich. 


Device: RCA Whirlpool laundry 
line consists of 5 automatic wash 
ers, 5 gas and 4 electric automatic 
clothes dryers; a semi-automatic 
and a 10-lb. wringer washer; and an 
automatic ironer. 
Selling Features; Automatic wash 
ers include Imperial, Supreme, 
Custom, New Yorker and Deluxe 
Imperial and Supreme top of line 
washers and dryers available in 
pink, yellow or green as well as 
white baked-on enamel with porce 
lain enamel tops; a white all-porce- 
lain cabinet is also available on 
Imperial washers and dryers. 

Built-in automatic lint filter on 
Imperial, Supreme, Custom and 
New Yorker functions at all times 
while washer is agitating or pump 
ing out; lint, fuzz and other foreign 
particles not disposed of through 
basket perforations are trapped by 
filter which is mounted out of sight 
in rim of basket and may be r 
moved to clean. 

3 automatic water temperature 
settings with fabric guide on top-of 


line models; electrically operated 
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pushbutton lid opens automatically 
when wash is finished; if opened 
during spin cycle washer shuts off; 
recessed back for flush-to-wall in 
stallation; infinite automatic water 


level selection provides exact 
amount of water for any size load; 
optional built-in automatic suds 
miser and 2 wash actions—regular 
and delicate; Germicidal lamp; in 
terior illumination, plastic — to 
plate; and cycle tone signals are 
other features, 

New Yorker, an 8 lb, model in a 
24-in. cabinet, similar to Imperial 
for homes with space problems, 

New dryer line matches wash 
ers externally—Imperial Super-speed 
gas dryer and Imperial electric have 
infinite temperature selection with 
5 automatic settings, pushbutton 
operated doors; built-in topside lint 
screen, stain-resistant porcelain in 
ner door panels; gas model has 
automatic ignition, 





HOTPOINT Modular Kitchens 


Hotpoint Co., 

5600 W. Taylor %., 

Chicago, 44, Hl, 

Models: 3 new modular kitchen 

KL-5, KL-4 and KL-6. 

Selling Features: KL-5 is a 7-ft 
unit without an oven; consists of 
1 24-in. storage cabinet; 36-in. wide 
torage drawer and sink cabinet 
md a 24in, “rinse-dry” pre 

plumbed automatic dishwasher 
vith a l-piece stainless steel top 
vith 4 surface cooking units, one 





of which is Hotpoint’s new auto 
matic cooking unit that can also 
be used as a thrift cooker or french 
fryer; in addition a griddle outlet 
and surface griddle, sink bowl and 
bank of 4 convenience outlets are 
included, 

KL-4 is a 7-ft. unit with a 24-in 
wide built-in oven, 15-in, storage 
drawer; 2l-in, sink cabinet and 
standard 24-in. pre-plumbed auto- 
matic dishwasher; a 1-piece all 
stainless steel top with 4 surface 
cooking units, standard pushbut- 
tons, oven timer, griddle outlet, 
sink bowl and bank of 4 conveni 
ence outlets. 

Deluxe KL-6 is a 9-ft. unit made 
of all KL-5 appliances plus a 
24x54-in. high oven cabinet and 
a deluxe built-in oven with an 
automatic rotisserie, pushbutton 
switches, minute timer and oven 
timer; oven cabinet also provides a 
16-in. x 24-in. wide storage space 
for 2 drawers. 

Price: From $1100 to $1400 





G-E Dishwasher 
General Electric Co., 


Lovisville, Ky. 
Device: G-E Mobile Maid dish 
washer. 


Selling Features: New 2step wash 
action removes most heavy foed 
soil, eliminates hand rinsing and 
scraping; power-scrub washing 
action—electrically powered  stairi- 
less steel impeller keeps water surg 
ing vigorously during pre-rinse, 
double-wash and triple rinse cycle; 
super-wetting agent in final rinse 
gives spot-free drying; flush-away 
drain pump removes and liquefies 
food vonidles and swirl them out 
of drain before detergent wash be 
gins; pink tub and beige Textolite 
top. 


Price: $199.95 
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...for sportsmen ff e 
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Limited introductory offer 


NO.II SPORTSMAN Special Deal 43 - 10% PROFIT 





No. 11 
SPORTSMAN SPECIAL 
+» + Consists of 48 No. 5LP SPORTSMAN 
Premium Batteries, 6 No. $22F two-cell 


SPORTSMAN Flashlights, and 6 No. 
MS22Minioture SPORTSMAN Flashlights. 


Retail value $24.84 
Dealer cost 14.04 







Six MS22 miniature SPORTSMAN” 
(regular 59¢ retailers) come packed on 


full-color display card with every No. 11 life (L.LF. Test). Distinctive outdoor de spotlight in Ray O.Vee's entire line. Six or 43912% MARGIN 
Ceo! absolutely FREE! Perfect for sign theme. Prepriced. In No. 11 Deol two-cell, chrome-plated lights on beau 


pocke! or purse... wanted by men, you get 48 size ''D'’ premium batteries tiful display card (outdoor detign theme) ++. if you act fast! 
women, children. in two colorful display boxes. in No. 11 Deal. 








$22F SPORTSMAN®—world's only 
flashlight asked for by name—finest 


Ne. SLP—the revolutionary new 
SPORTSMAN battery with 50% more 








nh & everywhere who demand the best... 


... yet it retails for only a nickel more (prepriced ) 


... you'll see it and hear about it on nationwide TV and radio 
... biggest battery announcement since Sealed-in-Steel ! 


Out of the stimulating pine-scented North Woods came the inspiration for this remarkable flashlight Ray-O-Vac's Exclusive Sealed-in-Steel Construction 
battery. Sportsmen asked for it... now Ray-O-Vac has created the super-powered new SPORTSMAN 

flashlight battery for premium performance. Not since Ray-O-Vac introduced LEAK PROOF sealed-in- Steel Top — i 

steel construction (no dating, stays fresh for years, guaranteed against flashlight damage) has there 

been such an exciting NEW value offered in flashlight batteries. It's rugged, it's LEAK PROOF, it's yin 

proved to have over 50% more life (L.I.F. Test) than ordinary batteries... at home or out of doors. 50%, 

Yet it retails for only a nickel more! And it's PREPRICED! Your profit nearly doubles on every battery rye! fan 

sale—you make even more...a full 43'A2% profit...on Ray-O-Vac's introductory SPORTSMAN 

Special Deal. Don't waste a minute—get your jobber on the phone—get the SPORTSMAN on display — Insulation 

take full advantage of Ray-O-Vac's TV and radio campaigns which are reaching your customers now! 


a 


a ia RVIC i 
EGULAR SERV S CrVPe 
Steel Jacket ——— 


* Standard light industrial foshlight test to .90 voll. 


Steel Bottom 


RAY-O-VAC COMPANY, MADISON 10, WISCONSIN 


DIVISION OFFICES: 212 East Washington Ave., Madison 10, Wisconsin « 1338 Madison Avenue, 
. Memphis 4, Tennessee « 461 Market Street, San Francisco 5, California « 1775 Broadway, 
Oth annmivensar. New York 19, New York * Ray-O-Vac Canada, Ltd., Winnipeg 











AMANA Freezer 


Amcna Refrigeration, Inc, 

Amano, lowa 

Device: Amana No. 25-W upright 
freezer 

Selling Veatures: las 25 cu. ft 
capacity, holds 875 tbs. frozen 
food; dé signed to replace two grey 
finish 25-cu.ft. models SM and 
25-B); finished in white baked-on 
enamel, it is identical with former 
25-SM except the gravity feed food 
storage racks and leftover sheif in 
Stor-Mor door have been replaced 
by three roomy wire baskets; Juic 
Bar with room for 20 cans of 
frozen juice concentrate has been 
retained in door, even-zero tem 
peratures make possible harp 
freezing of large quantities of food 
with 6 freezing plates including 4 
positive contact shelves and freez 
ing coils at top and bottom; below 
fourth shelf in main freezer com 
partment i a pull-out service shelf 
that shiek out easily; Powerpact 
condensing unit hermetically 
sealed; “frame” type door contains 
built-in tumbler lock with balloon 
gasket that seals 





TAPPAN Range 
Tappen Steve Co., 


Mensfield, O. 
Model: 1 ap an double-oven 
“Meadowbrook” 36-in. electric 


range, 
Selling Features: Has full capacity 
17-in. chrome lined oven with 
visualite oven window and lift-off 
door; a second 14-in. bonus oven 
sives added capacity; both ovens 
fon broilers with high speed ele 
ments, each with grills and slotted 
grids for smokeless broiling; large 
oven can be preheated to 350 degs 
in less than { min.; smaller one is 
fast too, 

Equipped with 4 speed-flex sur 
face element; has “‘set'n-forget” top 





NEW PRODUCTS 


temperature control which elimi 
nates burning, can be used manuall; 
or by timer with control turning 
on and off automatically; remova 
ble porcelain reflector bowls with 
turned up centers to catch spill 
overs; double storage drawers below 
ovens glide on nylon rollers; picture 
frame instrument panel; full-width 
fluorescent lamp; one of two ap 
pliance outlets is automatically 


clock controlled 





RCA WHIRLPOOL 
Electronic Range 


Whirlpool-Seeger Corp., 
St. Joseph, Mich. 
Device: RCA-Whirlpool electroni 
range 
Selling Features: Designed for 
built-in installation; overall dimen 
sions 23% in. wide, 264 in. high 
and 22§ in. deep; interior is 174x 
11x13 in.; polished chromium ex 
terior with brushed chrome door 
panel and escutcheon; 4 eye-level 
chrome dials permit instantaneous 
control—a maim control dial starts 
and stops operating energy; a hi-lo 
microwave dial regulates power 
consumption of 3100 and 2400 
watts respectively; no temperature 
control, instead a microwave time 
selector automatically regulates 
cooking time and ranges from a 
few seconds to a maximum of 
min.; when predetermined time 
has elapsed, energy is automatically 
cut off and a bell chime rings con 
tinuously 

A browning unit permits hi 
speed browning of small cuts of 
meat and other foods when de 
sired, using 4000 watts for a maxi 
mum of 5 min., this cooking con 
trol operates on same principle as 
microwave time selector 

A set of cooking-serving dishes 
has been designed for this range 
to climinate need for removing 
food from utensils prior to serving 

Range requires no pre-heating; 
may be plugged-in to any 200-volt 
a.c. outlet, operates on 2450 me at 
rate of |-million microwaves per 
second; aluminum interior deflects 


ecnergy-carrying microwaves, range 


door automatically shuts off energy 
when opened; perforated door-grill 
permits observation while cooking 
Price: “Approximately $1200. in 
cluding installation.” 





EMERSON-ELECTRIC Heaters 


Emerson Electric Mfg. Co., 
8100 Florissant Ave., 
St. Louis, 21, Mo. 


Models: 2 new portable fan-type 
heaters FH 165 and FH 132. 
Selling Features: No. FH 165 has 
1650 watt capacity with 5635 btu 
output; FH 132 has 1320 watts 
with 4510 btu output; each model 
is equipped with built-in automatic 
tip-over safety switch and auto- 
matic thermostat control; feature 
modern design; measures 134x6x114 
in.; nile green finish with chrom 
ium plated safety grille 

Price: $19.95, 





UNIVERSAL Vacuum Cleaner 


Landers, Frory & Clark, 

New Britain, Conn. 

Device: Universal motor-driven 
brush upright cleaner No. 5740 
Selling Features: Features a nozzle 
with oversize “vibro” brush that 
automatically adjusts to any rug; 
throw-away paper dust bag is easily 
removed through zipper opening; 
coral & grey finish; two sets of 
attachments optional: standard set 
retailing for $13.95 includes an 8 
ft. hose, suction adapter, crevice 
tool, upholstery nozzle, dusting 
brush and long wand. Delaxe at- 
tachment set at $19.95 includes an 
8 ft. hose, suction adapter, blower 
adapter, floor brush, crevice tool, 
upholstery nozzle, dusting brush 
demother, expello and long wand 
Price: $79.95, 





WESTINGHOUSE Electronic Oven 
and Surface Unit 


Westinghouse Electric Corp., 
Columbus, O. 


Device: Westinghouse electronic 
oven and the improved electronic 
surface cooking unit on standard 
ranges. 
Selling Features: Westinghouse mi 
crowave electronic oven cooks all 
types food in a few minutes; oven 
timer is graduated in seconds up 
to first minute and after that in 
fractions of minutes; built-in recipe 
file at top contains instructions and 
cooking times for more than 400 
different foods; inside oven at top 
a horizontally-mounted fan, called 
a “mixer’’ keeps microwaves mov 
ing uniformly to prevent over-cook- 
ing in certain spots; operates on 220 
volts and is 24-in. wide at front 
Electronic surface cooking unit 
consists of a tiny ceramic bead and 
2 “whiskers” of platinum-iridium 
wires only 4/1000 in. in diam.; 
called a thermistor the bead and its 
wires make up a heat-sensing dc 
vice which controls amount of heat 
applied to bottom of pan; heat is 
controlled by electronic principle 
of balancing electrical resistance of 
thermistor to that of heat control 
setting—when 2 are equal a con 
stant heat is maintained, Control 
dial is marked warm, boil and fry, 
with infinite control of heat in each 
of the three cooking zones. 
Availability: Surface units are avail 
able on 1957 Westinghouse ranges; 
Oven will be placed in production 
early in 1958. 


“ait 





NELSON Frypan 


Nelson Machine & Manufacturing Co., 
Ashtabula, Ohio 

Device: New Nelson frypan. 
Selling Features: Measures 104 in 
square and 14 in. deep; polished 
cast aluminum with “rod” type 
cast-in element; close-fitting cover; 
easy-to-read temperature dial and 
electric cord. Line now includes 4 
models: a double-handled square 
pan, a 10-in. single-handled round 
pan and a 54 qt. cooker-deep-fryer 
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When CAPACITY is important to the sale... 
... Check the TOASTMASTER Water Heater line! 















AUTOMATIC 
WATER HEATERS 
NEW. ** PROTECTION 
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pastMasteR TOASTMASTER 
Oe 


Capacity may make the difference between sale 
and fail! But not when you handle the 
Toastmaster Water Heater line. As a Toastmaster 
Water Heater dealer or distributor, you'll never lose 
a sale because you lack the range of sizes to meet 
any need. In the electric line, you offer round models 
of 30, 40, 50, 67, 82, 100 and 120 gallons capacity! 
(The 40, 50 and 82 gallon models are available with 
Ionodoglas lining.) Tabletop styling comes in 30, 40 and 
50-gallon models, with lonodoglas lining optional in the 
40-gallon capacity. Toastmaster Automatic Gas Water 
Heaters are built in three capacities to accommodate any 
domestic requirement — 20, 30, and 45 gallons, with 

30 and 45 gallon models available with lonodoglas. 





Big or small, there’s a Toastmaster Automatic Water Heater 
to fit the job. Don’t let a limited-capacity 
line take sales away from you! 


McGraw Electric Co., Clark Division 
5201 W. 65th Street, Chicago 38, Ill. 


TOASHRSTER 422. 


oy ” and “lenedegias” ore wodemarks of McGrew Electric Co., * Chicago, mokers of “Toastmaster” Woeter Heoters,"“Teastmaster” toasters end other “Teestmaster”’ end “Tropic Aire’ products. Copyright, 1956, McGraw Electric Co., Chicege 
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SS CHRISTMAS 


Twice the impact, twice the sales! Add the sales 
to this snowbaHing Roll-o-matic sales push! Makes th 


is Sail)» ssn 4 
y s sn - 





POWERFUL NATIONAL MAGAZINE CAMPAIGN DELIVERS REAL 
LIVE PROSPECTS WHO MEAN ROLL-O-MATIC BUSINESS .. 
PROSPECTS WHO WANT TO BE CONVINCED — AND WILL BE! 


Attention-compelling 
October, November and December drive home the 
sales-making theme ‘It’s not s luxury, it’s a modern 
pre i . . and point up the big difference in dish- 
out the exclusive deluxe features of 
tchens Roll-o-matic Dishwasher- 
Dryer. 


Readers are urged to call Western Union Operator 
25 for a free home trial. This means every ad will be 
working for you to create a desire which will mean a 
home demonstration and assured increase of sales 
and profite for you. | 


ot “Operation Snowtiake” 
Perteot gitt for any family! 


OCTOBER, 
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PORTABLE 





DIiSHWASHER-ODRYVYVYER 


PROMOTION 


means big... FPOLLARS FROM BIGGER 





BDEMAND THROUGH 


the biggest FPPiSHWASHER-BDPRYER 
EDRIVE IN HISTORY 


It's portable! No installation! The Roll-o-n 


It makes sense . . . it makes sales! American Kitchens backs up 
the finest portable dishwasher-dryer on the market today with 
a BIG D promotion, It’s the biggest Soe eer drive 
in history. 

BIG D means Demonstrations which wil ret in decisions 
to buy. Free leads to real live p 
dealer , a a 
vinced and wilt bel . ee 

BIG D Day is here. . . it means 
with the vision to cash in on the BIG 


Call wie, wit your ditributr fer 
Der wich mao oe eter 













premantyice Te ated 3. «lis 
ot be con 


a 


Awotitn OXichens Roll-o-matic Dishwasher-Dryers « Roto-Tray Dishwasher-Dryers 


Kitchen Cabinets « Food Waste Disposers « Built-in Ranges, Ovens 


DIVISION Aree CONNERSVILLE, INDIANA 


ELECTRICAL MERCHANDISING—OCTOBER, 1956 


Ps ae 






, 
Pe hes M 





ails mos 


oad Ly 








2 roe ee 
: . 4 Mu owt Sea 
uF ad ‘ pt aN 
oot, ae eae eth. oye pee 
Th See, eye OS eet A Ae 
| sells itselfi — 
: . / es 
: Pe ee f 
5 Pe ey f ; 
A ' yy 
A 
§ 
_ 


BACKED UP BY THESE 
DYNAMIC BIG D "SALES PLUSSES" 
© Traffic-stopping point-of-sale displays 

© Sales-pulling newspaper mats 

@ Unusual new promotion ideas 

@ Eye-catching window streamers 

® Catchy, sales-building radio spots 


e All the product literature you need 
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MANITOWOC Freezers 


Manitowoc Equipment Wks, 
Manittowec, Wis. 

Models: A 1|2 cu. ft. upright along 
with 15 and 20 cu. ft. chest freez 
ers has been added to line 

Selling Features: Line tiow con 
tains 4 uprights in 12, 17, 


24 cu. ft. size 
; 


20 and 
chest models and 


é-“one relrigerator-treezer im cop 
per, stainless or white 
12 cu, ft. upright has 404 Ib 


overall capacity 62 im high, ART 


wide and 294 in deep 





20 cu, ft. chest model has 700 
lbs. storage with 91 Ibs. fast freeze 
compartment; all-steel construc 
tion; extra density glass fibre in 
sulation; baked-on Dulux finish; all 
‘round fast freezing coils 








Westclox Div, 
General Time Corp, 
Le Salle, Hi. 


Device: Westclox 
alarm clock 

Selling Features: Non-breakabk 
“Cycehac” case can't crack, dent, 
chip or peel; guaranteed for 5 years; 
low-boy styles; 63 in. wide 3% in 
high; shatterproof crystal of Plexi 
glas; sweep aise indicator on dial; 
insistent alarm; satin-finished metal 
dial; choice of 2 colors: gray case 
with red and brass dial or black 
case with pearl white and brass 
dial, 


Price: $8.95 


“Ellsworth 
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WESTINGHOUSE Tea Maker 


Westinghouse Electric Corp., 
Mansfield, O. 
Device: Automatic tea maker 
Selling Features: Brews tea with 
consistent flavor and strength ev 
ery time; brings water at correct 
temperature im contact with tea 
ind separates brew from leaves at 
proper time; can be adjusted to 
ifferent tastes from weak to strong; 
in also be used to brew coffee and 
to heat soups, other canned good 
ind baby’s bottle 
lea is brewed in copper-colored 
upper bowl; for serving the upper 
howl is removed and cover placed 
on teapot; 6 Cups capacit 
Price: About $30 





NECCHI-ELNA Sewing Machines 


Necchi-Elna Sewing Machine Co., 

164 W. 25th &., 

New York, 1, N.Y 

Models: New low-priced “Miracle” 
line is portable, console and desk 
models; Elna “Junior” and the 
I.Ina toy machine 

Selling Features: Miracle line for 
straight-sewing needs available in 2 
models Mirac ke | and Mirack II; 
Miracle I sews forward and rr 
verse; top drop feed makes easy 
darning, mending; calibrated upper 
thread tension; automatic bobbin 
winder; 2 spool pins; hinged pres 
ser foot sews ove! pins; uses stand 
ud = needies and _ attachments; 
Miracle II, the deluxe model fea 
tures built-in light retractable spool 
pins; floating (hinged) presser foot 
Both models available 
console or desk models 


as portable, 


“Junior” is not a toy, small, pre 
cision built, sews a dependable 
chain stitch and features a built-in 
music box 
Price: Miracle | 


ible model 


$59.95 for port 





PAK-A-WAY Freezer- 
Refrigerator 

Schaefer, Inc., 
Minneapolis, Minn. 
Model; No. RI-7-10 Pak-A-Way 
2-temperature freezer-refrigerator. 
Selling Features: cu. ft. refrig 
eration section is equivalent of or- 
dinary 9 ft. refrigerator; freezer sec 
tion accommodates 350 Ibs. frozen 
foods 





FIELDCREST Blanket 


Fieldcrest Mills, Inc., 

88 Worth $., 

New York, 13, N. Y. 

Device: Fieldcrest “Living Rose’ 
jutomatic blanket. 

Selling Features: | catures single 
rose motif on Acrilan blend fabric 
bound in nylon satin, which retains 
appearance through repeated wash 
ings; unbreakable plastic control in 
white with pink rose design; comes 
in twin, 80 in. double bed size with 
single or dual control and king 
size. 

Price: Full 80x84 in. blanket with 
single control, $39.95 





MARVIRAY Baseboard Heater 


Mearviray, Inc., 

54 Clifton $., 

Newark, 5, N. J. 

Device: Marviray baseboard heater 
with anodized aluminum heating 
surface 

Selling Features: Uses conductive 
and emissive powers of an anodized 
aluminum heating surface in a 
baseboard unit is available for op 
eration at 1250 and 750 watts on 
115, 208, 230 or 245 volts a.c.; 


OCTOBER, 


1956— 


supplied with a built-in terminal 
block for quick, casy installation; 
unit measures 4 ft. long, 8 in. high 
and 24 im. deep connectors are 
available where 2 or more units 
ire used; silvertone gray finish 





ae 


CANMASTER Can Opener 


Canmaster Corp., 

12039 S$. Atlantic Bivd., 

Compton, Calif. 

Device: Canmaster automatic can 
opener 

Selling Features: Wall mounted, it 
is available in white, yellow or 
qua; cans are inserted easily; 
chrome lever actuates device and a 
cut-off switch stops motor auto 
matically when top of can is cut 
ompletely free; permanently lub 
ricated and safe to operate 





Y 
© 
- 
r 
eS 
“ 
o 
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BERKO Heaters 


Berko Electric Mfg. Corp., 
212-40 Jamaica Ave., 

Queens Village, 28, N. Y. 
Device: Berko radiant 
HW-20 and HWT-20. 
Selling Features: New 2000 watt 
“high heat output” glass radiant 
heating unit No. HW-20 and 
HWT-20 (with thermostat) have 
tempered Pyrex glass element cap 
able of withstanding over 7 watts 
per sq. in. output; electrically con- 
ductive coating is composed mainly 
of tin oxide with as amount of 
other constituents added; coating is 
permanently bonded to inside sur 
face of glass; silver contact strips are 
fired along 2 opposite edges of glass 
so that conducting film becomes 
one solid heating element; inner 
frame of conductive glass, ceramic 
corner support blocks, aluminum 
reflector, buss bar assemblies and 
steel side channels; surface mounted 
outer frame is 20 gauge cold rolled 
steel; bottom louver plate serves 
as wireway cover; satin gray metal- 
lic finish with chromeplated guard 


heaters 
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UP, DOWN, OFF —Tracer light photo shows the simpie motions necessary to detach Microtube surface 
unit. Slim Microtube coil lifts easily for ready access to reflector pan and trim ring. Reflector pan 
lifts out and chrome trim ring snaps out for thorough cleaning of range top, then snaps back in place. 


Tracer-light study proves... 


Chromalox Microtube 
easiest-to-clean surface unit 


New, easiest-to-clean Chromalox 
Microtubes help sell electric ranges 
on sight. And you can wrap up this 
brand new feature in a dramatic, 
thirty-second demonstration right 
in your own showroom. 

You’ll find more and more of the 
better ranges using new slim, trim 
Chromalox Microtubes because 
they have the features that give 
dealers the selling edge. 


Microtubes heat faster, respond 
instantly to all types of controlling 
devices, cool down quickly without 
the “heat hangover” of an ordinary 
heavy mass coil. That’s why Micro- 
tube-equipped ranges cook better 
and sell easier. Insist on new slim, 
trim Chromalox Microtube surface 
units. You’ll find them on the 
fastest selling lines of 1957 Electric 
Ranges and Built-ins. 


Edwin L. Wiegand Company 


7525 Thomas Boulevard 
Pittsburgh 8, Pennsylvania 


ELECTRICAL MERCHANDISING—OCTOBER, 1956 


Customers are sold on sight with a demonstration of the new 
Chromalox Microtubes. No messy tools, no poking around 
under the range top, no stuck food to spoil the appearance of 
beautiful new ranges. 


New Coler——-Center medallions on the new Chromalox Microtube 
are available in the newest brightest porcelain-enamelied 
colors. This Chromalox first puts the perfect touch of decorator 
color on the surface cooking unit. 
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« MAYTAG SALES AND SERVICE, 598 
N.W. 54th Street. Jane Crawford says: “Cus 
tomers believe in McCall's. When McCall's Use- 
Tested Tage give them specific information 
about an appliance, customers are convinced. 
They're real sales-makers!"’ 





« BEST, LTD., 3420 N.W. 7th Street. Sales 
Manager Don Ferone says: “A sale is born, in 
our store, the minute a customer starts reading 
the McCall's Use-Tested Tag on an appliance. 
Selling an appliance is easier, when it carries a 
McCall's Use-Tested Tag.”’ 





« SHELL'S SUPER STORE, 5941 N.W. 7th 
Avenue. Appliance Manager John W. Hill says 
"McCall's Use-Tested Tags are like money in 
the bank to an appliance retailer! I use McCall's 
Use-Tested Tags every chance I get. They help 
me clinch appliance sales.”’ 


1. 


- yf F 


COLE & SON 





S, INC., 2290S.W. 8th Street. 
Leonard R. Cole says: “McCall's Use-Tested 
Tage work like this:—my customers are im- 
pressed by the name of McCall's; their opinion 
of an appliance goes up when they see McCall's 
endorsement of it!"’ 
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« JEFFERSON STORES, Store /2, 6444 N.W 
7th Avenue. Manager Charles Bushyager says: 
“I’m sold on McCall's Use-Tested Tags, be- 
cause they help me sell appliances! Watch the 
way customers are impressed by them. These 
‘Tags are a real sales-help to any retailer.” 





a 


¢ JEFFERSON STORES, Store /4, 130 Miracle 
Mile, Coral Gables, Fla. Manager J. F. Simons 
says: “I think McCall’s Use-Tested Tags are 
one of the best ideas yet to help a salesman 
close appliance sales. I’ve gotten lots of sales- 
help from these Tags in my store.” 
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* BROOKE DISTRIBUTORS, Voice 
of Music Products, 412 S.W. 8th Avenue. 
Tony M. Turturici says: ‘““McCall’s Use- 
Tested Tags make effective selling tools. 
Specific information on each Tag, about 
the phonograph to which it’s attached, 
makes selling easier.”’ 
































7 
Calls Use-|- 
sell appliances 


—in Miami 

















« GAS OIL PRODUCTS, INC., 2603 
Ponce de Leon Blvd., Coral Gables, Fla. 
L. R. Chandler says: “I'd like to see all the 
appliances on our sales-floor tagged with 
McCall's Use-Tested Tags. Appliances 
with these Tags attract more customer- 
interest, and move faster!”’ 
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4 hl Ty es 
« JEFFERSON STORES, Store +1, 119 * JEFFERSON STORES, Store 5, 53 N.W. Ist * MASTERS OF MIAMI, INC., 49 Beacon 





N. E. 79th Street. Manage r Raymond Street. Manager Harry Cooper says: “McCall's Blvd. Manager Moe Hoffenson says: ‘‘McCall’s 
Mutfson says: “Every salesman in my store Use-Tested Tags help sales and make an excel- Use-Tested Tags have proved very helpful to 
uses McCall’s Use-Tested Tags to help sell lent display piece. We never fail to point out me. These Tags make an immediate impression 
appliances. The information contained in the McCall’s Use-Tested Tag on an appliance, on customers and play a big part in helping the 
McCall’s Use-Tested Tags fits right in and it never fails to help us complete a sale'"’ customer make a decision.” 


i 








with our sales-talk!’’ 
* JEFFERSON STORES, Store #3, 1145 S.W. 
8th Street. Manager Thomas Friedman says: 
“McCall's Use-Tested Tags help salesmen by 


getting sales points across faster and easier. We 


f | need more selling aids like McCall's Use-Tested 
cl i p | Tags in the retailing end of this business.” 
A More than 3 MILLION 


on appliances are now being 
RAYS 








sold faster with McCall’s 
Use-Tested Tags 













McCALL’S 220 PARK AVENUE, NEW YORK 17, N. Y. 
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UNIVERSAL Frypan 


Landers, Frary & Clark, 

New Britain, Conn. 

Device: New 132 sq. in. frypan 
has been added to Universal line 
Selling Features: Square 
with rounded corners for easy 
cleaning; cast-in element permits 
pan to be safely immersed up to 
Signalite for washing; built-in 
Thermo-controlled thermostat 
automatically maintains accurate 
temperatures; recipe heat chart 
located on handle indicates right 
temperature for each type food: 
temperature dial sets heat needed 
from zero to 420 degs; Signalite 
tells when right heat is reached; 
heat resistant handle and feed; de 
tachable cord located on base of 


surface 


brie 
"Nice: $25.95, cover in luded 





ba a Ral 


LECTRO-HONE Sharpener 
€. F. Britten & Co., Inc., 
Cranford, WN. J. 
Device: Lectro-Hone sharpener 
Selling Features: 
knives, scissors, cutting tools of 
all kinds; suitable for hobby work 
shop or kitchen 
Price: $19.95 


Hone-sharpens 





ALCAMITE Frypan- 
Skillet-Griddle 


Eastern Metal Products Corp., 
18. 4iet St. 
New York 17, N.Y. 


Device: Alcamatic No. SI50-A 
Frypan-griddle combination 

Selling Features: ['rics, stews, 
braises, chafes, casseroles; pops 
corm, steams. Imbedded, cast-in 


X Rod element provides even heat 


distribution; casy-to-see automatic 
signal light indicator; temperature 
lector dial; thermostatically con 
trolled; heavy gauge aluminum fry 
pan; specially designed extra-high 
dome cover; |2-in. square; 1450 
watts, 110-12 volts, a.c. only; can 
be immersed in water; can also be 
used separatel is griddle or hot 
plate 


Price: $49.95 





AIR-d-LUX Cooler 


Air-d-Lux Corp., 


289 Nepperhan Ave., 
Yonkers, N.Y 


Device: Mark II, Air-d-Lux portable 
room cooler 

Selling Features: Cools, filters and 
purihes air; weighs 22 Ibs; cools 
radius of 30 ft; removable Fiberglas 
ind basket filters remove pollen, 
bacteria, dirt from air; push button 
controls, 3 positions, high, low and 
off; high 200 watts, low 120 watts; 
60 cycle, single phase G-E 
plugs into 115 volt ax« 


motor; 
current; 


’.tone baked enamel finish; 16 in 
wide and 124 in 


high, 194 in 


deep. 








KNIBB ice Cream Freezer 


Knibb tndustries inc., 
360 N. Michigan Ave., 
Chicago, 1, tl. 
Device: Knibb 
freezer for use 
freezers 

Selling Features: Makes a half gal 
lon of ice cream in 20 to 30 min.; 
ilso frosted milk shakes, sherbets, 
ices, punches, etc.; consists of a 
cylindrical container with circular 
indentations in flat side for rapid 
thermal contact to freezing shelf 
of refrigerator; chrome dasher has 
interchangeable nylon scrapers; 
motor support fasteners and cover 
in 2-tone chrome finish; Universal 
i.c.d.c, 110-120 volt motor, 50 


home ice cream 
in refrigerators or 


watts, with thermal automatic cut 
out switch is totally enclosed in 2 
tone chrome housing 

Price: $34.95 








NEW PRODUCTS 


WAHL Vibrator 
Wahl Clipper Corp., 
Sterling, Mi. 
Device: Wah! Supersage hand-type 
vibrator. 
Selling Features: Fits on back of 
hand powering fingers to give 
soothing massage stroke; slow-mo- 
tion vibrations for scalp and tired, 
aching muscles; bottom working 
surface is cushioned in soft viny- 
lite; encased in white nylon lid 
Price: $14.50. 





SAXONY Hair Dryer 
Saxony Electronics inc., 
Dept. 3, 
Wilmington, 99, Del 


Device: Saxony 
dryer. 

Selling Features: Remains cool to 
touch at all times; 2-way switch for 
warm or cool air; adjustable head; 
decorator color combinations of 
turquoise and chrome or ebony 
and chrome. 


powerflow hai 





GLASSHEAT Heater 


Continental Radiant Glass Heating Corp., 

1 £. 35th S., 

New York, 16, N. Y. 

Device: Glassheat radiant glass 
heating and drying unit for bath 
room. 


Selling Features: Built-in thermo 
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stat imsures correct temperatures 
uid even heat for whatever use 
panel is put to; two towel bars for 
drying lingerie, stockings, warming 
towels; may also be used to dry 
hair; sized to fit almost any bath- 
room: 184 in. wide, 253 in. high 
14 in. deep; comes in chrome, 
hammertone silver or baked on 
oxide finishes; 625 watts, 120 and 
240 volts a.c. only; may be surface 
mounted or recessed 





HOTPOINT Disposer 


Hotpoint Co., 

5600 W. Taylor St., 

Chicago, 44, Ill. 

Device: Custom model MW 12 
food waste disposer 

Features: New model 
MW9 and MWP9; 
(new line will consist of low cost 
continuous feed model MW 11 and 
new Custom model); features in- 
clude new switch top that turns 
disposer on and off and doubles 
as a sink stopper; provides faster 
grinding operation because of stag- 
gered cutting teeth, hammer arms 
pivot to prevent jamming; quieter 
operation—sound-deadening gaskets 
and mountings; upper and lower 
housings pivot 360 degs. for easier 
installation 


Selling 


upercedes 


BRIEFS 


A new Pyrex instant coffeemaker 
and server with iron candle warmer 
to keep coffee hot is announced by 
Corning Glass Works, Corning, 
N. Y. Carafe styling in flowing lines, 
decorated with 22-kt. gold; has ca- 
pacity measurements to tell when 
enough water for number of cups; 
black handle and gold colored 


cover; available in 12-cup size. An 
8-cup size will be available shortly. 





“ia 


Trade-Wind Motorfans Inc., 7755 
Paramount Blvd., Rivera, Calif. 
announces a drawer type filter 
mounting for use on Trade-Wind 
centrifugal blower units; filter can 
be cleaned in soap and water 
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Introducing the first and only automatic washer 
with STAINLESS STEEL zzszde and out! 


 keqallist 


*’Y BLACKSTONE 


. NOW! See why it’s the most practical washer made today! 



















NOW/ stacksTONE GIVES YOU THE “HOTTEST” 
SALES EXCLUSIVES ON THE MARKET! 





_ 
Pp) oo f 
a 


Ti 
/ 


Mf LE if 


Women go for the lifetime beauty and wear of the gleam- Women know and value the lifetime service and the pro- 
ing stainless steel top! No other washer offers a more practi- tection stainless steel tubs give clothes! You don't have to 
sell your customers the advantages of gleaming stainless steel! 
They know from everyday experience, stainless steel can't wear 
out or chip, rust and corrode, as other materials do! Dirt and 





cal, extra work surface! For only stainless steel can't be stained, 
scratched, chipped — can't crack or peel! Even heat can't 


blemish its sparkling beauty. Gleaming stainless steel top is soap scum can't stick to it—rinses clean instantly! Clothes 
the newest, most popular feature you can offer in home laundry wash more thoroughly, come out fresher, cleaner than ever 
appliances today! before possible! 


Plas! MORE EXCLUSIVE-QUALITY BLACKSTONE FEATURES TO HELP CLOSE MORE SALES! 





NEW “VISUALUX” CONTROLS on THE MECHANICALLY TIMED “Auto. AGITATOR WASHING provides AUTOMATIC WASHING CONTROL VIBRATION-FREE DESIGN. The en- 


gleaming gold and chrome panel. Trol provides surest protection most efficient washing possible— with amazing “Flex-O-Trol”. As- tire operating mechanism and tub 
Light up for easier reading! Easier against breakdowns! Eliminates any in splash-proof tub holding a big, sures maximum safety and control are cushioned in rubber to absorb 
dial setting! electrical gadgetry 9-lb, load! under every washing action! all vibration. Fits in any 25" space. 
Don’t wait! Get all 
the facts from your 





BLACKSTONE Distributor JAMESTOWN, NEW YORK 


America's Oldest Manufacturer of Home Laundry Appliances 














K-M Heater 
Knapp Monarch Co., 
St. Lovis 16, Mo 
Model: K-M fin radiation heater 
No. 16-512 


Selling Features: Fin heater is a 
self-contained 1320 watt heating 
unit with built-in thermostat 
which accurately measures room 
temperature and provides clean, 
constant floor-to-ceiling warmth; 
manually adjustable temperature 
control automatically maintains 
selected temperature; 4-bladed fan 
for maximum air delivery; heats a 


room 12x15x8 ft 


- 





JOHNSTON Lawn Mower 


Johnston Lawn Mower Corp., 
Brookhaven, Miss. 


Device: Velva-Trim 18-in. trim 
ming type mower, 

Selling Features: High speed reel 
gives smooth finish to lawns; reat 
drive wheels travel behind cutting 
reel to eliminate ridges; airplane 
type handle controls; front 
mounted, lightweight plastic grass 
itcher; 1.75 hp, 4-cycle engine 
with recoil starter and a new “‘lo- 
tone muffler; 2-tone colors—red 


ind be ig¢ 


BRIEFS 





A twin-blower range hood—the 
Swanson 400—is announced by 


NEW PRODUCTS 


Swanson Mfg. Co., Owosso, Mich 
It has a twin-wheel centrifugal 
blower driven by a powerful motor; 
entire fan and motor unit can be 
unplugged and removed for servic 
ing; snap-out, washable aluminum 
filters trap grease; comes in 8 sizes 
—from 24 through 48 in. in antique 
copper, stainless steel or 3 baked 
enamel colors. 


A golden metallic silicone fabric 
ironing board cover is announced 
by Textile Mills Co., Chicago 14, 
Ill. Available in covers only or in 
sets with cotton or foam rubber 
pads. 





A power plug thermostat, easily 
removable from appliances, such as 
electric frypans, to permit complete 
immersion of pan for washing is 
innounced by Spencer Thermostat 
Div., Metals & Controls Corp., 
Attleboro, Mass, ‘Temperature 
change is sensed by thin walled 
high expansion tube with great 
structural strength and minor ther- 
mal lag. Connecting the sealed 
outer end of this tube with an 
adjustable electric switch at inner 
end, a low-expansion rod is welded 
at both ends to eliminate lineage 
loses and thermal drift. Shock 
resistant switch is rated at 1600 
watts, 120 volts. 





BABEE Kitchen 


Dunhill Appliance Corp., 

885 Shepherd Ave., 

Brooklyn, 8, N. Y. 

Device: Babee Kitchen and Mid 
jet kitchen. 

Selling Features: Both models ar 
portable; weigh 7 Ibs; chrome 
plated; 750 watts, 110 volts; alumi 
num cups and drip pans easy to 
sterilize; broiling and _ toasting 
drawer 


Price: “Less than $15 
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PROUDLY PRESENTS ITS 


OM -2e- 


UNVENTED 


WALL HEATER 


You Can Sell... 


Send today for 


additional information 


1700 W. COMMERCE @ DALLAS, TEXAS 


on this new Dearborn 


profit-maker 


Designed by Dearborn.. manufactured by 
Dearborn . . with the built-in Dearborn quality 
you have known for years, this all-new 
UNVENTED wall heater has features you can 
sell because it has the features your custom- 
ers want! 





48” high, 20” wide, 

only 6," deep. Burns any 

type gas. . uses any operating and 
temperature control available on Dearborn's 
regular line of space heaters, 


“Dallan- wise... ts 
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Remember, when markets are women, their differences are even 
more important to you. 
The TRUE STORY audience is a distinctively different one. It's ... 








DIFFERENT in Age 


It’s younger. Median age of True Story women readers is 28 - some 
8 to 12 years younger than service or weekly magazine readers. 





It’s social forms and customs are based on Wage-Town’s different 
social attitudes and values. True Story readers have little interest 


in ‘white-collar’ ways of living ... little desire to keep up with the 
‘white-collar’ Joneses. 


DIFFERENT in Market Potential 


Mostly Wage Earners, True Story families have more ‘loose money’ 
to spend. (The average Wage Earner family has about $3,000 per 
year to spend, over and above fixed expenses.) 





Seurces Kemp; $805, Sterch, Nov 1955, Maclodden Publications 


Secial Research, Inc 
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Department of Marketing and Research 


-wAG E-TOWN= WAGE-TOWN is one of America’s most essential markets. 


Buy it...reach it...sell it...in TRUE STORY and the 
True Story FAMILY BEHAVIOR GROUP! 
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OF THE DIFFERENCE! 


DIFFERENT in Reading Preference 
of TRUE STORY’s primary households are not reached 
76 Y by any of the four women’s service magazines, or by 


















all of them combined! 








of TRUE STORY’s primary households are not reached 
7 * 7 by any of the four big weeklies or bi-weeklies, or by 
0 all of them combined! 


In TRUE STORY, you can put your money where your market is! 


AN OUTSTANDING OPPORTUNITY TO INCREASE 
YOUR COVERAGE IN THIS DIFFERENT MARKET... 


The ‘true-type’ magazines have enormous—and virtually exclusive 
—influence in Wage-Town. 





4,000,000 circulation is available in the four-magazine 
True Story FAMILY BEHAVIOR GROUP 


(TRUE STORY © TRUE ROMANCE ¢ TRUE EXPERIENCE © TRUE LOVE STORIES) 
and... 


of True Story FAMILY BEHAVIOR GROUP households are 


7 7 Y not reached by any of the four women’s service maga- 


zines, or by all of them combined! 












four major weeklies or bi-weeklies! 


70 Uf of those homes are not reached by any, or all, of the 
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EMERSON TV Line 


Emerson Radio & Phono Corp., 
14th & Cole Ss. 
Jersey City, 2, N. 4 


Models; 1957 line includes 5 HK) 
dorado series models; six 21-in 
DeLuxe series models 

Selling Features: Eldorado series 
consists of three 21-in. sets and 
two 24-in. sets; each has “lutura’”’ 
chassis. No. 1216, 2I]-in. table 
model on legs designed to blend 
with mahogany, blond or walnut 
furniture. No, 1218, 21-in. model 
housed in a table model cabinet on 
a swivel base and is also availabk 
in mahogany, blond and walnut 
hardwood veneers. No. 1214, a con 
sole cabinet on a 
available in 


wivel base also 
genuine mahogany 
blond and walnut hardwood ve 
24-in. model No, 1224 is a 
modern table model designed to 
blend with all woods; 241n. No 
1226, modern table 
DeLuxe 
No, 1210, console on 
wivel base with a clock that auto 
matically turns receiver on and off 
at preset time and 
independently 
Price: De Luxe series 


necrs 


model 


series models feature 


low boy 


ilso operates 


tarts at $158 





SETCHELL-CARLSON TV Sets 


Setchell-Carlson Inc., 
New Brighton, 
&. Pavi, 12, Minn. 


Models: New 1957 line of Unit- 
ized sets is composed of 17, 21, 24 
and 27-in. models 

Selling Features: Al! sects feature ac 
operation, full-sized power trans 
former, new Neutrode tuner (con 
tinuous allchannel tuner for De 
luxe series) 90 deg. aluminized, 
self-focusing picture tubes; “Filter 
Ray” nee A tinted safety glass 
and Unit-ized chassis, which con 
sists of a master chassis on which 
functional “plug-in’’ units are 
mounted; all chassis and units of 
aluminum; all table and console 
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Television 


NEW PRODUCTS. .. +. and Radio 


models have genuine mahogany or 
blond oak wood cabinets. P 62, 
17-in, portable has built-in an 
tenna; plastic coated fabric cover 
on aluminum cabinet in 4 colors, 
maroon, gold thread tan, ivory or 
pink, 2l-n models (71 table and 
711 console) both with L-typ« 
I'V-radio chassis with removablk 
“plug-in” units. Table model has 
provision for right, left or both 
sides mount of 6 in. PM speaker; 4 
modern brass metal legs create it 
unto a consolette. Console has 
10-in. PM front mounted speaker 
and swivel casters. Three 24-in 
consoles; 571, 572 and 573; No 
571 has TV only; 572 is a TV with 
radio and 573 is a TV with radio 
and record changer compartment 
All have Deluxe Unit-Ized chassis 
157 with removable plug-in units, 
push-pull sound output with hi-fi 
woofer and tweeter speakers, bas« 
ind treble tone 


controls, hinged 
tops for servicing chassis; top tun 
ing with illuminated dials and 
swivel casters 

Three 27-in models 570] 
‘traight TV console; 5702; ‘TV 
with radio; 5703 ‘T’'V-radio and 
phono compartment 
Prices: From $179 for P-62, to 
$479 for blond $703 





WESTINGHOUSE TV Sets 


Westinghouse Electric Corp., 
TV-Radioe Div., 
Metuchen, N. J 


Models; Westinghouse line of 
l4-in, portable T'V sets comprizc 
3 models 

Selling Features: Stain and alcohol 
resistant aluminum 
deg. aluminized 14-in. picture tube; 
15-tube horizontal Silver Safeguard 
chassis: 


cabinets; 90 


90 percent of component 
are on one printed circuit board 
all parts easily accessible at rear of 
set; automatic electrostatic focus; 
tinted eye-filter shield optically 
treated; automatic gain control 
automatic noise killer circuit stops 
image jitters; automatic spot eraser 
No, 141170 in smoke gray finish; 
141171 turquoise and = sand 
141172 terra cotta and sand 
Price: $129.95 





SONORA TV Sets 


Senora Radio & TV Corp., 
325 N. Hoyne Ave., 
Chicago, 12, il. 


Models: Sonora has 3 new models 
No. 606, 578 and 605. 

Selling Features: No. 606, 21-in 
table model with front top tuning 
in mahogany. No. $78, 24-in. con 
sole in blond wood. No. 605, 17 
in, portable set 

Prices: No, 606, $179.95; No. 578, 
$309.95; and No. 605, $119.95. 





PHILCO Radio 


Phileo Corp., 

Philadelphia, Pa 

Model: Philco AM-I'M radio No 
976. 

Selling Features: Ilas 7 tubes plus 
sclenium rectifier for the kM radio 
a high impedance loop antenna for 
AM stations and an internal cord 
line antenna for I'M stations; pro 
visions have been made for either 
balanced or unbalanced external 
I'M antenna installations; AM-FM 
radio has continuous bass and treble 
tone controls; cabinet available in 
blond, mahogany or fruitwood 
Price: $89.95 





MAJESTIC Radio 


Majestic International Corp., 
743 N. Le Salle St., 
Chicago, Il. 
Device: Majestic 
ble radio No, LA-60, 

Selling Features: 5-tube perform 
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“mighty-mite” ta- 
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ance; large Alnico pm speaker; full 
vision tuning; plastic case 8 in. 
wide, 5 in. high and deep; in choice 
of 7 decorator colors; a.c. or d.c.; 
range 550 to 1650 kc. 

Price: $16.95 
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SONORA Radios 


Senora Radio & TV Corp., 

325 North Hoyne Ave., 

Chicago, 12, I. 

Models: Sonora 1957 line includes 
No, 585, 604, 610, and clock radios 
625, 626, and 627. 

Selling Features: No. 585 is an ex- 
tended range hi-fi radio in blond 
wood; No. 604, an intercontinental 
portable; No. 610 a tubeless tran- 
sistor pocket radio with 5 transis- 





tors. The three clock radios have 5 
tubes. No. 627 has a turquoise and 
ebony case; No. 625 white and 
gold; and No. 626 coral and ebony. 
Prices: No. 585, $54.95; No. 604, 
$75.; No. 610, $49.95; and clock- 


radio models $36.95. 





EMERSON Transistor Radios 


Emerson Radio & Phono Corp., 

Jersey City, 2, N. J. 

Models: Emerson’s 1957 line in- 
cludes 6 transistor radios including 
a low priced 6-transistor pocket 
model 849 

Selling Features: No. 849 “pocket 
radio” has 6 transistors in Neva 
break cabinet in a variety of colors 

Other models include No. 858 
combination phono and radio table 
model with dual matched speakers 
No. 860 a consolette has two 6-in 
speakers and a 4-in, tweeter; No 
861 a console has 4 speakers; two 
12-in. woofers and two 5-in. tweet 
CTS. 

Each instrument has 4-speeas 
and No. 860 and 861 have 10-watt 
power output. 

Price: No. 849, $58. including bat 
tery. 
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Only a Magnavox dealer can say— 


‘‘My competition can’t 
undercut me on price!” 











The Berkshire Radio- 
Phonograph—Perfect blend 
of superb sound engineering 
and flawless cabinetry! 25- 
watt dual-channel high fidelity 
amplifier; 4 high fidelity speak- 
ers...a 15” plus a 12” bass, 
and two high-frequency horns. 
Only $495.00 in mahogany. 









The Broadview 24 Tele- 
vision—Spectacular new TV 
value winner! Giant, filtered, 
24” picture (diagonal meas- 
ure); top-tuning controls, In 
Magnatex blonde or cordovan, 
complete with stand, only 


$199.00 (VHF). 


1. Magnavox maintains a policy of vigorous price enforcement 
which guarantees protected profits for every dealer 


More reasons why MAGNAVOX is the most profit- 
able franchise in the industry today! 


2. Most complete, competitive line. Magnavox TV 
prices start at only $139.90 (VHF). High fidelity instru- 
ments as low as $79.50. Last year on Magnavox sales 
alone, fifty dealers averaged a retail volume of $400,000, 
One hundred Magnavox dealers averaged $300,000, 


3. Greater profit margin. Magnavox offers the larg- 
est guaranteed markups of any leading television 

radio—phonograph manufacturer, even on leader 
models like the Broadview 24 television, shown above. 


4. Most step-up sales features. It's easy to trade 
Magnavox prospects up to more profitable models, 
Your profits step up, too, 


5. Price-protected inventories. Your Magnavox 
inventory is protected under the provisions of the 
Magnavox profit franchise. 


6. No “annual line,” no dumping. New models 
are integrated gradually. No quick change-over to 
leave you with “out-of-date” inventory. 

7. Transportation prepaid. Magnavox instruments 
are shipped to your door without extra cost to you 
adds to your profit margin. 


8. No promiscuous franchising, Magnavox sella to 
less than 2% of the nation's dealers, Only the most 


outstanding and dependable retailers sell Magnavox. 
9. Gold Seal Guarantee, Three months’ service on all 
television instruments bearing the Magnavox Gold 
Seal, plus a full year’s warranty on all tubes and parts, 
No other manufacturer promises such trouble-free 
performance and backs it up with such an all-inclusive 
warranty. 

There may be a Magnavox profit franchise available 
in your area, Why not write, wire or call today? 


The Magnavox Company, Fort Wayne, Indiana. 


One hundred million dollars worth of Magnavox instruments will be sold by 


our 1500 dealers in 1956 at full retail price 


high fidelity television - 
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PHILCO Hi-Fi Phonos 


Philee Corp, 
Philadelphia, Pa 


Models: 4 new 
co's 1957 lin 
Selling Features; All models fea 
ture 4-speed intermix player which 
includes new talking book 
of 164 rpm; intermix 
sequence of 33-4 and 45 rpm r 
ords in 7, 10 and 12-in. siz Th 
insert is used for 45 rpm record 
when played on regular spindle 

No. 1360 portable in brown lug 
gage-type case with contrasting 
tweed grille has Philco Electrostatic 
speaker and a 6-in woofer 

No. 1363 consolette with remo 
able legs in mahogany or blond 
has Electrostatic speaker ind San 
wooter 

No. 1763 console “Music Cham 
ber” in mahogany or blond with 
Electrostatic speaker and an S-in 
woofer 

No. 1765 console “Music Cham 
ber” available in Teak (black) fruit 


hi-fi phono m Phil 


peed 


plays ali 


wood, mahogany or blond with 
Electrostatic speaker and 10-in 
woofer 


In addition to 4-speed intermiy 
player, all hi-fi models have ba 
and treble controls; a jack for AM 
I'M tuner or tape recorders; built-in 
phono pre-amp system and 45 rpm 
spindles; Philco transformer pow 
ered amplifiers deliver up to 14 
watts output; all models styled in 
“modern motif 
Price; From $109.95 for 
$199 95 for 1765 


1360 to 





COLLARO Record Changer 


Collare Div., 
Rockbar Corp. 

650 Halstead Ave., 
Mamaroneck, N. Y. 


Device: New Collaro 4-speed rec 
ord changer RC-456, 

Selling Features: Designed to oper 
ate on 78, 45, 334 and 164 rpm; 
automatic intermix; automatic idler 
disengagement; manual operation 
is possible at all speeds 

Price: $34.50 
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FANON Radio-intercom 


Fanon Electric Co., Inc., 
96 Berriman &., 
Brooklyn, N. Y 


Device: Music-Talk packaged radio 
intercom-door answering system 
Selling Features: From master con 
trol its possible to converse with 
iny of the remotes, answer front 
door or baby sit from any location 
in the house; intercom can be used 
to monitor one Or more rooms from 
iny one or more location; each 1 
mote can originate a call to maste: 
or any other remote; 6-tube radio 
intercom uses a printed circuit 
radio programs or phono may be 
piped to as many remotes as ce 
sired and radio may be used sim 
ultaneously with intercom system; 
neon pilot light indicates when 
system 1S in Operation, 

Complete package consists of | 
master control, a weatherproof doo: 
speaker and 4 indoor speakers, 200 
ft. wire and all necessary 
ins 

Speakers are all 34 in. Alnico \ 
24 watts output; consumes 300 
watts at 110-120 volts a.c. or dx 
Provision for one additional remote 
at slight extra cost 
Price: $129.50 


o 
rough 





AUDIO Hi Fi Record Players 


Audio-Masters Corp., 
17 E. 45th S., 
New York, 17, N. Y 


Models: 2 new hi-fi record players 
No. 47 and 48 
Selling Features: No. 47 has a G-l 
reluctance cartridge dual loudspeak 
ers (8 and 4 in.) full range variable 
bass, treble and tone control as well 
as a special jack for earphones; 50 
to 15,000 cys with a 4-watt output; 
portable case covered in charcoal 
leatherette. 

No. 48 features a Collaro motor 


vith 2-piece tone arm; cartridge 
id shell plugs into base of arm 
ind is easily replaced and removed; 
Dual loudspeakers; one hi-fi 6 in 
extended range and a 4-in. tweeter 
is well as full range variable base 
bass, treble and tone controls and 
pecial jack for carphones; 50 to 
12,000 cycle frequency response; 
ind an automatic shut-off at end of 
record; simulated leatherette cass 
ill colors 





STROMBERG-CARLSON Phono 


Stromberg-Carlson, 
Div. General Dynamics Corp., 
Rochester, 3, N. Y. 


Model: Stromberg New World 
‘custom 400” phono consolette. 
Selling Features; Has two 5&-in. 
speakers, 5-tube push-pull ampli- 
fier with full power transformer; 4- 
speed record changer in cabinet 
23-3} in. high, 20 in. wide and 154 
in. deep; permanent magnet speak 
ers are front-emounted and Duo 
sonic design with equal grille area 
at the back of cabinet provides hi-fi 
sound from front and rear; separate 
bass and treble controls provide 
wide range tone combinations with 
audio power output of 15 watts and 
frequency response from 40 to 
16,000 evcles 

Record changer operates at 16-4 
53-4, 45 or 75 rpm; retractable idler 
prevents wow or thumping; feather 
light tone arm had sapphire stylus; 
both changer and amplifier are shut 
off automatically after playing last 
record; cabinet has lift lid, friction 
hinges hold lid firmly in any posi 
tion; hardwood veneers in walnut, 
mahogany, blond 
Price: $149.95 for mahogany; 
$159.95 for walnut and blond ma 
hogany 





TRIO Antennas 


The Trie Mfg. CO., 
Griggsville, i. 


Models: 1957 line includes 3 an 
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tennas Zephyr Royal; Zephyr and 
Zephyr-Mite 
Selling Features: Zephyr Royal fea 
tures new director en 
power and sensitivity of 
Wing” dipole; retains principle of 
stagger tuning which gives flat fre 
quency response needed for good 
color reception, Rejector phasing 
makes side pick-up through long 
phasing bars practically impossible. 
Zephyr also features “Wing” di- 
rector and “Wing” dipole; features 
two dipole and double transposi 
tion phasing giving high perform 
ance on all channels 2- to 13. 
Zephyr-Mite features flat 1 
ponse; good impedance and single 
lobe pattern in a single dipole an 
tenna; uses stub matching, allow 
ing a portion of stub to act as a 
resonant dipole on high band fr 
quene y 
Prices: Zephyr Royal, $34.95 
Zephyr, $24.95; Zephyr-Mite, $15 


to $20 


“Wing” 


hances 





CHANNEL MASTER Outdoor 
Antenna 


Channel Master Corp., 
Ellenville, N. Y. 


Model: Channel Master “Traveling 
Wave” outdoor antenna 

Selling Features: Utilizes 6 new fea 
tures; a single-bay of fringe model 
has higher gain than a wide-spaced 
single-channel, 5-element Yagi on 
each low band channel; front-to 
back ratios exceeding 10.1; relative 
voltage on each low band channel 
high band front-to-back ratios rangé 
from 5.1 to 12.1. 

Traveling Wave principle rein 
forces picture signals electronically 
by providing an equal flow of cur 
rent in every dipole on each of the 
VHF channels hairpin dipoles re- 
place conventional folded dipole; 
all elements of folded construction 
including reflector; phasing harness 
in 2 sections each having different 
impedance; elements are vee'd for 
ward at 2 different angles—no 
elements of same length; special 
terminating resistor in 7-element 
model; a new 3-conductor high im- 
pedance dipole has a shorting bar. 

Has 2 braced cross arms; 2 
heavy-duty mast clamps; “Line- 
Lok”; for black and white and 
color. 

Price: Available in 3 models: No. 
350, 7-element for d fringe 
areas, $54.95; No. 351, S-clement 
for near fringe areas, $39.95; No 
352, 3-element for suburban areas, 
$23.50. All models may be stacked 
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Prestos 















RESSUR 
times faster With 
autome ically controll 
mersible @lectric pressu 


PLUG IN Control-Moster so each 
appliance cooks by avtomotic 
controlled heat 


PRESTO ELECTRIC FRY PANS. Two 
convenient sizes, matching design, 
stick-proof surfoces, stay-cool feet 
Perfect eggs and bacon every time! 


] 0” 19" 


9” size 11” size 


PRESTO ELECTRIC GRIDDLE. Perfect 
pancakes, hamburgers, sovsages right 
at the table. Jumbo 9 x 15” size 
Slide-ovt drip tray catches fot for 
greaseless foods. A Presto exclusive! 


= 
wd 


‘k ER. Complete meals 


‘14 


DOLLAR 
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Operation Jack Rabbit will make your sales 
multiply...and multiply...and multiply with 













DETACH Control-Master so each 
appliance washes under water, 
handles ond all! 


1956 


Pl | 
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DUTCH OVEN. Bakes, roasts, braises 
automatically 
to wash entirel 
chafing dish. 


wa 











NEW SUBMERSIBLE 





v 









first electric oven SAUCE PAN, biéwesGuce pan cooking 
water. An ideal is fully . No boiling-over, no 


iG, 


auces won't separate. Popu- 
3-qt. capacity. Metal cover included, 


13” 


You display the lowest prices in the 
industry because one Control-Master 
operates all these appliances! 


Three new members join the Presto Control-Master family of appli- 
ances, and Operation Jack Rabbit doubles in customer appeal and 
repeat sales potential! Remember, once your customer owns a Control- 
Master, she saves $6.95 on each appliance she adds. She'll be back 
again and again, because with the addition of new Control-Master 
Appliances, the Control-Master becomes an electric range in the palm 
of her hand. 

A million-dollar ad campaign is pre-selling women on the new 
Control-Master concept. Your customers will be asking for these ap- 
pliances; order them all and watch your sales multiply . . . and multiply 

. and multiply! 


Presto (itiol- Mostoe Appliances 


National Presto Industries, inc., Eau Cleire, Wisconsin, Makers of Preste Tlectric 
Deep Fry Cookers, Steam trons, Coffeemakers, Preste Cookers and Conners 


MANUFACTURER 6 RECOMMENDED RETAIL OR FAIR TRADE PRICE FEO TAK ince 
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NEW PRODUCTS 





JFD Tuk-A-Tenna 


JFD Mfg. Co., Inc, 
6101 16th Ave., 
Brooklyn 4, N. Y. 


Device: JFD Tuk-A-Tenna for in 
door use in 4 models. 

Selling Features: Designed to fold 
up out of sight behind set when 
not in use; can be attached easily 
behind any portable set; individual 
swivel ball-joints permit pivoting of 
dipoles in any direction; aluminum 
cover hides dipole elements when 
not in use. Models include TA 
142, 3-section dipole less cover; 
TA 242, 3-section plus cover; TA 
143, 4-section less cover and TA 
243 4-section dipoles plus cover 
Prices: From $8.95 to $12.95 


Sek 











SNYDER Indoor Antenna 
Snyder Mfg. Co., 


316 S. léth S., 
Philadelphia, Pa. 


Device: “Slide Switch’”’ indoor TV 
antenna. 

Selling Features: Provides 6 posi 
tions and eliminates ghosts and 
snow; a crisscross phasing element 
and 3-section stalls bakelite ball 
house; aluminum phasing elements 
and staffs (No. 66A) polished brass 
(66B); suitable for black and white 
or color TV, FM, VHF and UHF. 
Price: $3.45 aluminum; $3.95 brass. 


“Line-Out” is the name of a new 
high “Q” filter which electronically 
climinates “venetian blinds” caused 
by co-channel interference. At 
tached to back of set and mounted 
into set by a simple plug-in installa- 
tion. Model V-10 eliminates the 
10 ke frequency; V-20, the 20 ks 
frequency interference. Made by 


Jerrold Electronics Corp., 23rd and 
Chestnut Sts., Philadelphia 3, Pa. 





HI-LO Antennas 


Hi-Lo TV Antenna Corp., 
3540 N. Ravenswood Ave., 
Chicago, Hil. 


Models: Telescoping antenna 505 
and No. 404 indoor model 
Selling Features: No. 505 spiral an 
tenna covers channels 2 to 83; uses 
golden spiral design with telescop 
ing dipoles; swivels on ball and 
socket in any direction plastic base; 
gold uprights. 

No. 404 swivels on ball and 
socket in any direction; swivel ac 
tion plus spiral design; gold spirals, 
plastic base. 

Prices: No. 505, $14.95: No. 404, 
$12.95 





ALLIANCE TV Remote Control 


Alliance Mfg. Co., Inc., 
Div. Consolidated Electronics Industries 


Corp., 
Alliance, Ohio 
Device: “It” TV remote control 
tuner. 
Selling Features: Comes complete 
with all parts in self-display carton; 
installation by customer takes only 
3 min.—no wires no tools needed; 
fits practically any make set, porta 
ble, can be used indoors or out; 
changes channels and tunes each 
channel, works up to 20 ft. away; 
fingertip pressure on channel selec 
tor and tuning bar switches sta 
tions; non-breakable black plastic 
case with gold trim; powered by a 
DC reversible motor which turns 
channel switch in either direction 
with slight fingertip pressure on 
control bar; current supplied by 
leakproof, longlife battenes. 
Price: $19.95. 
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YOUR AD IN THIS NICE, NEW ISSUE 
is going to get 
DOG-EARED AND DINGY! 
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Our Statistical 
and Marketing Issue 


always gets lots of hard use! 


What happens to each year’s January ELECTRICAL MERCHANDISING? 
What makes a copy of this particular issue look so beat-up and marked-up? 


We'll tell you! 













As the authoritative ‘‘fact book’’ of the appliance- radio-TV Industry, our Statistical and 
Marketing Issue is read, re-read, referred to, reprinted and generally run ragged. It is, 
in fact, the Industry's Annual Report 


Why? 





Because everyone in the appliance-radio-TV business needs and reads the business 
information found in this issue and nowhere else! 


‘ 
6, 
Your advertisement can get the same intense readership. You can build up your dis- in 
tribution fences. You can cut selling costs. im 
« 
All by scheduling your advertisement in the January, 1957 Statistical Issue. des 
Pow, - 
Mind you, we won't promise your ad will look neat and smooth and clean and flat... ‘ 
not after the months of thumbing-through this Statistical and Marketing Issue always ver es 
gets. Indeed .. . 40% will still be in use next September .. . after eight months of hard 
usage =z ot 
RE (ax 
All we do promise is a big dollar's worth of reading and use! Make your space reser- See x 
vation now copy to set closes December 1, complete plates, December, 5 Sr: wna 
——. ho 
rte en, "ee tn! 
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TRADE REPORT 





Money is Tight 


because... 
but . 
and. . 


HE credit squeeze really began 
to hurt last month 

In town after town the signs were 
unmistakable that the Federal Re 
serve’s tight money policy was be 
ginning to take effect 

Interest rates were going up 
Loans were being made on a selec 
tive basis. In some towns, long-term 
loans were virtually impossible to 
obtain. The housing industry was 
actually “hurting’’ for money. 

In the appliance business, the 
$64,000-question was still unan 
swered though—will tight money 
affect appliance financing? 

But there were some good indi 
cations that, for the time being at 
least, the appliance dealer isn’t go 
ing to feel the pinch nearly as much 
is other businessmen 


Long-Term Loans. The squeez« 
is apparently on higher-bracket 
loans, long-term, major-finance deals 
involving houses, business loans, and 
automobiles, etc. Banks and appli 
ince credit companies report no 
in the status of applian 


chang 
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And, even if interest rate 
were to rise on them, many feel that 
it would make little or no difference 
to the consumer 

The appliance-T'V industry has 
been affected only in as much as 
home owners’ (and builders’) loans 
are higher-rated and harder to get 
The lower rate of sale for new 
homes naturally affects kitchen ap 
pliances and built-ins 


loans 


No Great Fear. At this point, it 
is apparent that most appliance 
manufacturers do not greatly fear 
that the tight credit situation will 
affect the sale of big ticket items. 

It would seem that there is mor 
danger of the tightness of mone 
striking at the manufacturing level 
This might possibly curtail produc 
tion in the industry. 

The background of 
money situation is this: 

lo discourage possible inflation 
the Federal Reserve Board has put 
the brakes on credit by raising di 
count rates twice since April, The 
are now set at 


the tight 


» percent in most 


1956 


OCTOBER + 1956 


the Federal Reserve Board has hiked interest rates 
to prevent further inflation .. . 


although credit is hard to get for some, appliance 


loans remain static. . . 


appliance manufacturers see no drastic effect on 


purchases by consumers. 


l'ederal Reserve Bank districts 
This has been done to make com 
mercial banks more cautious in their 
lending policies by making them 
pay more for the money they bor 
row from the Federal Reserve. 

The effect has been that the gen 
eral tightness of money is pinching 
banks. Many of them are telling 
customers that they can have what 
is needed for day-to-day operations, 
but are having to turn down loans 
for expansion and improvement. 

In some fields, the length of 
loans has been shortened and inter 
est rates have been hiked, Appli 
ance credit men, however, are quick 
to point out that this has not been 
the case with appliance loans. ‘They 
contend that appliance credit terms 
have remained static, 


Bank Survey. A survey of banks 
reveals that installment money is 
still generally available. However, 
for some items, such as automobiles, 
the down payment may be larger 
ind the time to pay reduced. 

Bankers also report that, despite 


the tight money situation, business 
has apparently not been slowed 
With the exception of the home 
building industry, which has slowed 
perceptibly, there are few signs of 
anyone else being hurt, Bankers 
emphasize that reputable borrowers 
can still obtain money and that it is 
the fly-by-night, or unsound, opera 
tor who is suffering as a result of 
the credit caution. 

Bankers also generally seem to 
agree that credit brakes are on 
enough and that the situation is not 
likely to worsen, at least not in the 
immediate future, Many point out 
that now is the period of really 
heavy borrowing (the seasonal rise 
in business traditionally starts with 
Labor Day and continues on 
through Christmas) and that the 
train should ease after the first of 
the year 


Few Appliance Squeals, As yet, 
there have been relatively few 
queals from appliance-TV manu 
facturers. If the credit situation be 
comes tighter or extends into a long 
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4 
_ there is only one , , a 
“automatic. (| being sold than ever before in history. 





How many clothes dryers will you sell today? 
How much will you net? If you don’t like your 
own answers, take a look at the new Hamilton ad 
on the opposite page — then think this 
over « Today, more Hamilton dryers are 





| pc ag And, they’re being sold more profitably 
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than any dryer you can name. Why? 
Because Hamilton has the background 
to build a quality product, and the ac- 
ceptance to market it successfully. Of all 
major clothes dryer manufacturers, only Hamilton 
achieves volume sales without relying on “low- 
margin, no-margin” specials + Hamilton keeps its 
“most wanted” title through strong local promotion 
and powerful national ads like this one (now 
making full-color appearances in Saturday Evening 
Post, Better Homes and Gardens, American Home 
and Sunset) » Want to sell more clothes dryers, 
more profitably? You can do it now with Hamilton! 








strongest exclusive laundry line going! 


AUTOMATIC WASHERS + AUTOMATIC CLOTHES DRYERS + HAMILTON MANUFACTURING COMPANY, TWO RIVERS, WISCONSIN 
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there is only one | 
automatic 


clothes dryer- 


clothes drying experience. That dryer is 


-backed by eighteen years’ 








Series "300 au 





the handsome, new Hamilton, 








the original automatic clothes dryer. 
Isnt this the dryer you want? 


clothes dryer made. 


you buy, why not ask her? 


tomatic washer and dryer by Hamilton 


You have a right to expect a lot from your new clothes dryer! And you 
won’t be disappointed, if you’ll keep this thought in mind 


Of all the dryers you might buy, only Hamilton gives you the benefit 
of more than 18 years’ clothes drying experience. You get extra value 
features like gentle, speedy Carrier-Current Drying and wonderfully 
simple Touch-and-Go Controls only in the Hamilton. No wonder Hamilton 
has been the choice of more women, for more years, than any other 


Today, Hamilton automatic washers and clothes dryers are making life 
a lot better for hundreds of thousands of families just like yours. Chances 
are, one of these happy Hamilton owners lives right in your block. Before 


the name women know and trust 


AUTOMATIC WASHERS + AUTOMATIC CLOTHES DRYERS « HAMILTON MANUFACTURING COMPANY, TWO RIVERS, WISCONSIN 
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COFFEE MAKER 


Fully Automatic on 
Plus “Signalite” $429" 
At a New Low Price“. 


Yes. it's AUTOMATIC all the way-—and beautifully 
fashioned in the modern streamlined mode. And it 
brews delightfully full-flavored coffee to please the most 


cxac ting taste 


Here are the leading features that make this newest 


“EMPIRE-MATIC” Coffee Maker so appealing, sales 


Deluxe “EMPIRE-MATIC’ 
$1895" 


No. 1978 
4-8 Cup 


finished in deep, lustrous 
chrome. With Flavor Selec- 


tor and Red “Signalite” 


Ask About The New Automatic “Coffee-Quickie. 


Makes a “cup for two—or two for you” —Automatically 


No.72 $795" 


*Prices slightly higher in West 
WRITE for complete information 


Specialists in Coffee 
Makers for Over a Third 
of a Century— 


H 10u Se 


“The ae WARE Corporation 


200 Fitth Avenwe Two RIVERS WIS Merchandise Mart 
’ ° 


New York Chicage 
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period of time, it is hard to predict 
just what the implications for this 
industry might be 

A representative sampling of 
manufacturers reports that, judging 
from present sales, seasonal in 
creases and sales volume will be« 
greater this year than last. Many 
report that they were not even 
aware of the credit squeeze until 
sometime in August. 


Loans on new homes and build- 
ing construction have suffered the 
most, but, excepting those who do a 
heavy business with builders, appli- 
ance manufacturers do not foresee 
immediate drastic implications. 

The tight money situation, then, 
apparently has not yet affected the 
appliance-TV industry. Whether it 
is going to is still a matter of some 
conjecture. 








The network schedules of color television for the month of October include 


the following programs: 


. 1-5, 3-4 EDT, NBC——-NBC Matinee Theater 
OCT. 1, 7:30-7:45 EDT, NBC—The Golden Touch of Frankie Carle 
. 2, 8:30-9 EDT, NBC—Noah’s Ark 
. 2, 9:30-10 EDT, CBS—Red Skelton Show 
. 3, 8-9 EDT, CBS—Arthur Godfrey Show 
, 9-10 EDT, NBC-——Kraft TV Theater 
, 10-11 EDT, NBC—Lux Video Theater 
, 8:30-9 EDT, NBC——-Walter Winchell Show 


, 8-9 EDT, NBC——Perry Como Show 


3 
4 
5 
. 6, 9-10 EDT, NBC——The Chevy Show, Dinah Shore 
6 
6 


, 9:30-11 EDT, CBS—Ford Star Jubilee 
. 7, 9-10 EDT, NBC-—Goodyear TV Playhouse 
. 8-12, 3-4 EDT, NBC—-NBC Matinee Theater 
. 8, 9:30-10:30 EDT, NBC—Robert Montgomery Presents 


. 9, 8:30-9 EDT, NBC—Noah’ 


. 9, 9:30-10 EDT, CBS—Red 


s Ark 


Skelton Show 


10, 8-9 EDT, CBS—-Arthur Godfrey Show 
. 10, 9-10 EDT, NBC—Kraft TV Theater 


. 11, 10-11 EDT, NBC—Lux 


Video Theater 


. 12, 3:30-4 EDT, CBS-——Bob Crosby Show 

. 12, 8:30-9 EDT, NBC——Walter Winchell Show 
. 13, 8-9 EDT, NBC—-Perry Como Show 

. 14, 1-1:30 EDT, CBS—Heckle & Jeckle Show 


. 14, 9-10 EDT, NBC—Alcoa Hour 


. 15-19, 3-4 EDT, NBC——-NBC Matinee Theater 
. 15, 8-9:30 EDT, NBC——Producer’s Showcase, ‘The Letter’’ 
. 16, 7:30-7:45 EDT, NBC——Jonathon Winters Show 
. 16, 8:30-9 EDT, NBC-——Noah’s Ark 
. 16, 9:30-10 EDT, CBS—Red Skelton Show 
. 17, 8-9 EDT, CBS—Arthur Godfrey Show 
. 17, 9-10 EDT, NBC-——Kraft TV Theater 
. 18, 10-11) EDT, NBC—tLux Video Theater 
. 19, 3:30-4 EDT, CBS—Bob Crosby Show 
. 19, 8:30-9 EDT, NBC——-Walter Winchell Show 
CT. 20, 8-9 EDT, NBC——Perry Como Show 
. 21, 1-1:30 EDT, CBS—Heckle & Jeckle Show 
. 21, 9-10 EDT, NBC——The Chevy Show, Bob Hope 
. 22-26, 3-4 EDT, NBC—-NBC Matinee Theater 
. 22, 9:30-10:30 EDT, NBC—Robert Montgomery Presents 
. 23, 8:30-9 EDT, NBC-——Noah’s Ark 
. 23, 9:30-10 EDT, CBS—-Red Skelton Show 
. 24, 8-9 EDT, CBS—Arthur Godfrey Show 
. 24, 9-10 EDT, NBC—Kraft TV Theater 
. 25, 10-11 EDT, NBC——-Lux Video Theater 
. 26, 3:30-4 EDT, CBS——Bob Crosby Show 
. 26, 8:30-9 EDT, NBC——Walter Winchell Show 
. 27, 8-9 EDT, NBC—Perry Como Show 
. 27, 9-10:30 EDT, NBC—Spectacular, “Manhattan Towers” 
. 28, 1-1:30 EDT, CBS—Heckle & Jeckle Show 
. 28, 7:30-9 EDT, NBC—Hallmark Hall of Fame, “Born Yesterday’ 
. 29-31, 3-4 EDT, NBC-——NBC Matinee Theater 
. 29, 9:30-10:30 EDT, NBC-——Robert Montgomery Presents 
. 30, 8:30-9 EDT, NBC—Noah’s Ark 
. 31, 8-9 EDT, CBS—Arthur Godfrey Show 
. 31, 9-10 EDT, NBC—Kraft TV Theoter 
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LATH 
Its ex 
moder 
popul 
futurar 
really | 


RAKE 
Blade” 


Joe Greengrass Says: 


“1 shave faster and 
smoother with 
Roto-Clipper...and 
I change dull 
blades in a jiffy!"’ 
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CLIPPER 














the power mower 
that changes blades | 
like a razor! 


R22R SUBURBAN Briggs 244 HP. 4 cycle engine 


with recoil starters, 7 front 
rear wheels. Deluxe 
deck plate and reversible chrome 
handle 


The ultimate in years ahead styl 
ing and design. The Suburban 
has a 22” cut and comes with 
either a Clinton 24% H.P. or 


wheels, #° 


$109.06 suggested list 





Roto-Clipper's 


sharper features 


CHANGE THE BLADES and get 
set for smooth selling! Roto-Clipper’s low 
cost “Speed Blades” are changed in minutes 

like a razor. Special heavy dut . grip 
tite fasteners hold "Speed Blades” 
securely in place with shockproof %” 
screws. Roto-Clipper’s “Speed. Blades” 
shave grass faster, easier, smoother 


FLIP THE HANDLE 
either direction with equal ease! No 
more “U-turns!” Roto-Clipper's easy ma- 
neuverability saves steps! 14 gauge steel 
deck is guaranteed 5 years. Show your 
customers the quality of design and con 
struction in the new Roto-Clipper line that 
makes it a must for that velvety lawn! 


TRIM (tT CLOSE with the special 
housing design that permits trimming with 
in half an inch of fences, shrubs and build 
ings! Less hand trimming less time 
spent for good lawn grooming! Roto 
Clipper has the edge for whisking through 
grass-cutting chores! i 


and mow in 


| mow ‘em down! 


LATHER UP TO HIGHER PROFITS with Roto-Clipper 
Its exclusive design combines all the luxury and comfort of 
modern suburban living into a sleek, efficient easy-to-use 
popular-price power mower. With eye-catching chrome, 
futuramic lines and a color scheme pre-tested to sell, they'll 


Blades merchandise the blade-changing feature. Place a carton 


DISTRIBUTORG: Here's your chance to 
of “Speed Blades” in a traffic-center—watch your sales grow! 


cath in on America’s fastest selling mowers 


FALLS PRODUCTS CO., GENOA, IL 


Gentiemen 


PRICES—PROFITS—PROMOTIONI 
Clipper for every price, every promotion 


There's a Roto- 


from a 19" rotary 
Send me all the details on Prices, Profits and Promotions with 


to a big-ticket self-propelled beauty with a riding sulky! And 


really move! 


RAKE IN THE SHEKELS with ready-to-sell “Speed 
Blade” packages! Roto-Clipper owners will want several sets 


Joe Greengrass will be around to merchandise Row-Clippers 
in your store on counter cards, displays, banners and publicity 
~besides starring in an intensive local advertising campaign! 





Roto Clipper mowers! 
NAME 

ADDRESS 

cry 


zomet STATE 


“ROUGHED UF" LAWNS 


come from dull, nicked blades. A 
worn-out mower blade shreds and 
tears grass instead of cutting it! Many 
otherwise beautiful lawns are ‘hacked 
7 by dull blades. That's why Roto- 
Clipper's low-cost “Speed Blades”’ 
were designed ... w be changed 
easily and quickly .. . like a razor! 


WELL -GROOMED LAWNS 


need water, food and careful mowing. 
The suction lift of Row-Clipper's low- 
cost “Speed Blades" strasghtens grass 
then shaves it at the proper angle. 
As they dull, “Speed diades” can be 
changed like a razor! Extra sets save 
time-consuming and costly resharpen- 
ing. Roto-Clipper gives fine lawns 
the care they deserve! 


. 


“SPEGO BLADES" 


Here's how Roto-Clipper wraps up 
this merchandising story in a profit 
able package! A display of low-cost 
“Speed Blades" on the counter will 
heip sell Roto-Clippers on the floor 
.-. and “Speed Blade” sales to Roto- 
Clipper owners will open a new 
source of profit for you! 


SB21R ROTO-CLIFPrPER 


Features 21" cut, durable cast side 
frames and bed pilates, 6" reel . . . ball 
bearing mounted, automatic take-up, 
5 high-grade crucible seel blades 
riveted to heavy steel spiders, manual 
spring leeded clutch, safety-guard 
covers drive chain, recoil starter with 
4 cycle Briggs Engine. 
34.60 suggested list, 
Model 818R 18” cut @110.06 sug, list 


Joe Greengrass SayS: “it's the blade that's different! 
Roto-Clipper changes blades like a razor, 


gives lawns that well-groomed look!" 


R192 


ECONOMOWER 


Low priced 


easy to 
start... simple to use... 

ideal for medium sized lots, the 
Economower has a 19” cut, 
Clinton 2 cycle engine, 7” wheels, rope 


2 HP. 


REIS MAINLINE 


Excellent for city lawns where 

quiet is needed. The Mainline is 

built for years and years of service. Has 

a 19” cut, % H.P., 1750 rpm, Delco 

electric motor, 7” wheels, and reversible 

handle. Trims to 4" of fences, build- 
ings, and shrubs. 

$62.60 suggested list 


starting discharge, and reversible han- 
dle mows easily in either direction. 


$60.06 suggested list 


GRASSHOPPER 
Tops the fashion list in pro- 


7 
oF od oe 
[a 


the power 
mower that 


motional mowers for the new 


home owner. The Grasshopper has a 
19” cut and a Clinton 4 cycle 1% H.P 
engine with a rope starter. With reversi- 
ble handle, it mows in either direction 
The 7° staggered wheels and the grass 
discharge at right front gives the Grass- 


changes blades 
like a razor! 


hopper a special class appeal of its own. 
$79.96 suggested list 


RRZIOCOR COUNTRY-AIRE 


Hitch-up the sulky and away we go on the Roto-Clipper Country- 
Aire. The sulky couples easily . . . without tools . . . has wide 
comfortable 10° wheels that leave lawns unmarked. 

The most unique, versatile three purpose 21" cut power mower 
you can buy. It's a self-propelled mower . . . uses heavy duty traction 
tires on the rear driving wheels. It's an easy to manage riding 
mower with a sulky (optional). It's a free wheeling push-type 
mower for trimming near hedges, trees, and buildings. Rear driv- 
ing wheels can be completely disengaged allowing hand mowing 
backward or forward with equal ease. Extra convenience features 
include a hand throttle and clutch control on the chrome handle, 
8” wheels, 5 H.P. Clinton 4 cycle engine with recoil starter. 


9169.96 suggested list. Sulhy optional, 934.96 suggested list 


RISR GRASS MASTER 


High styled and popularly priced, the 
Grass Master has a 19” cut and is sup- 
plied in either a Clinton 2% H.P. or 
Briggs 244 H.P. 4 cycle engine with a 
recoil starter. Features staggered 

7° wheels, reversible chrome han- 

dle, and side discharge. Recoil 
starter for fast, effortiess starts 
$97.60 suggested list 


FALLS PRODUCTS CO.. GENOA. ILLINOIS 





MANUFACTURERS 





Emerson ‘57 Line Bows In 


Portable TV-Phonoradio catches dealers’ atten- 


tion; company also expands transistor radio line, pre- 


sents versatile series of air conditioners 


Emerson Radio & Phonograph 
Corp.’s big news for the coming 
year is its portable TV-Phonoradio, 
which can be operated from a cat 
According to Dorman D. Israel, 
executive vice president and gen 
eral manager of the _ television 
radio-phonograph division, the un 
precedented demand for this item 
has compelled Emerson to expand 
its television receiver production. 

“While we expected excellent 
consumer acceptance of this unique 
entertainment combination, we 
never anticipated that it would 
capture the imagination of the pub- 
lic to this extent,” Israel told Em 
erson distributors recently. “We 
have been forced to revise our pro- 
duction schedules upwards to meet 
the demand.” 

This model, No. 1232, is a five- 
way combination that carries a list 
price of $124. It receives television 
programs on an 84 inch screen, as 
well as standard broadcast radio 
programs, and also provides facili- 
ties through a phono-jack for record 
playing. It can be operated from a 
car on battery power by plugging 
an inverter into the cigarette 
lighter. A fifth feature is an addi- 
tional jack for plugging in an un- 
der-the-pillow attachment which 
permits listening in bed without 
disturbing anyone else 

1957 TV Line. The new 1957 
Emerson line includes the Eldorado 
which consists of three 21- 
inch and two 24-inch receivers. 
Each of these features the “Futura’”’ 
which it is claimed lasts 
longer and costs less to operate 

The De Luxe series, with list 
prices starting at $158, includes six 

l-inch receivers 

lhree major items in the 1957 
television line were introduced by 
Emerson prior to its distributor 
convention. One is the C-506, a 
de luxe color set with a 21-inch 
screen priced at $678. In addition, 
there were two other portable 
TV receivers introduced—a 14-inch 
model at $128 and a 17-inch model 
it $138 

New Radios. In the line of 
radios, with the presentation of six 
transistor radios, including a six 
transistor pocket radio priced at 
$58, Emerson claims it has become 
the world’s largest producer of tran 
sistor radios 

According to vice president Is 
racl, “Emerson has always led the 
field in miniaturizing its products 
ind it is only natural that we have 
assumed leadership in the produc 


series, 
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tion of these new radio miracles in 
corporating tiny transistors.” 

The new Model 849 leads the 
company’s 1957 transistor radio 
line. This model contains six tran- 
sistors and is housed in a “Neva- 
break” cabinet available in a variety 
of colors. The $58 price includes 
the battery which has a life of one 
year. A large assortment of portable 
radios, clock radios, and table 
radios, ranging in price from $18 to 
$50 is also available. 

Emerson's 1957 line of phono- 
graphs includes four portable 
models, two hi-fi models, and a 
hi-fi phonoradio. The hi-fi group 
ranges in price from $108 to $178, 
and from two to four speakers. 

Air Conditioner Line. The 1957 
Emerson-Quiet Kool air conditioner 
line produced by Emerson sub 
sidiary Emerson-Quiet Kool Corp., 
includes 26 room air conditioner 
models in the De Luxe, Powe: 
Saver, Super Compact, Super Dy 
namic, and Thru-The-Wall series, 
as well as a full line of residential 
and commercial air conditioners. 

Units are each available in a 
choice of five decorator colors. The 
consumer can also convert the De 
Luxe series models into: (1) a port 
able for normal windows; (2) a 
portable for deep sill applications; 
(3) a unit for casement windows of 
all types; (4) a flush mount unit 
with no outside braces; (5) an all 
inside unit or one in any of 15 
mid-positions; (6) a thru-the-wall 
installation; (7) a transom mount. 
ing; (8) a tandem, side by side, or 
stacked mounting; (9) one with 
iutomatic timing, and (10) one for 
extra wide windows 

There is in addition, a one horse 
power 115 volt unit which the 
company describes as “the answer 
for millions of people who need a 
1 h.p. unit, but can’t get 230 or 
208 volt electricity.” 


Expansion Plans 


Hallicrafters Co. in Chicago is 
taking steps to expand its private 
label division. 

Harold C. Mattes has been 
elected vice president in charge of 
the company’s private label divi 
sion, according to an announcement 
by W. J. Halligan, president and 
board chairman. 

In addition to Mattes, L. C. 
O’Brien, Allan Henry, Richard 
Marholz, and Melvin Moore are 


A Mighty Mite 





DON GODDARD, ABC news commentator, televises Bob Whitehouse, ABC operations 
executive, with “sub-miniature’” Grundig-Majestic television camera, The camera, 
made in West Germany and distributed here by Majestic International Corp., 
Chicago, is only four inches long and was used at the political conventions. 


also joining Hallicrafters. ‘These 
men, all of Raytheon, are coming 
to Hallicrafters following the recent 
purchase of their former company’s 
television and radio tools, dies and 
other equipment from the Admiral 
Corp. 

O’Brien and Henry will assist 
Mattes in expanding Hallicrafters 
yrivate label business, while Mar- 
holz will be in charge of private 
label design. Moore is to Frandle 
field engineering. 

Mattes was a pioneer in the man 
ufacture of consumer radio and is 
well-known in the electronics in 
dustry. He co-founded Belmont 
Radio Corp, in 1928 and served as 
the company’s first president. 
When Belmont merged with Ray 
theon in 1945, Mattes became vice 
president in charge of that com 
pany’s contract manufacturing divi 
sion. This year, he was elected 
president 


To Spark Bulbs 


“The Nela Park Award” will be 
presented to six utility companies 
each year for outstanding success 


in lamp bulb activity by the Gen 
eral Electric Co. Ad division, 
according to EF. D. Stryker, man 
ager of utility sales 

The award, in the form of a 
plaque, will go to winners of a 
contest for the most successful, 
creative, and imaginative bulb sales 
campaigns among electric light and 
power companies,” Stryker said. 

There will be three groups of 
contestants with two categories in 
each group. The three groups are 
privately-owned electric _ service 
companies with over 100,000 cus- 


tomers, privately-owned companies 
with fewer than 100,000 customers, 
and rural electric cooperatives and 
municipally operated electric serv 
ice companies 

One category is for companies 
which retail lamp bulbs, and the 
other for companies which do no 
retailing but do promote lamp bulb 
sales through dealers 

The contest will close May 31, 
1957, and entries should be sent 
to the Nela Park Award Cominit 
tee, General Electric Lighting In 
stitute, Nela Park, Cleveland 12, 
Ohio 


Filter, Features 


A built-in automatic lint filter, 
an automatic infinite water level 
selector, a door that automatically 
opens when the wash is done, and 
a choice of three colors, besides 
white, are among the features of 
the new 1957 RCA Whirlpool 
home laundry appliance line. 

According to Jack Sparks, general 
sales manager, the new 
Whirlpool laundry line consists of 
five automatic washers, five gas and 
four electric automatic clothes dry- 
crs, a semiautomatic wringer 
washer, a  ten-pound capacity 
wringer washer, and an automatic 
i1roner 

The new line, according to 
Sparks, combines styling advances 
with new functional fectures. New 
high console styling offers crisp, 
sharp lines to create the “architec 
tural look” that complements mod 
ern kitchen cabinetry. 

Imperial and Supreme automatic 
washers and dryers are available in 
pink, yellow, or green 
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GENOA. ILLINOIS 


SELL /FASTER WITH 


mole Ind 


CASH IN 
ON THE ACCEPTANCE 


of the Toastmaster name 


BOOST SALES AND PROFITS 


with this New Pre-Sold 
Full-Margin Line 


MODEL 8B1 
Fry Pan-12” 
$24.95 retail 


The enthusiastic response of distributors and retailers 
to the announcement of Toastmaster’s six new appli- 
ances proves once again the value and acceptance of this 
famous-for-quality brand. 

And now this value and acceptance is yours in a full 
line of Toastmaster products—with all the added profit 
that a full line gives. 












MODEL 1B16 
Powermatic 2-Slice 
Toaster $27.50 retail 





MODEL 8Ai1 
Fry Pan-11” 
$19.95 retail 





DOMED COVER FOR MODEL 
8B1-A2 $4.00 retail 
8A1-A2 $3.00 retail 


Every appliance in the full line that you see here also 
gives you full profit margins. 

And so your opportunities for sales and profits are 
larger than they ever were before on the famous Toast- 
master line. 

To cash in on these opportunities in the largest way 
possible, order early and be assured of preferred delivery. 
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MODEL 1C4 
Powermatic 3-Slice 
Toaster $39.50 retail 






TOASTMASTER 


MODEL 202 
Automatic Waffle Baker 
$21.95 retail 








MODEL 1B22 






MODEL 1B21 
MODEL 1A6 Automatic Toaster gor me 
Automatic Toaster $19.95 retail 


$15.95 retail 











MODEL 4A2 
Automatic fron 
$12.95 retail 


MODEL 4B1 
Automatic Steam and 


Dry tron $15.95 retail ( | 
DAVE GARROWAY 
Star of the NBC-TV 
“TODAY” program 
7to9 AM 


mNBC TI) 


coast to coast 
and border to border 
with these three star selling 


personalities! STEVE ALLEN—Star of 
the NBC-TV “TONIGHT” 
Show—11 to 1 AM 
New York Time 


TOASTMASTER Acme. Apptenen 


““TOASTMASTER” is a registered trademark of McGraw Electric Company, Bigin, Mlinols ©1956 


CALL YOUR DISTRIBUTOR NOW- GET PREFERRED DELIVERY! 
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MODEL 203 
Automatic Grill and 
Waffle Baker $32.50 retali 


ARLENE FRANCIS 
Star of the NBC-TV 
“HOME" Show 
11 to 12 Noon 
New York Time 


P LUS Big-space national advertising 
.++ 31 ads in 9 leading magazines! 




















Add-On Refrigerators . . . 


... are latest Westinghouse achievement; light- 
weight plastic and metal units can be cut to any size or 
shape, are refrigerated by a forced air system 


Westinghouse Electric Corp. is 
busy creating obsolescense in re 
frigerators. The company is testing 
refrigerator cdbinets that can be 
hung on the wall, fit under the 
counter, give from five to 25 feet of 
capacity, and serve cold water, ic« 
These new 
add-on units have been made pos 
sible through wus 


cube , OF crushed we 


of light-weight 
plastic that can be cut to any size 
or shape 
’ The cabinets, in modular sizes, 
are cooled by a forced air system 
and the temperature of individual 
cabinets can be controlled to make 
them cither refrigerators or freez 
ers. The air is forced from the 
cabinet housing the compressor 
through ducts into cach of the 
other compartments 

It’s possible to have four or five 
different cold storage cabinets lo 
cated at convenient places around 
the kitchen with the new system 
It will even be 
cess to Some 


possible to have 
cabinets and ice 
cubes directly from the living room 

Because of the in pl ce ign, a 
young couple can buy a compressor 
unit and a five-foot refrigerator stor 
age cabinet, Later, as the fam 


ily’s needs expand, they can add ad 
> cubic feet 
Westinghouse engineers have de 


ditional units up to 2 


signed the cabinets so they will be 
adaptable to apartments, new or 
remodeled homes 

Four Basic Cabinets. Four differ 
ent basic cabinets and the com 
pressor unit comprise the design 
im the prototype model made by 
Westinghouse. ‘The compressor 
unit can be used in every combina 
tion with any one or more of each 
of the other four, Just 11 inches 
wide and counter height, this unit 
rests on the floor. ‘There are two 
basic floor units, one five cubic feet 
and one ning 

Chere is a 6.5-cubic-foot transi 
tion unit with built-in duct work to 
rest atop any of the three floor 
pieces The transition 
piece is a duct 30 inches wide, 16 
inches high, and three inches deep 
I'he basic wall cabinet is 30 inches 
wide and high and 14 inches deep, 
having 4.5 cubic feet of spacc 

Using the 

Uhermo-Struct,’ 


house 


standard 


plastic material, 
which Westing- 
announced earlier this 
month, company engineers believe 
it will be possible to make units of 
ilmost any size and to fit any need 

John W. ¢ raig, W estinghous¢ 
vice president and general man 
ager of the electric appliance di 
visions, says the plastic refrigerators 
are “the first achievement the in 





PROPOSED Westinghouuse add-on refrigerator and freezer units working off one 
refrigerating plant have a total capacity of 25 cubic feet 





.. » but can be used as a minimum unit of five cubic feet capacity together with 
the element housing the refrigerating mechanism. 
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dustry has seen which gives prom 
ise Of so accelerating the rate of 
refrigerator obsolescence as to es- 
tablish this as a complete new in- 
dustry for all practical purposes. 
Now it will be almost as easy to 
make a special refrigerator as a spc 
cial pair of shoes.” 

rhis fall, Westinghouse will also 
offer refrigerators with full square 
corners instead of curved edges and 
designed to blend neatly with 
standard wall and base cabinets for 
a “built-in” look. 

In the field of electric ranges, the 
company offers the Westinghouse 
electronic oven and the new, im- 
proved electronic surface cooking 
unit on standard ranges. The elec 
tronic oven cooks foods of all types 
quickly through the use of micro 
waves, which are a kind of high 
frequency radio energy 





Manufacturer Briefs 





© Progress Mfg. Co., Inc., has con 
tracted for the construction of a 
235,000-square-foot manufacturing 
plant in Philadelphia. This will 
expand the company’s production 
space in Philadelphia by 65 per- 
cent, 


¢The Sentinel Radio Co. has 
moved its service parts dept. from 
Evanston, Ill., to Fort Wayne, Ind., 
to furnish better service through 
a consolidated operation, shipping 
Magnavox and Spartan as well as 
Sentinel parts 


eShare owners of the General 
Electric Co. have increased in the 
past year at the rate of approxi 
mately 500 a week. The company 
reports a record of 361,231 share 
owners as of Aug. 23 

@ Construction of a new 40,000 
square-foot building for servicing 
and storing refrigerator systems at 
Admiral Corp.’s appliance center 
in Galesburg, Ill., has been an 
nounced 


*Some 1500 Westinghouse dis 
tributor executives and their sales 
men attended a national conven 
tion in Columbus, Ohio, during 
the week of Sept. 24 


© The Jefferson City Cabinet Co., 
newest division of The Magnavox 
Co., formally opened its doors late 
in August. This new building with 
an area of 100,000 square feet is 
situated on a 30-acre plot one milk 
east of Jefferson City, Tenn 


* Raymond Rosen Engineering 
Products, Inc., has changed its cor- 
porate name, effective immediately, 
to Tele-Dynamics, Inc 


@ Initial reaction to its 1957 home 
laundry line, it is reported, has 
caused Bendix to schedule healthy 
production increases in early fall 
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Tackles Sales 


Bae vs 





OTTO GRAHAM, former quarterback of 
the Cleveland Browns, is greeted by Mo- 
torola vice president S. R. Herkes on 
his arrival at the company’s Franklin 
Park, Ill., plant. Graham has signed a 
contract with the company to make a 
series of personal appearances during 
the fall selling season. 


German Imports 


Kuba-Tonmobel-und Apparate- 
bau, manufacturers of radio and 
phonograph combinations in Wolf 
enbuttel, Germany, plans to market 
its line in the U. S. for the first 
time. Working through Edelmuth 
& Co., 1192 East 40th Street, 
Cleveland, Ohio, the company 
claims to have over 50 percent of 
the phonograph market in Ger 
many. 

Units range from a radio-phono 
graph combination in a walnut 
cabinet priced at $199.95 to a radio- 
phonograph-tape recorder-televi 
sion combination, also in a walnut 
cabinet, at $1095, according to 
Heinz Costavel, Kuba’s export 
manager. 

Ihe company offers twenty mod 
cls containing varying combinations 
and ranging from three to six loud 
peakers. They highly 
hand-polished cabinets designed to 
meet various styles of interior deco 
ration All sets, including those 
with television, are radio-phono 
graph combinations 


come in 


New Colors Due 


Sylvania Electric Products, Inc., 
is continuing to develop its line of 
specialized, or decorator, home and 
commercial lighting 

Pointing out that the company 
had introduced its “Softlight” line 
in pearl-pink more than a year-and 
a-half ago, a Sylvania spokesman 
said that new types are under de 
velopment and testing. It was 
noted that, before “‘Softlight’’ was 
introduced, intensive consumer 
studies were made among house 
wives across the nation to deter- 
mine the needs of modern home 
lighting. These studies have con 
tinued and are continuing 

It was added that new types of 
colored light bulbs will be on the 
market before the end of the year 
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THIS CHRISTMAS—STOCK-UP, SELL-UP, CLEAN-UP WITH RCA VICTOR 


YOU'VE GOT A TREASURE IN HI-FI “VICTROLAS” 


Because more people want—and buy—RCA Victor than any other High Fidelity 














Top row (I. to r.); 


The Mark | ; AM-FM rad tape recorde 


ete with handsome brass legs (7HF:! $139.95. The Mark IV. "Victr 
maple or light rift oak finishes (7HFR 


Another New Sensation in Sound! Only RCA Victor Hi-Fi is 
designed for Stereophonic Sound for even greater profits 
It's like owning a gold mine! New RCA Victor High Fidelity 
“Victrolas” 
are models with Panoramic Sound 
There 


_all have featherweight tone arms that are kind to records. 


There 
3 speakers that fill the room 
are record changers that play 4 


are loaded with features to make selling easier. 


with rich, living sound! 
speeds 
You can even add Stereophonic Sound in seconds to the Mark IV, 
Mark VI and Mark VII. Each has a special stereo-jack that lets you 
plug in a “Victrola” Stereotape Player. Demonstrate the magnifi- 
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Maple 
595.00. Bottom: The Mark vil Portat 





oa 
f oh (OFF) $1600. The Mark Il. 4.meed ‘Victrola AMAIA vod nsole. Provincial stytis 
F; "$780.00. Comer row (1, to £.); The Mark Vi, Vv nk, mahogany, light rif 

{ nahogany orcad see ah finishes Many i799 the Mark iO. i-speed “Victrola AMAM 


le Victrola.”’ Ten mulated teathe 1fP 


$129 


cent sound. It’s a sales feature that just can’t miss! 


What's more, with RCA Victor's powerful campaign backing you, 
this is the perfect year to stage your own Hi-Fi Gold Rush! Contact 
your RCA Victor distributor right away! 


RCAVICTOR * ZN 


RADIO CORPORATION OF AMERICA 





ahogany ‘ir ghtiy higher except for Mark | 
Manvtocturer’s nationally advertised list prices showr jbject to change Siightly higher in 
r West and § SRCA eat cane for record and tape p 


PAGE 171 


ayers 








AT EVERY PRICE LEVEL-RCA VICTOR SELLING 


3-WAY PORTABLES FROM $29.95 





Lowest priced 3-way RCA Victor porta- 3-way portable. “Wovefinder’ antenna Transistorized portable in non-breakable Extra-powerful 3-way portable. “Wove-. 
ble. Non-breakable “IMPAC” cose guaranteed “Golden Throat’ tone. Gray, white or aqua IMPAC” case. “Golden Throat” tone. Two- finder’ antenna, “Golden Throat” tone. Gray 
not to split, crack or chip in 5 years of normal IMPAC” case. The Midshipman. 78X6 tone gray, turquoise-and-white. The Winsome. or aqua “IMPAC” case. New “Globe Trotter.” 
use. “Golden Throat’ tone. Flame red, two $34.95. Not shown: as above, but with pre Model 8817. $39.95. Also in charcoal-and- 7BX8. $49.95. Not shown: 3-way portable with 
fone green of two-tone gray. The Shipmote cision tuner—extra sensitivity. Aqua or gray white or pink-and-white but with plug-in for standard and marine bands! Green “IMPAC’ 
78X5. $29.95. The Wanderlust. 76X7. $39.95. earphone. The Stetson. Model 8BT8. $44.95. case. New Yachtsman. 7BX9. $69.95. 





TABLE MODELS FROM $19.95 


¥ 
y 





a 


RRERERE 
RERREAE 





— 


6 4 
The Kerry. RCA Victor's lowest priced table The Avalon. High-style table radio! Rich The Newcliffe. Twin speakers deliver mag- The Glendon. Twin speakers flood the room 
radial Rich “Golden Throat’ tone. New printed “Golden Throat” tone. Extra-large, built-in nificent “Golden Throat” tone. Easy tuning with glorious “Golden Throat’ tone. Phono- 
cireult for longer life. Three decerator colors Magic Loop antenna. Choice of three style — dependable performance. Has phono-jack jock permits easy plug-in of record player 
to choose from: black, antique white or spruce right colors; black, white or willow green for “Victrola” ® attachment. Black, light gray, Attractively styled in two-tone gray, two-tone 
green finishes, Model 6X5. $19.95, Model 6X7. $24.95. turquoise or ivory. Model 8X8. $29.95. green or black-and-gray. Model 6XD5. $34.95. 

q 





b 
The Roommate. Lowest priced RCA Victor The Dreamer. Slumber switch automatically The Sentry. Hos slumber switch . appli- The Merriweather. |t swivels! Turns to aim 
clock-radio. Wakes you to music or news. Large, turns off programs at night. Radio turns itself ance switch ... “Golden Throat’ tone. Con- sound and clock in listener's direction. Slumber 
easy-to-read clock face. Rich “Golden Throat” on in the morning. Automatic buzzer for venient slide-rule tuning. In turquoise-and switch . . . appliance switch . . . “Golden 
tone, Black, antique ivory or turquoise green. oversieepers. “Golden Throat” tone. Ivory antique white, pink-ond-antique white or Throat” tone. 2-tone gray, black-and-antique 
Model 6C5, $29.95. or moroon. 7C6. $34.95. antique white. Model 8C7. $39.95. white, maple sugar-and-antique white. Model 

8C8. $42.95. 
THIS CHRISTMAS—STOCK-UP, SELL-UP, CLEAN-UP WITH 
’ ’ 
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FEATURES YOU CAN DEMONSTRATE ON THE FLOOR 


' 


Tiny and terrific! 6 transistors! So small 
you can carry it in your coot pocket. Guaran 
teed non-breakable “iIMPAC” case. Room-filling 
“Golden Throat’ tone. Earphone plug-in. An- 
tique white with satin gold; gray with black. 
The Transistor Six. Model 8BT9. $65.00, 





The Kentfield. The power of a champion! 
Receives distant stations. Has slide-rule pre- 
cision tuning. Resonant ‘Golden Throat” tone 
Phono-jack. In black-and-white or charcoal- 
and-pearl gray. Model 8X9. $39.95. 





The Prompter. Extra-powerful, extra-sensi 
tive. Appliance switch, phono-jack. Velvety 
“Golden Throat’ tone. Buzzer alarm for heavy 
sleepers. In two-toned pearl gray-and-ivory or 
black-and-beige. Model 4C671. $49.95. 





7 Transistors for terrific performance! Tre- 
mendous battery life! “Golden Throat” tone 
A true quality performer with looks and 
ruggedness to match. In rich genuine russet 
leather. The Transistor Seven. Model 8BT10. 
$75.00. 





The Lindsay. Superb AM-FM table radio 
Twin-speaker ‘Golden Throat’ tone. Extra- 
large, built-in Magic Loop antenna. Hand 
some ebony plastic cabinet accented with 
gold-finish trim. Model 6XF9. $69.95. 





The Debonaire. Simplified controls with 
exclusive Rim-O-Matic Selector. Buzzer alarm, 
appliance ovtlet. Phono-jack for record 
player. Gold colored frame, black finish 
Model 5C581. $49.95. 








Powerful 7-band portable that picks up 
broodcasts from all over the world. Treble 
and bass tone controls, “Golden Throat’ 
tone. Telescoping antenna. 3-way operation 
Tan genuine leather case. The Strato-World 
Il, Model 78X10. $139.95. 





The Livingston. Exceptionally powerful 
AM-FM radio! Fine 8-inch speaker, Velvety 
"Golden Throat” tone. Has phono-jack. The 
finest of RCA Victor table radios. Glossy 
mahogany wood finish. Model 6RF9. $99.95. 


RCA VICTOR BACKS YOUR 
SELLING WITH HARD-HITTING 
NATIONAL ADVERTISING PLUS 
THE GREATEST MERCHANDISING 
SUPPORT IN THE INDUSTRY! 


Use these RCA Victor sales aids to 
help increase your profits: 
Eye-catching in-store displays and 
racks « Colorful banners, stream- 
ers and merchandise cards « Sales- 
stimulating direct mail pieces « 
Two-fisted co-op ads and commer- 

cials for radio and TV. 


Contact your RCA Victor distributor 
for details right now! 


PUSH-BUTTON TAPE 
RECORDERS FROM $159.95 





L J 


The Congressional, Records at 2 speeds 
(one for voice, one for music). Hos rich 
"Golden Throat’ tone. Neon bulbs for 
proper recording level. Adjustable tone 
control, Tan simulated leather carrying 
case. Model 7TR2,. $159.95. 


a ee | 





The Judicial. Has all the features of The 
Congressional, plus: 3speaker Panoramic 
Sound for true Hi-Fi, Voice-Music switch, 
Remote control unit. “Window Counter” to 
indicate amount of tape used, Gray simu- 
lated leather case. Model 7TR3. $199.95, 





The Legislator. Hi-Fi tape recorder with 
fine furniture finish. 3-specker Panoramic 
Sound, Voice-Music switch. Remote control 
unit. “Window Counter.” Mahogany finish 
cabinet is mounted on wheels for room-to 


room use. Model 7TRC!. $279.95. 





ROCA we f ‘ t¢ « f 
Tmks® RADIO CORPORATION OF AMERICA a... higher in lor West ond South 
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THIS CHRISTMAS—STOCK-UP, SELL-UP, CLEAN-UP WITH RCA VICTOR 


STEP UP SALES! PILE UP PROFITS! SELL-UP IS 
EASIER WITH NEW “VICTROLAS” BY RCA VICTOR 





L es 
Multi-speed portable “Victrola.” Carrying case in blue, “Victrola” 45. Charcoal gray with coral, black with pearl “Victrola” 45. Same as 7EY1, but with extra-large speak 
tan or brown with tan. (7EMP2) $29.95. gray, antique white with red. (7EY1) $29.95. er, extra power. 24one gray or 2-tone green. (7EY2) $36.95. 
P ™ 





"Vietrela” 45 portable phonograph. Brown-and-ton "45" Slide-O-Matic Radio-"Victrola.” Black with gray, Multi-speed portable “Victrola.” Twin speokers. Two 
or two-tone green. (6EY3) $39.95. antique white with turquoise. (6XY5). $44.95. tone gray, two-tone tan (7EMP1) $44.95. 





Deluxe Automatic 45 “Victrola.” Maroon and-buff, Battery-operated radio-45 “Victrola.” Plays any- Automatic 4-speed portable “Victrola.” Twin speak- 
black-and-light gray. (BEY4) $49.95. where! White with red, black with gray. (6BY4) $59.95.* ers. 2-tone gray or 2-tone green. (7ES6) $79.95. 


At every price level, these NEW SENSATIONS IN SOUND And RCA Victor's hard-hitting national advertising helps you by 


f t t! doing the spadework in national magazines . . . on big radio and 
have features your customers want: television shows. Stock up now ... be ready to sell — and sell-up — 
The new “Victrola”™® line by RCA Victor lets you offer customers with new “Victrolas” by RCA Victor! 


45 rpm or multi-speed record players . .. with or without radios 


portable or table models anything they want! 
Demonstrate the Fabulous “45.” Load 14 records at a time — tell RC: .." IC I OR SEN 
them it plays almost two whole hours of continuous music. Show ae 


them the new “Slide-O-Matic” — slip a record into the slot, flip the  argpae eames piaetaah price wn, subject to chang yhtly higher in for 
bar, and it plays! Let prospects see the new lightweight portable Hae sac licccsitth hican eodiinaiiesech, diieam eucliins Glit*icnes' "tiie! Octie. 
“Victrolas with handsome luggage-style cases. phonic’ High Fidelity recordings. 
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Necchi-Elna Goes “Full-Line”’ 


Addition of lower-priced Spanish-made unit gives 


a full price range to the skyrocketing young sewing ma- 


chine sales company 


I'he Necchi-Elna Sewing Ma- 
chine Sales Corp. has gone “full- 
line” in the sewing machine field. 
With the addition of an imported 
Spanish-made machine called the 
“Miracle,” Necchi-Elna now offers 
a line of sewing machines ranging 
in price from a low of $59 to a 
top of-the-line $420. 

With the extension of the line 
to cover every sewing machine 
price range, Necchi-Elna has been 
able to extend its distribution be- 
yond its 40 distributors and their 
dealers into many of the depart- 
ment stores of America. Depart- 
ment store interest in the new 
“Miracle” machines, which carry 
the Necchi-Elna label and guaran- 
tee, is extending beyond the in- 
expensive units on up to the more 
intricate and higher priced ma- 
chines, company officials say. The 
company is already selling one-third 
of the “Miracle” units in depart- 
ment stores, 

Necchi-Elna last year grossed 
$60 million in retail sales in the 
United States with their imported 
cabinet units from Italy fom port- 
ables from Switzerland (approxi- 
mately 10 percent of this amount, 
however, came from the sale of 
parts and notions). The company 
expects to equal or better this fig- 
ure in 1956 with the help of the 
lower-priced Spanish units, accord 
ing to company president Leon 


Colorful Display 


Jolson. And Jolson has judged well 
in the last eight years. 

Low End Units. The “Miracle” 
units will be sold as the low end of 
the Necchi-Elna line, but dealers 
are being encouraged to promote 
their sale. These lower-priced ma- 
chines will carry a full guarantee 
and a redemption certificate allow- 
ing the ro a to trade in the 
unit any time during the first year 
for full value against a more expen- 
sive Necchi-Elna machine. 

Necchi-Elna Sales Corp. has 
grown from a one-room store to a 
nation-wide sales organization since 
1948 through the increasing de- 
mand for European-made sewing 
machines, according to company 
officials. Last year, it is claimed 
that Necchi-Elna sold over 17 per- 
cent of the nation’s machines. 


New Ampro Outlet 

The Ampro tape recorder line 
and its Stylist 16mm sound pro- 
jector will be marketed exclusively 
by Graflex, Inc., Rochester, N. Y., 
effective Sept. 1, it was announced 
recently. 

The recorders and projector are 
manufactured by the Ampro Corp., 
Chicago. Graflex and Ampro are 
subsidiaries of General Precision 
E.quipment Corp., New York City 





COLOR LINE-UP of new RCA-Whirlpool laundry equipment gets its share of attention 


Bec 





at RCA Distributing Corp. showrooms in Chicago at recent three-day showing. 
Colors available include white, green, yellow, and pink. Top models include “gentle 


action’ 
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MAYTAG president, Fred Maytag II, unveils the new “Highlander” washer and 
accompanying dryer with some capable assistance afforded by two tartan-clad 
misses at a New York showing. 


Maytag’s Budget Washer 


“Highlander” model is unveiled in New York; 
company claims that it will more than double the Maytag 
washer market; matching electric, gas dryers available 


The Maytag Co., Newton, Iowa, 
took a big step this month to cap 
ture its share of the mass market 
in automatic washers and dryers. 
lhe company announced the addi 
tion to its laundry line at a press 
showing in New York City of a 
new budget-priced automatic wash 
ing machine with several new fea 
tures 

I'hus Maytag claims to have ap 
proximately doubled the market 
potential for its washing machines 
with one big step. 

The new washer, Model 123, is 
called the “Highlander” and was 
developed to appeal to the demands 
of budget-conscious young Ameri 
cans without sacrifuing quality 
found in top-of-the-line models, 
according to a Maytag spokesman. 

The new model puts Maytag in 
a price bracket never before served 
by the company’s automatic washer 
line. A matching dryer, both in 
gas and electric models, will soon 
be off the assembly line. 

Prices, ‘The new washer is priced 
at $269.95 (or $219.95 and trade). 
The accompanying electric dryer 
will sell for $229.95 ($199.95 plus 
trade) and the gas dryer for $259.95 
($209.95 plus trade). 

The Highlander is fully auto- 
matic with flexible controls. It can 
be stopped, restarted, or changed 
at any time during the washing 
cycle 

An exclusive feature of the 
washer, according to company ofh 
cials, is its “swirlaway” draining 
action. It drains through the bot 


tom of the stationary outer tub. 
During draining, the inner tub, or 


‘ wash basket, spins, 


This action provides bottom 
draining for positive removal of all 
heavy soil and sediment, while the 
spinning action of the inner tub 
prevents dirty water and detergent 
scum from straining through the 
clothes, 

Added Feature. An added fea- 
ture is the lid shut-off switch. 
When the washer’s lid is raised to 
the fully open position, all action 
is shut off automatically. 

Variable water level selections 
make its operation thrifty. A suds 
saver is optional, 

According to Claire G, Ely, May- 
tag's general sales manager, “The 
Highlander will place Maytag in 
a highly competitive position in 
metropolitan markets. With this 
washer Maytag can appeal to 89 
percent of the total automatic 
washer market~more than double 
our previous potential,” 


FTC-Emerson Duel 


Emerson Radio & Phonograph 
Corp. denies the allegations of a 
formal complaint issued against 
them by the Federal Trade Com 
mission, according to company 
president Benjamin Abrams. The 
FTC has charged Emerson with 
using false and misleading adver 


tising to unfairly divert business 
from its competitors. The com 
PAGE 
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NOW EASIER 
THAN EVER TO SELL— 
and more profitable, too! 


We're all set with a new factory-dealer 
cost participation plan for Cadillac ad- 
vertising in your local newspapers. 


Write for ad-agreement 


and ad proof sheets 





Don’t miss this profit opportunity! 


CADILLAC Quik-Vac SALES CLINCHERS 
NEW CO-OPERATIVE LOCAL 
NEWSPAPER AD PROGRAM 


NEW NATIONAL MAGAZINE 
AD PROMOTION 


of anv ...the coveted McCall's 
“USE-TESTED” tag 


Model 888 

the only canister 
cleaner with a 
2-SPEED MOTOR 


Reduced from half-page 
ad in House Beautiful. 


ZA, Now Cadillac 
National Advertising, 


Local Newspaper Advertising, 
and all 
Cadillac Quik-Vac Cleaners, 
Prominently Display this Tag. 
It creates confidence * furnishes 


quick product information ¢ 
clinches sales. 


Plan now to use Cadillac's co-operative newspaper advertising 





1 


“~ 
ty 


= 


QUIK-VAC 


to tie in with our National Ad Program. Right now, while 


you're thinking about it, write us for 
® full information. 


Vacuum Cleaner Division 


CLEMENTS MFG. CO. $25 "sczese" ar 


. . « Sold only through reliable distributors and dealers 
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plaint charges that Emerson repre 
sents certain of its radios as “tran 
sistor’ radios while the fact remains 
that they are not 

Emerson, on the other hand, 
contends that the radios in ques 
tion can be termed “transistor” 
radios in as much as they contain 
transistors in addition to the vac 
uum tubes that have roused the 
FTC’s ire. Emerson claims that 
legally and technically, a radio with 
some transistors is a “transistor 
radio 

The commission also has charged 
that Emerson’s transistor radios are 
not the smallest ever made, as ad 
vertised. Emerson rebutts that they 
were at the time they were adver- 
tised as such. The company also 
~0ints out that the claim is now no 
onger made in its advertising, sincc 
the radios in question are no longer 
the smallest radios made. 

According to the commission’s 
charges, the challenged advertising 
has been used by Emerson in news 
papers and magazines and in mate 
rial supplied to dealers and dis 
tributors. Emerson is planning to 
file its answer about Oct. 1. An 
FTC hearing on the complaint is 
scheduled in New York City on 
Oct. 3] 


Prices Go Up 


Price increases on nearly every 
item in the appliance-T'V indus 
try continued to be announced by 
manufacturers. Reflecting the sud 
den spurt in the cost of living that 
has taken place in the past several 
wecks, the increases have been trig 
gered by the rising prices of mate 
rials and services upon which the 
industry depends. 

In a letter to the company’s dis 
tributors, for instance, Robert W 
Galvin, Motorola executive vic« 
president recently announced the 
raising of suggested list prices on its 
portable television line as well as on 
21 other television models. Thes« 
rises were generally $10 boosts 
Some were as high as $20. 

Kelvinator has announced dis 
tributor price increases from two to 
four percent on home freezers, 
wringer washers, refrigerator and 
range models, 

Price increases of from six to 
16 percent on a line of window 
fans have been announced by Vik 
ing Air Products of Cleveland, 
Ohio. 

The Conlon-Moore Corp., Chi 
cago, made an increase of approxi- 
mately five percent in the factory 
price of its current line of wringer 
model home washing machines. 

Price increases ranging from $10 
to $30 on refrigerators, freezers, and 
electric ranges have been announced 
by Admiral Corp. 

An — revision of prices for 
most of the current line of RCA 
Victor black-and-white television 
receivers, averaging 34 percent, has 
been announced. 
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PARTAN 


gives you REAL action... LONG PROFITS 


ACTION! 


Every Spartan instrument is thoroughly market-tested —Competitively 
priced to move fast. 

Easy Sell-Up—Features and prices step up together all the way. 

Easiest by Far to Sell by Demonstration—Superior quality picture and 
sound is built-in... not just advertised. 

True Value— Realistic prices, superb performance, fine furniture styling make 
it simple to sell True Value fast. 

Generous Market Opportunity—Select Spartan Dealers get full territorial 
protection. 


PROFIT! 


No Price Cutting—Spartan prices are enforced —guarantees you long pro- 
tected profit! 





No “Annual Line’? Dumping— New models are integrated gradually. No 
quick change-overs to leave you with *‘obsolete”’ inventory. 

Greater Profit Margins— Larger Guaranteed markups, 

Price-Protected Inventory — Your Spartan inventory is fully protected. 


Transportation Prepaid—Spartan instruments are shipped to your door 
without extra cost to you—adds to your long profit margin. 
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leading dealers are switching over 


SPARTAN TV 


as low as $1399° 


HIGH FIDELITY 
RADIO-PHONOGRAPHS 


as low as $7990 








Traditional or modern stands, tables or bases 
reduce inventory, increase sales of 'Lowboy" model 


Full-transformer powered chassis with Keyed Automatic Gain 
Control for exceptional fringe-area performance ,.. 24" diagonal 
measure aluminized tube with Sepiatone optic filter, slanted re 
flection barrier... 3-speaker extended-range sound system, The 
Riviera 24, in genuine mahogany, oak or cherry with traditional 
base, $359.90... with self-adjusting brase-ferruled tapered leg 
stand, $339.90... with smart accessory table, $354.90 (all VHF), 


Budget-Priced Console 
High Fidelity 
Heavy-duty 12° base plus 
coaxial 5” high frequene 
speaker, 10-watt high fidiel- 
ity amplifier, precision 
multi-apeed intermix rec- 
ord changer, variable bass 
and treble controls, Acous- 
tical cabinets in hand. 
rubbed mahogany, oak or 
cherry. The Symphony 
"210", in mahogany, 
$149.90, With super-senni. 
tive, drift-free AM-FM 

radio, $198.90 


All-Transistor Pocket Portable 
Weighs a mere 20 ounces, 
fits in pocket or purse, yet 
gives super-selective long- 
distance reception , . . fin- 
est tone quality... room- 
filling volume for hun- 
dreds of hours on only 
one low-cost battery. The 
Playmate, 864,90 with bat- 
tery. (Optional accessories) 
Private earphone, leather 
carrying case, 





THE SUPERB NEW 


1 o\Pallan 


A DIVISION OF THE MAGNAVOX COMPANY 


WIRE COLLECT... Sales Manager, Spartan Division of the Magnavox Company, Fort Wayne, 
Indiana AND BE SURE TO WRITE FOR YOUR COPY OF THE COMPLETE SPARTAN 
STORY,''Get the Big Difference in the Tune of Your Profits.” 
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Small Business Loans .. . 


. » are available to those needing them through 
application to the Small Business Administration. Here 
are the details involved in obtaining one . 


In view of the interest expressed 
by many appliance dealers in the 
ossibility of obtaining government 
et ELECTRICAL Fate eng 
inc offers the following informa- 
tion 

The Smal! Business Administra- 
tion has published some helpful 
information on applications for di 
rect loans. Direct loans are loans 
made by the SBA without financial 
aid from private lending institu- 
tions or banks. ‘These oats are 
made only after it has been estab 
lished that the applicant has been 
refused by at least three private 
financial institutions. This is to 
assure that SBA is not entering 
into competition with these other 
financial sources. 

The maximum loan to a single 
borrower by the SBA is $250,000, 
but several small companies may 
merge into a single corporation and 
receive $250,000 for each merging 
company. ‘This money is issue 
for the purchase of supplies for the 
corporation, 

The interest rates, as set by the 
SBA policy board, do not exceed 
6 percent per annum, Interest is 
not deducted at the time the loan 
is made, but is payable when the 
loan or an installment of it is 
duc, Interest is charged only on 
the actual amount borrowed and 
for the actual time the 
outstanding 

Regular Installments. SBA di 
rect loans are repayable in regular 
installments, usually monthly, and 
including interest on the unpaid 
balance. The SBA determines the 
length of the term on direct loans, 
but no loan can extend beyond 
ten years. 

Collateral requirements are dic 
tated by the Small Business Act 
This collateral must be of such 
character and amount that repay 
ment of the Ioan will be assured 
This assurance is determined 
through the performance of the 
management. Past and prospective 
earnings figure here. ‘The most 
popular collateral items are: mort 
gage on store and equipment; as- 
signment of warehouse rec eipts for 
marketable merchandise stored in 
satisfactory warehouses; or a mort 
gage on chattels 

Here is the procedure for apply 
ing for a loan from SBA 

SBA application forms No. 4 are 
obtainable at all local SBA field 
offices by phone or letter. Fill out 
the form and take it to the nearest 
local office. It is not necessary to 
go to the office, but it helps both 
the SBA and the applicant by en 
abling both parties to discuss the 


money is 
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particular problems of the appli- 
cant. The administration offers 
free counseling service for the solu- 
tion of these problems. 

Problems Discussed. Financial 
specialists are on hand to discuss 
all the problems encountered with 
application for a loan. 

If the applicant's company could 
use financial reorganization, the 
specialist will talk to the appli 
cant, go over special problems, and 
help him to work out a more satis- 
factory set-up. Another specialist 
can assist in the compilation of 
working capital needs by telling 
the applicant just what the SBA 
will accept in the way of working 
capital. Still another counselor 
will work with the applicant on a 
study of his particular needs in the 
way of expansion, if any is neces- 
sary. 

Ihe normal processing period 
for the forms varies. ‘Take into 
consideration the fact that there 
may be a number of applications 
pending in SBA’s offices when the 
form is filed. It may take a short 
time to examine the information 
furnished and the elements re- 
quired for fair and proper consider 
ation of the application. Final ac 
tion is taken in the SBA’s offices in 
Washington, D. C. The whole 
procedure normally should not take 
more than two or three weeks. 

l'o help SBA officials, it is wise 
to include the following items 
with the application (1) a brief 
statement regarding the need for 
the loan and justification of the 
proposed purposes; (2) detailed fi- 
nancial statements of owner, part 
ners, or principal stockholders; and 
(3) ph mover earnings prospects 
and potentials. 


Electronic Impact 


New electronic developments 
now in the laboratory or just emerg 
ing——will have a decisive impact on 
American living, according to Wal 
ter W. Watts, executive vice-presi 
dent of the Radio Corp of America 

Speaking to a group of Findlay, 
Ohio, civic leaders, Watts foresaw 
such devices as magnetic TV tape 
recording for replay at home of 
favorite television programs, cle 
tronic refrigeration and air condi 
tioning, mural television and a 
variety of new devices for industry, 
medicine, and education 

As a result of these and other 
developments, Watts said that the 
electronics industry would increase 
its present sales volume over 50 pet 
cent by the next decade 











CANADIAN [.R.E. CONVENTION 


Canadian National Exhibition 
Toronto, Ont. 
Oct. 1-3 


NATIONAL ELECTRONICS 
CONFERENCE 


12th Annual Conference 
Hotel Sherman 
Chicago, Ill. 

Oct. 1-3 


EDISON ELECTRIC INSTITUTE 


Area Development C itt 
Hotel Radisson 
Minneapolis, Minn. 

Oct. 3-5 


CANADIAN ELECTRICAL MFRS. 
ASSN. 


12th Annual Meeting 
Sheraton Brock Hotel 
Niagara Falls, Ont. 
Oct. 3-5 


INTERNATIONAL ASSN.OF 
ELECTRICAL LEAGUES 


1956 Conference 
Sheraton-Cadillac Hotel 
Detroit, Mich. 

Oct. 3-6 


RADIO FALL MEETING 


Hotel Syracuse 
Syracuse, N. Y. 
Oct. 15-17 


AMERICAN GAS ASSN. 


Annual Convention 
Atlantic City, N. J. 
Oct. 15-20 





AIR CONDITIONING & 
REFRIGERATION INSTITUTE 


Board of Directors Meeting 
Grand Hotel, Pt. Clear, Ala. 
Oct. 22-23 


AIR CONDITIONING & 
REFRIGERATION INSTITUTE 


Product-Section Meetings 
New Orleans, La. 
Oct. 24-26 


NATIONAL ASSN. OF 
ELECTRICAL DISTRIBUTORS 


Board of Governors’ Fall Meeting 
Grand Hotel, Pt. Clear, Ala. 
Oct. 28-31 


AMERICAN HOME LAUNDRY 
MFRS. ASSN. 


10th National Conference 
Conrad Hilton Hotel, Chicago 
Nov. 1-2 


1956 HIGH FIDELITY SHOW 


Palmer House, Chicago 
Nov. 2-5 


NATIONAL ELECTRICAL MFRS. 
ASSN. 


Annual Meeting 
Traymore Hotel, Atlantic City, N. J. 
Nov. 12-16 


NATIONAL WARM AIR 
HEATING & AIR CONDITION- 
ING ASSN. 


Annual Convention 
Netherland Plaza, Cincinnati 
Nov. 27-30 


“Escape Latches... 


. . . for refrigerators are signed into law, but 


committee finds that a problem remains—children some- 


times stay too long or are too young to operate a catch 


A Federal law to require safety 
“escape” latches on the inside of 
all a= ler doors slipped by the 
last session of Congress almost un 
noticed. Sponsored by Sen. 
Homer Capchart (R.-Ind.) and re 
flecting the public fear of small 
children locking themselves in dis 
carded refrigerators after several 


such accidents resulted in suffoca- 


tions, the bill was signed into law 
by President Eisenhower. 

It gives the National Bureau of 
Standards a year to work out the 
mechanical details in cooperation 
with manufacturers. Actually, the 
bureau has had a joint committee 
with the National Electrical Manu 
facturers Assn, studying the prob 
lem for several months 

Complications. This study has 
uncovered a lot of complications 
to what seems, on its face, a fairly 
simple problem. For example, the 
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bureau-industry committee has just 
completed exhaustive psychological 
tests on children of varying age 
groups and discovered that the 
child will often make no attempt to 
escape if locked in accidentally. If 
he’s playing hide-and-seek, for ex- 
ample, he may not move until it’s 
too late. Or he may be too young 
to operate anything but a safety 
catch so simple it might open the 
door by itself and allow food to 
spoil. 

These and other findings will 
he released by the committee in 
the next couple of months, to- 
gether with its final recommenda 
tions which the Commerce De 
partment will then put out for 
industry OK. Meanwhile, several 
makers have already installed safety 
devices and are making them a 
point of advertising copy 

The bureau-industry study, and 
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Soft touch for you! 


new Norelco Debutante gives the ladies 
“Powder-Puff” shaving, GIVES YOU A NICE PROFIT 














Advertised on TV! Iwo Norelco spectaculars on 
the NBC-TV Network this Fall: ‘“The Great War” (replacing the 
“Chevrolet Hour” on 167 stations October 16th to pick up the 
biggest and best-established station line-up on television today) 
and **Call to Freedom” (replacing the “Ford Theater” and the 
“Lux Theater’ on 137 stations December 6th.). These 60-minute 






, and 90-minute TV shows will reach a combined audience of some 
60 million viewers—and tell those viewers about Norelco Shavers 
and the new Norelco Debutante! 


Advertised in top magazines! 

Full-page Norelco ads, some in full color, will appear in VOGUE, 
GLAMOUR, ESQUIRE, MADEMOISELLE, LIFE, LOOK, 
AMERICAN LEGION, TIME, COLLIER’S and SATURDAY 
EVENING POST. In addition, the Debutante will be featured in 
the regular pre-Christmas double-page spread for Norelco in LIFE. 


Precision-made with features that sell! 


e shaves with the same Rotary Blade action that has made Norelco 
the largest-selling electric shaver in the world. 

e dual-purpose head grooms the in-curves of underarms and 
out-curves of legs with perfect comfort 

e blades sharpen themselves, are always ready for use. 

e lubricated for life, no bothersome service needed. 

e genuine self-starting brush motor 

e no skin-irritation, not even on sensitive underarms. You can use a 
deodorant right after shaving! 

e safest, quietest, most ladylike razor made—easiest to clean, 

e in beautiful aqua with matching cord. 


e a wonderful gift! 


Priced to sell in Volurme! Place your order 
with your distributor NOW! %17®° retail 








Noreico DEBUTANTE 






Model 8C:7780 AC/DC with attractive travel case 





Aiso LADY NORELCO BLK 
rRic BAZOR, Feminine version of 
the famous Norelco double-header 
In Nassau pink, Dainty, safe and 
fast. Paris-designed case. Mode! 
§C7767, AC/DC, $24.95 retail 





And tor the men 
NORELCO DOURIE-HERADER 

fastest-growing man's shaver in 
America today, Model §8C7759 
AC/DC, With travel case, $24.9' 
retail 

NORELCO SPORTEMAN. Runs on 
flashlight batteries or plugs into 
car lighter, With unbreakable mir 
ror, leather case (less batteries 


Model 8C7750. $29.95 retail 


EBUTANTE 


NORTH AMERICAN PHILIPS COMPANY, inc. 
100 EAST 42nd STREET, NEW YORK 417, NW. YY. 
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get your share of 


with Jefferson 


— oi, 


—_—_— 
Se ie 


GOLDEN SECRET 


GOLDEN HOUR 
No glass at all! 24 kt 


274 kt. gold plated 
gold plated. 7-5 32 high 


PROVEN 


Popubanity 


MEANS DOLLARS 
FOR YOU! 


Jefferson Ble tri ( locks have COTTE 


CONTEMPORAIRE 
to rank with America’s favorite gift 


Hand rubbed woods an 
solid bras 12 wic 
ideas tops in clock appeal and 


tops in dealer profits. During th 

Christmas buying season your cu 

tomers will deplete your stocks in 
record time. Their only problem will 


be it Are h clo k to choo ‘ 


So don’t be caught short at the height 
of the selling season. Be sure to 
order enough of every model from 
your distributor TODAY 


GOLDEN MINUT 
Radium-painted } 


LDEN HELM 
yold 
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the gift clock market 
Electric Clocks } 


“AVALANCHE OF ADS 


The most powerful advertising 
schedule in Jefferson history! 












IN ALL THESE BIG-NAME MAGAZINES 
LIFE, LOOK, THE POST--they’re all there and they spell out one big 


thin y for you ~~ customers ~- more than ever before. 
5 ) 


UNBELIEVABLE FULL PAGE ADS, MULTIPLE IN- 
SALES GAINS << | SERTION ADS, FULL COLUMN 


every year the sales of Jefferson 
clocks have zoomed higher, 
establishing new sales records for 
Jefferson dealers 


ADS ... all designed for maximum 
reader interest —and ACTION! 


This year sales are running 
25% ahead of '55 already. It 
promises to be another record 
breaker so hop on the band- 


JUST THINK— 108,146,785 READ- 
ERS... 108,146,785 SOLID PROS- 
PECTS. That means 2 out of every 3 


adult Americans will see and be influ- 


wagon 


enced by at least one Jefferson ad! 


The Jefferson program is designed with 
YOU in mind. We've pulled out every 


stop this year to boost your sales and 


profits. 





CONTACT YOUR WHOLESALER NOW! 


ia =~ << —— ee 


JEFFERSON ELECTRIC CLOCKS 


JEFFERSON ELECTRIC COMPANY . BELLWOOD, ILLINOIS 





| 
| 
| 
| 
| 
| 
| 
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the new law, is concerned with 
new refrigerators for duration of 
their normal home use. Most 
states now have laws making it a 
criminal offense to abandon a dis- 
carded ice box or refrigerator with 
out first removing its Teer. It was 
in abandoned units that a number 
of the children were locked in. 

Meanwhile, Admiral Corp. has 
repeated its ofter to license other 
manufacturers to use its exclusive 
Lifeguard refrigerator door release 
that permits the door to be opened 
from the inside. According to J. R. 
Oberly, vice president of the appli 
ance division, the company origi 
nally made this offer several weeks 
ago in a letter to Rep. Kenneth A 
Roberts of Alabama 


Electronics Talks 


Twenty-four technical sessions 
and three luncheon addresses of 
general interest will highlight the 
1956 National Electronics Confer- 
ence in Chicago, Oct. 1-3, 

The tentative program for the 
12th annual conference features 
approximately 100 papers on elec- 
tronic research, development, and 
application, according to L. T. De 
Votre, program chairman, 

More than 10,000 persons are 
expected to attend the three-day 
technical meeting and exhibition, 
having “Fifty Years of Progress 
Through Electronics” as its theme, 
at the Hotel Sherman. 

Principal addresses will be de- 
livered 7 Dr. John P. Hagen, 
director of the “Vanguard” project 
at the Naval Research Laboratory, 
Washington; Dr. Frederick L. 
Hovde, president of Purdue Uni- 
versity; and Dr. Herbert Scoville 
Jr., assistant director of the U. § 
Central Intelligence Agency, Wash- 
ington. 

Hagen will discuss earth satel- 
lites and space travel and Scoville 
will compare VU, §. and Rus- 
sian technical education policies. 
Hovde’s topic remains unan- 
nounced, 


Accident Talks 


Two sessions devoted exclusively 
to the problems of accident pre- 
vention in the clectrical equipment 
industry will be held at the 44th 
National Safety Congress and Ex- 
position in Chicago, Oct. 22-26, 

The sessions, to be held on 
Wednesday and Thursday after- 
noons at the Conrad Hilton Hotel, 
will feature talks on solvents, the 
hazards of radio frequency energy 
and explosion-proof electrical equip- 
ment, 

Speakers at the meeting will in- 
clude J. B. Moore, president, John 
B. Moore Corp.; Leon W, Rustad, 
of Westinghouse Electric Corp.; 
and G. M, Kintz of the U. S. Bu 
reau of Mines. 
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National Television Week 


As speakers, industry leaders stir activity at ban- 
quets, meetings throughout the U. S.; successful promo- 
tions are reported in key markets, smaller towns 


National Television Week, which 
began Sept. 23, was celebrated 
by all segments of the industry 
across the nation. Joint spon 
sors of the observance were the 
Radio-Electronics, Television Mfrs. 
Assn., the National Assn. of Radio 
& Television Broadcasters, and the 
National Appliance and Radio-TV 
Dealers Assn. 

Many of the nation’s key mar- 
kets and a large number of smaller 
communities had successful promo 
tions, according to A. W. Bem 
sohn, coordinator of local activities 
for National Television Week, as 
well as NARDA’s managing direc- 
tor, 

Some of the activities around the 
country included: 

NARDA president, Don Gab- 
bert, was the principal speaker at 
banquets in Phoenix and Bakers- 
field. In Phoenix, Gabbert was 
joined on the program by Frederick 
H. Hahn of Life Magazine, Harold 
Emerson of Eiecrrica, MerRcHAN 
pisinc, and others. The same group 
appeared at Bakersfield. 

In Milwaukee, the 
Milwaukee organization 
sored a banquet earlier in the 
month. Herbert Riegelman, man 
ager, telivision receiver division, 
General Electric Co., was the 


NARDA 


co §spon- 


“Reaction” in Russia 


principal speaker at the affair. 

Virtually all retailers in the Mus- 
kegon area participated in a major 
weck’s selling activity. A meeting 
there heard Robert Eckman, mid- 
western sales manager for Westing- 
house television. 

Atlanta’s Dinkler-Plaza was 
jammed with over 400 industry 
people on Sept. 12. Speaker on 
the week there was Charles H. 
Lloyd, TV sales manager, Motor- 
ola Corp. Principal speaker at the 
banquet was W. A. MacDonough, 
vice president and merchandising 
manager, Crosley and Bendix. 

Madison, Wisc., dealers and dis- 
tributors took part in a kick-off 
brunch instead of a banquet on 
Sept. 16, Charles Belzer, assistant 
sales training director of Motorola, 
was the main speaker. 

St. Louis will hold its banquet 
at the end of the week as a sort of 
victory celebration. _ Principal 
speaker will be Wallace Johnson, 
vice president in charge of sales, 
Admiral Corp. 

Leo Durocher spoke at a lunch- 
con in Los peal me on Sept. 27. 
The Electric League of Los An 
geles produced 3000 window ban- 
ners with the theme of “The Fab- 
ulous 'V Fall.” 


Freg Ogilby, Philco vice presi- 








ALEX DREIER, NBC radio and television commentator, demonstrates an Admiral sun- 
powered tubeless radio to a group of Russians in Moscow's Red Square. The Rus- 
sian reaction to the solar energy-operated radio was “one of utter amazement.” 
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dent, spoke in Seattle on Sept. 27. 
Other speakers included Gabbert, 
Emerson, Hahn, and Bernsohn. 

The kick-off dinner in New Or- 
leans was held Sept. 19. Harry 
Atkinson of RCA Victor was 
speaker. A new “second television 
set” promotion was started on that 
day. 

San Diego’s Bureau of Home 
Appliances included the Week in 
its schedule of activities at its an- 
nual fall conference Sept. 18. M. F. 
(Marty) Bennett of RCA Victor 
was the main television speaker. 
Forty-eight cartoon-type ads in the 
papers are planned to run through 
October and November, 

Salt Lake City had its big event 
on Sept. 21. Al Robertson, mem- 
ber of NARDA’s board of directors, 
was the main speaker. 

Cincinnati is using the Week as 
the foundation for a special 1956 
television-radio-phonograph promo- 
tion co-sponsored by the Cincin- 
nati Post and the Cincinnati Gas 
& Electric Co., Sept. 5-Oct. 10. 

In Tucson, local industry leaders 
met at a breakfast meeting Sept. 
10. 

Elsewhere in the country, similar 
plans and promotions were re 
ported. 


Critics as Judges 


Newspaper and ‘TV critics 
throughout the country will play 
a leading role in the 1956 Sylvania 
Television Awards “because the 
critics’ participation last year, on a 
preliminary basis, contributed so 
greatly to the scope and objectivity 
of the awards,” according to a 
Sylvania announcement. 

Nearly 30 critics have become 
members of the Critics Panel, an 
integral part of the Committee of 
Judges. The panel is the first such 
organization in the industry’s his- 
tory, according to a joint announce- 
ment by Don G. Mitchell, chair- 
man and president of Sylvania 
Electric Products, Inc., and Deems 
Taylor, composer and critic who 
again this year will serve as chair- 
man of the awards committee. 

The TV critics have been making 
nominations at quarterly intervals 
during the year. A representative 
group of them will join with a 
group of prominent persons in mak- 
ing the final awards selections. 


TV Travels Abroad 


Reports from distant places in- 
dicate that television is here to stay. 
TV antennas are making an ap- 
pearance in Australia and plans 
are well along to bring them to 
Norway and the Arab World. 

Australia, it seems, is in the 
midst of a television boom. The 
country’s first TV station, located 
in Sydney, has completed test op- 
erations and is now telecasting 
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month after month... 


1512 million’ men and women“live by the book” 


...and the book is Better Homes and Gardens 


4.250.000 COPIES EACH MONTH 





Better Homes 


























































































After reading an average issue of BH&G, 6,950,000 read- 


during the year... 


ers reported taking over 27 million actions—clipping, 
buying, doing! 15,500,000 men and women read an 
average issue of BH&G. One third of the 123,800,000 


x 
people 10 years of age and older in the U.S. read one or 3 O er 1ca 


more of every 12 issues. That’s 44,150,000 Better Homes 


& Gardens readers —and over 40% of them are men! 


Meredith Publishing Company, Des Moines 3, Iowa. reads Better Homes & Gardens ! 


*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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New Westinghouse 14° Portable TV 

















Model 147170: Smoke Gray 

Model 147171; Turquoise & Sand 

Model 147172: Terra Cotta & Sand 

Low, low price for all aluminum cabinet—$129.95 sug. list 


More Style! Designed by 
Raymond Loewy Associ- 
ates in exclusive ‘“Taper- 
Trim” styling, a totally 
new concept of functional 
beauty. 
Lightweight Aluminum 
is easier to carry 


... ets down even on frag- 
ile tables or bookshelves, 


Telescoping Antenna op- 
tional. 


Horizontal ‘Silver Safe- 
guard Chassis’! A West- 
inghouse quality-exclusive! 
Here’s the only Portable 
TV with over 80% Printed 
Circuit construction on one 
board. This means cooler, 
longer-lasting operation . . . 


OCTOBER, 


amazing new freedom from 
service complaints. 


Over 12KV Picture-Power 
plus exclusive “‘Push-Pull” 
video circuit (found in no 
other TV, portable or full- 
size)! Provide crispest, 
clearest whites . . . richest, 
deepest blacks. No weak, 
washed-out, fuzzy pictures! 


Full Tube Complement! 


Nothing left out .. . uses 
same number of tubes as 
21" and 24" sets. 


90° Aluminized Picture 
Tube makes smaller, more 
compact cabinet possible. 
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with 21 Console Performance... 


Top picture-performance even in suburban areas! Interference-free picture in 
difficult neighborhoods! Brilliant contrast for daylight viewing! 


New Westinghouse Portable TV has features, power and performance-quality of 
fine, full-sized Consoles! Side-by-Side tests prove this superiority ... give you a 
sales-clinching demonstration every time. And, this greatest-of-all business-builder 
is being announced to your customers this Fall with the biggest ad drive in 
Portable History. Westinghouse-sponsored Political Campaigns! 
Studio One Shows! Key City Newspaper ads! Dealer aids! It’s all for 
you ... cash-in with the 1957 Westinghouse Portable T'V. 

**Just 27 ibs....with new 

‘smalier-than-all’ look.” CALL YOUR DISTRIBUTOR NOW! 


*Overall tube diagonal, Picture Tube area 105.4 #q. in. Television-Radio Division, Metuchen, N. J. 


WATCH we, ESTIN eras OUSE WHERE B14 THINGS ARE HAPPENING FOR vour 
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regular commercial programs. Two 
other TV stations in Sydney and 
three in Melbourne are in varying 
stages of construction. 

Australia has made provision for 
an eventual 96 VHF stations and 
50 UHF outlets. Four stations 
have been allocated to each of the 
larger cities and every town with 
a population over 5000 can have 
two stations. 

Norway has announced a plan 
for a network of television trans- 
mitters which would reach some 
80 percent of the country’s popula- 
tion by 1970, according to 
McGraw-Hill World News. The 
scheme, subject to the approval of 
Norway's Parliament, would cost 
about $8,680,000. But, even with 
ipproval no regular television serv- 
ice could be in operation until 
1960-61 at the earliest. 

Various parts of the Arab world 
ire investigating the possibility of 
television. Iraq is actually operat 
ing TV as an educational medium, 
while demonstrations are being held 
this year at Syria’s Damascus Fair 





TV Briefs 


@ORRadio Industries, Inc., has 
received a sizeable order for its 
newly-developed “Videotape” from 
Columbia Broadcasting System's 
television division. 





@Hoffman Electronics Corp.'s 
radio division has just uleasel a 
complete Service Guide covering 
all commercial products manufac- 
tured by the company from 1948 


to May, 1956, 


® Quality television cabinets are 
now being manufactured at the 
television-+adio plant of Westing 
house Electric Corp, The cabinets 
are made from sheet steel and 
aluminum 


© A radically new type of cathode 
ray tube for radar, television, and 
other electronic display applications 
has been developed by Sylvania 
Electric Products, Inc., in coopera 
tion with the Naval Research Lab 
orators 


Bracing for Storms 
Key Carolina Power & Light Co. 


engineers took a refresher course re- 
cently on the company’s “Hurri- 
cane Plan” for rapid mobilization 
when a tropical howler approaches. 
The plan sets up a chain of events 
as soon as news comes that one of 
the fall storms is threatening the 
East Coast, says J. S. Bourne, 
CP&L’s superintendent of lines. 
Bourne explains that power lines 
largely are at the mercy of tremen- 
dous winds that topple trees on 
them. Both company linemen and 
private linemen as well as tree trim- 
mers are organized to repair the 
damage as quickly as nthe +> 
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NATIONAL ELECTRICAL Women’s Round Table, Inc’s new officers are, left to right, 
Mary W. Held, treasurer, and Judith O'Flaherty, president, seated. Standing are 
Edith Rauch, new national board member; Betty Olson, vice president; and Marion 


E. Ryan, secretary. 


Round Table Award 


Electrical Women give first annual Julia Kiene Fel- 
lowship to Columbus, Ohio, wife and mother, who will 


use it to obtain home economics degree 


The first annual Electrical Wo 
men's Round ‘Table, Inc., Julia 
Kiene Fellowship has been awarded 
to Mrs. Maurine Miller Welch of 
Columbus, Ohio, mother of two 
students, who returned to college 
last semester herself to obtain her 
Master’s degree in home economics. 

The fellowship of $1000 is for 
use in post-graduate work leading 
toward a career in the electrical in 
dustry. The fellowship will enable 


Mrs. Welch to obtain her degree 
next year. This past semester, she 
has successfully combined post- 
graduate work, work as graduate 
assistant in home economics, and 
the job of wife and mother. 

New Electrical Women’s Round 


Table officers have also been named, 


hey are: Judith O'Flaherty, presi- 
dent; Betty Olson, vice president; 
Marion FE. Ryan, secretary; and 
Mary W. Held, treasurer. 





Fair Trade War 


See-Saw campaign spotlights victories, defeats in 


Pennsylvania, New Mexico, and Colorado; injunction re- 


strains Hess Bros. in Allentown 


Fair Trade had its ups and 
downs last month. It was thrown 
out in Colorado, upheld in New 
Mexico, and given at least a tem 
porary reprieve in Pennsylvania 
Meanwhile, Westinghouse, review 
ing what has happened in the year 
since the company abandoned 
Fair Trade, reported that its port 
able appliance sales have increased 
and that quitting Fair Trade may 
be “part of the reason” for the 
increase. 

The Supreme Court in Colorado 
dealt a death blow to that state's 
Fair Trade Act of 1937. The court 
held unconstitutional the “non- 


signer clause” of the law, which 
required all persons to charge a 
certain price for an article, even 
though they had not signed an 
agreement with the manufacturer 
allowing him to fix the price. 

In New Mexico, a state court 
upheld the constitutionality of that 
state’s Fair Trade law. 

Hess Bros. Battle. A Federal 
Court in Pennsylvania granted 
General Electric Co.’s petition for 
a preliminary injunction restrain- 
ing Hess Bros., Inc., Allentown, 
Pa., from selling G-E products at 
less than Fair Trade prices. 

The court’s action was another 





setback for Max M. Hess, Jr., presi 
dent of the Hess corporation, in 
his fight against Fair Trade pra 
tices on pricing. 

Meanwhile, S. J. Stephenson, 
manager of Westinghouse Corp.'s 
portable appliance division, indi- 
cated that the company won’t re- 
turn to a policy of “fair-trading” 
its electric housewares. 

“We have no desire to quarrel 
with the proponents of Fair Trade,” 
Stephenson said. “We simply felt 
that under existing conditions the 
artificial restraints of Fair Trade 
did not work for us.” 

Stephenson emphasized, how 
ever, that the effect of stepped up 
merchandising and advertising ac 
tivity was the major reason for the 
increase in the firm’s portable ap 
pliance sales. He conceded that 
abandonment of Fair Trade may 
have contributed “something” to 
the increase in business. 

Westinghouse abandoned Fait 
Trade a year ago. 

Finally, in view of the problems 
facing Fair Trade throughout the 
nation, the steering committee of 
the Bureau of Education on Fair 
Trade has voted to continue the 
bureau in operation and has author 
ized the development of a broad 
program designed to meet the 
present situation. 

According to Dr. John W. Dar 
gavel, bureau chairman and execu- 
tive secretary of the National Assn. 
of Retail Druggists, the new pro 
gram, with estimated costs, is to 
be submitted later this year. 





Financial Briefs 





e Estimated net consolidated prof- 
its for Zenith Radio Corp. and its 
subsidiaries for the six-month pe- 
riod ended June 30 amounted to 
$2,530,824, or $5.14 per share. 


@ Minnesota Mining & Mfg. Co. 
sales for the first six months of 
1956 totaled $154,495,586, a gain 
of 17 percent over the $131,645,- 
501 for the same period of 1955. 


¢ Cory Corp., and its subsidiaries, 
— a 221 percent increase in 
sales. Sales for the first six-month 
period of 1956 were $28,048,187 
as compared to $8,735,085 for the 
first six months of 1955. 


© A loss after taxes of $212,783 is 
reported by Florence Stove Co. for 
the 28 weeks ended July 14, 1956. 
This is compared to a profit after 
taxes of $255,244 for the same 
period last year. 


e Audio Devices, Inc., announces 
a net income of $103,952 on sales 
of $1,818,181 for the six months 
ended June 30. 


¢The semiannual report of The 
Silex Co. for the period ended 
June 30, 1956, reveals that net 
sales were $5,350,063. 
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STYLED FOR THE CHRISTMAS 


SELLING 











Model 7H243. Smart styling, with a 


flair. Solid brass case, brushed silver 


Announcing DISTINCTION—a dramatic NEW G-E Telechron electric clock with 
alarm. A high-scorer in customer-appeal tests! A quality-styled gift of DISTINCTION, color panels, Top quality, top appear 


introduced to boost sales—and profits — during your best 1956 selling season. Be’ sure ance—for living rooms and executive 
offices, At a profitable price: $29.95" 









to be ready with this one—call your distributor salesman—today! 


Nassau-Bermuda vacationland holiday 














GENERAL @@ ELECTRIC 


Selechion 


* Manufacturer 


s reconimended retail or fau trade price 


plus 
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applicable taxes 


1956 


A wonderful 11-day spring vacation 
overseas! You may be one of 25 atore 
principals who, with their wives, will 
be flown from home towns to Miami 
The General Electric-Telechron Clock 
guests will fly May 14 from Miami to 
Nassau (Emerald Beach Hotel), Then 


on May 19 to Bermuda (Castle Har 
bour Hotel), and on May 24 to New 
York. Selections will be based on your 
clock activities for the period from 
October | through December 15, 1956 
See your distributor salesman or send 


coupon-—-today! 


Ce ee a oe a oe 


Nome 
Store 


Address 


City 


NASSAU-BERMUDA VACATIONLAND HOLIDAY 


Clock and Timer Department, GENERAL ELECTRIC COMPANY 
500 Chestnut Street, Ashiand, Mossechusetts 


Please send me full information and requirements to qualify 


Zone Stote 


_mwees aa adbwe aan enaeaeeamanoeoaenwetaauwnmeed 
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WINNER-TO-BE ido Buchman, cheerfully passes out advice to on-lookers at Electric 
Assn. contest as she tokes her coke out of the baking pan 


Best Electric Cook 


Chicago Electric Assn.’s second annual interna- 


tional electric cooking contest pits cooks from 21 national 


groups against each other, draws crowds for six weeks 


\ babel of languages and an 
air of cheerful competition occu 
pied the usually-more-commercial 
premises of the Electric Living 
Institute in Chicago's Loop August 
23. The final bake-off in a weeks 
Ing contest was underway, with 
the best cooks from ten national 
groups electrically cooking their 
way toward $1,000 in electrical 
appliances offered by the Electri: 
Assn., which sponsors the event 

At ten electric ranges—all of 
different makes—lined up just 
inside the Institute's door, ten 
ladies in European and Oriental 
costumes went about the business 
ot producing the best 
angel food cake All except on 
were proven contestants, having 
cooked their way to this point, first 
with a national specialty and then 
with a lemon-meringue pie, over 
the competition of 250 starters 
All represented church or national 
ladies’ groups 

With the baking finished, three 
well-known Chicago chefs showed 
up to judge the results They 
chose Mrs. Ida Buchman, repre 
senting the Swiss 

As a promotion for 
cooking, the Electric 
feels their contest is a success, Fach 
of the contestants is bound to talk 
to her family and neighbors about 
the contest, and also at meetings 
of her church and ladies groups 
In addition, the national and neigh 
berhood slant of the 
coupled with the winners’ recipes 


possible 


Ladies Choru 
electric 
Association 


contest 
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garners space in Chicago's papers 
or example, all four dailies 
showed up to get pictures of the 
winning cook at the close of the 
contest. A sound program of press 
releases gets space in the neigh 
borhood papers. ‘The 
stretches over six weeks, 
gets a continuous play. 

Ihe Association contacts contest 
mits through clubs and churches, 
ind then runs a series of elimina 
tion contests, wherein each day a 
different nationality group cooks 
a national dish with which the 
When these contests 
have all been run, all the “best 
cooks” cook against each other on 
im American dish in an elimina 
tion round, ‘The ten survivors of 
this test meet finally to choose the 
“Best Cook of All Nations,” again 
through baking a typically Amer 
ican dish 


contest 
otten 


ie familiar 


Ad Budget Data 


How to Budget Advertising for 
Volume, More Profits, a 
handy little 64-page volume to help 
retailers do a more effective job of 


Bigger 


planned advertising, has been issued 
by the Bureau of Advertising of th« 
American Publishers 
Assn., Inc 

In compiling the handbook, 
budget information was gathered 
on 53 different business lines. It has 
been mailed to 1000 newspapers 


New Spapel 


BTU Defines Power 


The Air Conditioning & Refrig 
eration Institute has succeeded in 
its long-time Campaign to encour 
age the use of British Thermal 
Units (BTU) in air conditioning 
ads 

It is claimed that manufacturers 
of at least 90 percent of the nation’s 
air conditioner production hav: 
agreed to the use of the ratings in 
the use of their promotion. 

A BTU is the amount of cooling 
capacity needed to lower the tem 
perature of a pound of water by | 
degree Fahrenheit (actually, accord 
ing to the traditional definition, a 
BTU is the amount of heat needed 
to raise temperature ). 

Manufacturers are adopting a 
program of  self-certification in 
which they are committed to advise 
the public of a standard cooling 
rating for each 1957 model 

The program, according to the 
ARI, does not mean every ad will 
include BTU ratings. But it will 
be made plain that the ratings can 
be obtained from dealers. 

Some companies have declined 
to enter the program as far as na 
tional advertising is concerned, 
since it is noted that there is a 
margin of error in accurate meas 
urement, Other spokesmen could 
not be reached for comment. But, 
by and large, the industry is ready 
to start dropping or sublimating 
terms such as “ton” and “horse 


powe r’ in favor of Bl U 


NEMA Convention 


Plans for the annual convention 
of the National Electrical Mfrs 
Assn., which opens Nov. 12 in 
Atlantic City, N. ]., will follow th« 


policy established last year of pro 


viding a program of interest to 
representatives of all NEMA mem- 
ber companies whether or not their 
product section meetings comcide 
with the convention, according to 
Joseph VF. Miller, NEMA’s man 
aging director. 

Miller said that the new conven 
tion policy, given a successful trial 
in 1955, resulted in attracting more 
company executives than has been 
the case at previous meetings. 

More than 600 leading execu- 
tives of electrical manufacturing 
companies from across the nation 
are expected to attend the 1956 
convention which will feature two 
events of unusual interest to asso 
ciation members. 

One will be a general member- 
ship luncheon on Tuesday, Nov 
13, at which the speaker will be 
one of the nation’s top industrial- 
ists. The other event, a radical 
departure from all past NEMA 
convention programs, will be an 
all-professional show dramatizing 
NEMA’s place in the industry, its 
relationship to the American fam- 
ily, and its many activities. 





Association Briefs 


® Radio - Electronics - Television 
Mfrs. Assn. reports retail sales of 
radio receivers in June were the 
highest for any June since this type 
of information has been made 
ivailable. Retail radio sales in 
June, excluding auto sets, increased 
48 percent over sales in May and 
nearly 75 percent over April. 





¢ The American Home Laundry 
Mfrs. Assn. announces that factory 
sales of home laundry appliances 
for July, 1956, were the highest of 
any July in the industry’s history, 
amounting to 501,290 units. 





Bernsohn said in part 


ing methods 


disadvantage.” 


substantial customers.” 





Same Price for Retailers .... 


“Why should not retailers be given the same prices for compara 
ble quantities that are given builders?” 
Federal ‘Trade Commission by A. W. Bernsohn, managing director 
of the National Appliance & Radio-I'V Dealers Assn. 

In a letter branding lower prices to builders as “immoral” and 
‘illegal,” Bernsohn requested FTC help in securing an answer to 
the problem from major appliance manufacturers 


“This (the problem) is the common practice in the appliance in- 
dustry of singling out one classification of appliance purchaser, the 
builder, for prices appreciably lower than those charged another 
classification, the dealer, for identical merchandise. This situation 
prevails throughout our field, even though members of the former 
group may purchase smaller quantities than the latter. It is aggra- 
vated further by the looseness of some of the manufacturers’ polic 
I'he result is that a great deal of merchandise sold at 
builder prices, ostensibly for use in new housing, finds its way into 
retail channels. This causes those dealers, buying from the agencies 
designated by the manufacturer to sell to them, to appear to be 
overcharging customers and to be placed at a serious competitive 


Bernsohn also contends in the letter to the FTC that many a 
manufacturer and distributor would like to be freed “from the feel 
ing that he must participate in an activity that is unfair to his most 


asks a letter directed to the 
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Win big CASH AWARDS in the 
IGLOO WINDOW CONTEST! 


You win twice in this exciting contest—you can win big prizes 
and you can win increased store traffic and sales. 
Call your Sylvania TV Distributor today for your 
fR TRAFFIC-STOPPING WINDOW DISPLAY KIT 


Get your FREE entry form and details on how you can win big Offer your customers this 


money in the Sylvania Igloo Promotion Window Display Contest. CHILD-SIZE IGLOO 


Contest starts Nov. Ist. : Seeet 
This colorful new toy sensation is a low-cost 


FREE ~_ offer on “THE BUCCANEERS” give-away that kids can't resist. It's a test- 
proven Christmas premium . . . offer it FREE 
Nov. 10th, 24th and Dec. Ist with the purchase of any Sylvania TV. 
PLUG Local newspaper advertising beginning Watch Sylvania's exciting new television show 
* week of Nov. 25th featuring this attention-getting promotion. 


Keep your eye on SYLVANI AN y 


.». fastest growing name in sight 
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PROMOTION 








EXECUTIVE DIRECTOR John R. Doscher gives ohi report to Albert M. Cole, Housing 


and Home Finance Agency administrator. 


ohi Eyes Future .. . 


. . » and tells Federal Government of industry 


enthusiasm, basing directors’ decision to continue the 
campaign into 1957 with bigger and better ideas 


A serics of ten meetings con 
ducted recently by the staff of 
Operation Home Improvement has 
given major groups in the industry 
an up-to-the-minute report on prog 
ress of the campaign, as well as 
plans for the future, Climax of this 
series, according to ohi officials, 
was a report to the Federal Gov- 
ernment, which last year asked pri 
vate industry to launch “a con 
certed effort ... to renew America’s 
old but still sound houses.” 

John R. Doscher, ohi’s executive 
director, presented to Albert M. 
Cole, Housing and Home Finance 
Agency administrator, ‘a report on 
home improvement year.” ‘The 
volume included wires and letters 
from manufacturers, dealers, lend 
ers, editors, and others applauding 
the ohi drive 

In accepting the report, Cole r 
viewed his own interest in the cam 
paign and said, “I have been quite 
pleased, quite satished, quite 
thrilled . . . with the results.” 

Board Decision. The decision of 
the ohi board of directors to con 
tinue the campaign into 1957 was 
based on industry opinion as ex 
ywressed in the wires and letters 
Sadustey spokesmen unanimously 
noted tangible increases in home 
improvement sales and expressed 
the belief that the sales curve could 
shoot up even more so with a con 
tinuation of the promotion 

Since its public unveiling last 
January, the ohi program has 
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spread into more than 1000 towns 
and cities all over the country. 
Many of them have reported re- 
sults like these 

1) Building permits for re~ 
modeling up 11 to 156 percent 
over last year. 








THE Ohi SEAL 





2) Home improvement lending 
up 20 to 200 percent 

3) Actual sales increases of as 
much as 85 percent for individual 
dealers 

The primary objective of the ohi 
staff in coming months will be to 
get community-level campaigns 
rolling in every city and town. 

The basic tool in this effort will 
be the ohi Community Handbook, 
a 40-page document that details 
the suggested organization of lo 
cal committees and a number of 
projects they can use to focus 
public attention on the campaign. 

New Ideas. Jim Hoffer, newly- 


appointed local-leve] manager for 
ohi, has plans to supplement the 


handbook immediately with ad- 
ditional ideas and suggestions 4 


gleaned from replies to a 25,000- 
questionnaire survey he is conduct- 
ing, 

Also in the works is an entirely 
new ohi promotion kit for the use 
of all types of home improvement 
dealers, contractors, and lenders 

Far more comprehensive than 
the previous kit, it will include the 
Community Handbook, a book on 
time-payment selling, mats of the 
new Ohi seal (with the new slo 
gan, “Better Your Living’), radio 
and television materials, counter 
cards, posters, decals and stickers, 
a complete catalogue of ohi tie-in 
materials available from other 
sources, plus many other items. 

The kit can be purchased for 
$10 from ohi headquarters at 10 
Rockefeller Plaza, New York 20, 
N. Y. Orders are being accepted 
now for delivery within two 
months 


N.Y. Ad Show 


Thirty-four percent of all the 
nation’s purchases of advertising 
and sales promotion materials and 
services take place in the New 
York area, according to estimates 
made by the Research Dept. of 
the New York Times in coopera- 
tion with Advertising Trades Insti- 
tute, Inc., New York 

This was revealed by Institute 
chairman Thomas B. Noble when 
he announced plans for the fifth 
annual Advertising Essentials 
Show, “The Showcase of Adver- 
tising Progress.” The show will 
be held in New York’s Statler 
Hotel Nov, 19-21 and will feature 
the latest materials for advertising 
communication and sales promo 
tion. Over 100 exhibitors will 
participate. 

I'he New York area, Noble said, 
is the country’s largest single 
market for promotional materials. 


Store Face Lifting 


I'he Store Modernization Insti 
tute of New York has published 
a Basic Guide for Store Moderniza 
tion kit, a practical step-by-step 
guide to help store owners plan 
for modernization 

The Basic Guide shows the small 
tore owner how to go about mod- 
ernizing his store, who can do what 
for him, and even how he can do 
some things himself. It explains 
the complicated services, functions, 
and fees of the people with whom 
he might deal before the job is 
done. 

The Basic Guide for Store Mod 
ernization may be ordered for $10 
from the Store Modernization In 
stitute, 20 East 55th Street, New 
York 22, N. Y. 
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A “Cool” Kit — 





THIS MISS demonstrates material from 
Viking Air Products’ kit that will en- 
able a dealer to win a trip to Bermuda. 
All the dealer has to do is submit the 
best idea on how to use the kit. 


EEI Pushes Gifts 


To remind everyone that elec 
trical gifts are an ideal Christmas 
present, the Edison Electric Insti 
tute has announced its fall gift 
campaign, carrying the slogan, 
‘Make it a Merry Christmas with 
Electrical Gifts.’ 

Dealer display materials have 
been prepared by the EEI residen 
tial promotion committee, under 
the chairmanship of E. J. Hurley, 
Detroit Edison Co., with the as 
sistance of the Public Utilities Ad 
vertising Assn. They include paper 
streamers, ecasel-backed counter 
cards, a Kleenstik, an easel-backed 
check list, a transparent acetate 
window display, and a clear ac¢ 
tate window piece, all packaged in 
a dealer display kit 

The window piece carries on it 
the “Live Better . Electrically” 
symbol. 

The display kit has been de 
signed to help the utilities and 
their dealers have a coordinated 
campaign to sell more small appli 
ances by tying in with national ma- 
terial. Utilities are urged to organ 
ize campaign plans immediately 
and talk with distributors, dealers, 
and manufacturers’ representatives 
in their areas 

The campaign period is Novem 
ber and December 


Presidents Speak 


Hotpoint Co. offers a pre-cle« 
tion promotion featuring a 12-inch 
LP record on which can be heard 
the voices of the eleven president 
of the U. S. since 1896. 

Hotpoint dealers can elect to 
give the record to customers either 
on the basis of a trial demonstra 
tion of Hotpoint Hi-Vi TV or on 
the basis of a sale 

The record contains 42 minutes 
of history-making entertainment, 
according to Hotpoint officials, and 
would retail at $5.95 were it avail 
able at record stores. 
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Snowed Under with Orders! IA 


They all want these Westciox 


for Christmas fe 


another Westclox first— 
the only clock with 
nonbreakable high-impact 
CYCOLAC* case! 


ELLSWO RTH electric alarm 


Smartly styled case can’t crack, dent, chip or 
peel! This case is guaranteed against breakage 
for five years. Satin-finished metal dial. Shat- 
ter-proof crystal of Plexiglas. Insistent alarm. 
A natural for shoppers who pounce on the 
“new and different”’ gift. 


Modern “Low-boy” style — 6%” wide, 3%” high 


Neo. 1043 Gleaming Black case 
with Pearl-white and Brass dial. 


Ne. 1042 Decorator Gray case 
with Red and Brass dial. 


Retails at $8.95 (plus tox) 
Dealer cost $5.88 


*Reg. Trademark Borg Warner Corporation 


dazzling new finishes in 


SPICE electric wall clock! ? 


BRASS #1166 


Added gift-appeal in this popular wall 
clock design. Extra styling news— Roman 
numerals and brass-finished sweep hand. 
54" dial. Shatter-proof crystal. 


Also new CHROME Spice— #1165 


A sure stopper, with the gleam that looks 
like Christmas! Ideal for business gifts. 


Each Retails at $5.95 (plus tox) 
Dealer Cost $3.91 


5% quantity discount on 6 or more 
Westclox Electrics or 6 Lookout Timers. 
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WESTCLOX.. 


by the makers of BIG GEN - LASALLE-PERU, 
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they'll snap up the new 


TRAVETTE folding leather 


travel clock! 


Small and smart—only 3” square, 1” deep. 
Clock has gold-color raised numerale and 
frame. Shatter-proof crystal. Luminous dial. 
Genuine leather case comes in two colors: 


#455 Tan #456 Red 


Retails at $8.75 (pis tox) 
Dealer Cost $6.13 


another ‘sell-out’ gift item.. 
NEW COPPER FINISH lookout 
portable timer #145 


The perfect answer for that inexpensive. 
little-gift problem! Same exclusive ‘‘Lookout”’ 
dial...same price as the other finishes. 


Retails at $3.95 (No Federal 


Excise Tax) 


Dealer Cost $2.77 


Remember, more Westciox have been sold than any other timepieces. 
The sooner you order your Christmas stock the more you'll sell! 


. dependable as the day is long! 
ILLINOIS 
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FEDDERS INVADES TIMES SQUARE with the second-largest running sign on Broadway 
(44 feet tall and 104 feet long). Fedders president Salvatore Giordano, left, discusses 
its construction with Douglas Leigh, “Broadway Sign King.” To the left of the new 
Fedders sign is an invitation to the Dominican Republic, which Fedders dealers 
are heeding en masse this month 


Caribbean Holiday 


Fedders dealers, 4500 strong, take over the Do- 
minican Republic for nine weeks in seven-day shifts as a 
reward for selling air conditioners 


Fedders Quigan Corp. 1s spend 
ing $1.5 million for one of the big 
gest dealer outings ever. The com- 
pany is sending some 4500 dealers 
and dependents on a full-week, ex 
yense-paid jaunt to the Dominican 
Lepublic as a reward for bigger and 
better air conditioner sales. 

In many ways, it is a fantastic 
operation For one thing, this 
Fedders sales incentive promotion 
constitutes the world’s biggest com 
mercial airlift, For another, it 
may boost the entire economy of 
the Dominican Republic. In any 
case, it is almost twice as big an 
operation as Fedders conducted 
last year when it sent 2500 dealers 
and wives to Jamaica. 

Fedders’ prize-winning dealers 
will spend their vacations at Ciudad 
Trujillo’s brand-new, ultra-luxurious 
El Embajador Hotel where they 
will occupy all of the hotel’s 310 
rooms over a period of nine weeks. 
They will be housed in air-condi- 
tioned, terraced rooms, and wined 
and dined with three meals and a 
cocktail party each day. 

In addition, there will be tours 
of the nation’s capital city and to 
San Cristobal in the neighboring 
mountains There will also be 
daily fishing trips, as well as un 
limited use of beaches, swimming 
pools, tennis courts, golf links, and 
other recreational facilities. Spe 
cia] entertainment will be provided 
during dinner, in addition to an 
aqua show, a barbecue, and a water 
show. 
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For all this, Fedders, in coopera- 
tion with its distributors, will foot 
the bill. 

Fedders’ president, Salvatore Gi 
ordano, will be on hand at least 
half a dozen times during the nine 
weeks of the operation. Giordano, 
in an effort to meet as many of 
the dealers as possible personally, 
will fly down on Wednesday even 
ings and return to New York on 
the following Sundays. In order 
to miss no one, Giordano also met 
dealers at the Fedders distributor 
meetings in New York last month. 

Many Details. In planning for 
the mass airlift, Fedders has been 
careful to overlook no details. The 
first of the chartered Pan American 
planes took off Sept. 24, the last 
will go Nov. 19. A total of 59 
round-trip flights will have orig- 
inated from more than a score of 
cities throughout the United States 
by the time the airlift is com 
plete 

The promotion will span two im 
portant national events—Election 
Day and Thanksgiving. For the 
former, the company has circulated 
details for voting by absentee bal 
lot and, for the latter, a complete 
Thanksgiving Day dinner is being 
planned in Ciudad Trujillo 

For the sports-minded, every fa- 
cility has been provided. Light 
fishing boats have been hired to 
take deep sea anglers to the fishing 
grounds. Buses have been regu 
larly scheduled to transport beach 
lovers from FE) Embajador to Hotel 


Humaco, about fifteen 
away. 

For those interested in souve- 
nirs and other items that can be 
purchased more cheaply in a duty- 
free situation. Fedders has arranged 
with the Dominion government to 
make available five “free port’ 
stores, 


minutes 


No passports or visas are required 
and Fedders will pay the bill for 
the head tax asked of tourists by 
the Dominican Republic. Small 
pox shots are required by the 


United States government, how- 
ever, for re-entry into this country. 
To round out a perfect vacation, 
this is World’s Fair Year in Ciudad 
Trujillo and all the facilities of the 
lavish exhibition will remain open 
through the time that Fedders’ 
dealers will flood the town. 

This, the seventh such Fedders 
trip, has been arranged with the 
complete cooperation of the Do- 
minican government. Ciudad Tru- 
jillo is 54 hours from New York 
City by plane. 


Adequate Wiring Awards 


Third annual Look Magazine competition is open 
to appliance dealers and distributors, contractors and 
utilities; Feb. 1 deadline announced 


Look Magazine has announced 
that in 1957, for the third year 
in a row, it will present awards 
for outstanding accomplishment in 
promoting adequate wiring. In 
making the announcement, Dick 
Harmel, the magazine’s merchan- 
dising manager, said that the win- 
ners of Look’s 1957 Adequate 
Wiring Awards will be selected 
in a competition which is open 
to appliance dealers, appliance dis 
tributors, contractors, and utility 
companies. 

The awards are presented an- 
nually at the Conference of the 
National Adequate Wiring Bureau. 
The 1957 conference will be held 
at the LaSalle Hotel in Chicago 
Feb. 28 and March 1, 

In pointing out that the com- 
petition is open to all members 
of the electrical industry groups 
mentioned, whether located in 
small cities or large metropolitan 
areas, Harmel added that award 
winners of previous years have 
received both local and industry- 
wide recognition as a result of 
their Adequate Wiring citations 
by Look. 

Four Categories. So that all con- 
testants may have a fair oppor- 
tunity, a separate award is to be 
given in each of the major electrical 
industry categories, according to 
Harmel. 

These categories are: (1) appli- 
ance dealers who have promoted 
adequate wiring in selling to the 
multi-appliance home; (2) utility 
companies which have developed 
consumer acceptance of the need 
for adequate wiring; (3) electrical 
contractors who have promoted 
adequate wiring to customers need- 
ing new wiring or re-wiring; and 
(4) appliance distributors who have 
promoted adequate wiring to deal- 
ers, contractors, and utilities. 

In the case of utility companies, 
the contestants will be divided 
into two classifications—companies 
serving large communities with 
250,000 or more meters, and 
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smaller companies with fewer than 
250,000 meters. An_ identical 
award will be given in each utility 
classification. 

Winners of the 1956 trophies in- 
cluded Philadelphia Electric Co., 
which received the utility award; 
John G. Webster Co., Washington, 
appliance dealer award; Roland Per 
ron, Ltd., Montreal, contractor 
award; and Noland Co., Inc., which 
won the distributor award. 

To be eligible for consideration 
in the 1957 Adequate Wiring 
Awards competition, dealers, dis- 
tributors, contractors, and utilities 
must submit details and documen- 
tation to Look concerning their 
adequate wiring activities. Com- 
plete rules concerning the competi- 
tion may be secured from Harmel 
at Look. 

All entries must be postmarked 
not later than Feb. 1, 1957, and 
should be mailed to Adequate 
Wiring Competition, Look Mag 
azine, 488 Madison Ave., New 
York 22, N. Y. 





LOOK’S Merchandising 
Award for appliance dealers, electrical 
contractors, and appliance distributors 
winning top honors in magazine's Ade- 
quate Wiring Competition. 


Achievement 
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She's sold when she’s told: 





Did you ever see a lady in a Grade-A Quandary? Here she She and 31,000,000* women like her are influenced by the 
is, studying appliances you know so well and she knows Seal. They know it means your product has satisfied the 
so slightly. She can be your very biggest customer, this technical experts in the Good Housekeeping Institute... 


new young homemaker. She’s buying a whole that it meets our requirements, our standards of 


win O8 4 hung or 


homeful of electrical appliances — and all for the x “om quality, safety, performance, The famous Good 
: , é Guaranteed by ; . ' 
very first time. That's the reason she turns to the Good Housekeeping Housekeeping Seal sells the consumer because it 
0 . 


top brands she has seen in Good Housekeeping, 745 avyearistd Wine protects the consumer — your assurance of our 





to products that have earned the Guaranty Seal. 


readers’ confidence in your product, — * Says Crosstey 
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Post Teams With Polk 


Trying its first big-city “Electric Servants Fair,” 
the Saturday Evening Post uses one retailer: Sol Polk, 
who plans to boost his sales 20 percent during the event 


With $25,000 in prizes and 24 
full pages in metropolitan news 
papers to spur public interest, the 
Polk Bros.—Saturday Evening Post 
“Electric Servants Vair” in Chicago, 
Sept. 11-Oct. 5, is planned to give 
Polk a chance to sell more appli 
ances in the 25-day 
ever moved through a 
in that time 

Kicked off at Polk stores on S« pt 
11, the promotion picked up con 
sumer interest throughout the week 
by mentions on Polk's radio and 
1 spots, with the big consumer 
splash coming over the week end 
of Sept. 14-16, On that Friday, a 
four-page ad in the Chicago Daily 
News anemer and was repeated 
in the Sunday Tribune 

Polk is also throwing his weight 
into a direct-mail campaign, send 
ing 300,000 brochures to customers 
in the Chicago area, timed to hit 
along with the big newspaper 
spreads. Following the first week 
end, there will be continuing ads 
for three days, and then repeats 
each week end to keep the pot boil 
ing. 

The $25,000 in prizes will be 
passed out to 1,089 lucky custom 
ers who fill out a coupon and 
drop it into a “Wishing Well” at 
cither Polk location. Coupons wer 
inserted in newspaper a the di 
rect-mail brochures and passed out 
at either Polk store. Customer 
list their name and address, and 
also the answer to one question, 
“What appliance do you wish for 
most?” 

At the end of the promotion, a 
mammoth drawing will be held 
and prizes awarded, including such 
items as a General Electric Kitchen 
Center, a Hotpoint Holiday Kit 
chen, a complete living room, a 


period than 
ingle outlet 





“WERE PUSHING WIRING TOO,” So! 
Polk points out. Polk says that poor 
wiring costs him business equalling 30 
percent of his volume, There are at 
least three such “Wiring Plan” boards 
in the Polk store. 
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complete bedroom, an RCA Color 
IV set, and a long list of others, 
including examples of practically 
every brand name Polk carries. 
here will be 1,000 Saturday Eve- 
ning Post Treasury books awarded, 

Post Property. ‘Ihe Electric Serv- 
ants Fair idea is a long-time prop- 
erty of the Saturday Evening Post, 
started at Van Wert, Ohio, in 
1954. Since then, the Post has held 
16 such promotions, always in 
small towns. The “formula” calls 
for the utilities to round up full co- 
operation from local dealers with 
the Post stepping in to provide co 
ordination and “juice.” The small 
town efforts have been successful 
I'he most recent—in Port Huron, 
Mich., pop 35,000—moved nine 
carloads of appliances in nine days. 

lor Polk's Fair, the role of the 
utility, Commonwealth Edison, is 
reduced to a sort of “limited spon 
sorship,” including an opening day 
ad, and plenty of “Housepower” 
ul “Live Better—Electrically” 
1ids, And naturally, other dealers 
will not be participating 

Besides the idea, the Post is 
furnishing store decorations and 
signs for the three Polk stores, mak- 
ing plenty of use of their cartoon 
character “Hazel” for identity, 
helping pay the freight on the 
‘opening gun” ads, and providing 
in art exhibit on display in the 
Polk stores all during the month, 
showing the work of Steve Do 
hanos, Post cover artist. 

“Hazel” will be on display all 
over the Polk stores. At previously 
announced times, one of the “Ha- 
zel” figures will be marked with a 
white carnation, The first Polk 
customer to spot the carnation will 
receive a merchandising prize. This 
device will be used all through the 
fair 

Special Contests. Simultane- 
ously, Polk is running special con- 
tests and special compensations for 
his salesmen to provide a stepped 
up sales atmosphere from within 
as well as without. There is a 
continuing contest for the two 
months of September and October, 
with the top men in each of the 
ten Polk departments getting suit 
able cash rewards, plus a plaque 
from the Saturday Evening Post. 

Bob Owings, Post assistant ap 
pliance merchandising manager, 
says a utility in another midwest 
metropolitan area has asked to test 
the Fair in their town next year, 
promising the cooperation of 100 
retailers, Owings also stated that 
the Post’s aim is to make this 
eventually a national affair. 


“Most Beautiful Booth” 
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BOB MITCHELL, General Electric representative, receives “Most Beautiful Booth’ 
trophy at 1956 Houston, Tex., Gift & Housewares Show, from Nancy O’Neal, show 
hostess. Joe Margolin of Marlin Associates, a G-E distributor, looks on. 


“Snowflake” Supplement 


U. S. Steel’s Christmas promotional campaign to 


include a twelve-page newspaper supplement to aid 


editors in preparing special sections 


The United States Steel Co.'s 
1956 “Operation Snowflake” (see 
ELecTRICAL MERCHANDISING'S 
Sept. issue) is proc eeding apace. It 
includes a twelve-page newspaper 
supplement that is supplied to news- 
papers throughout the country. 

Page one of this supplement 
consists of a full-page illustration 
suitable for the cover of a special 
White Christmas newspaper sec 
tion. Copy at the bottom of the 
page states: “This page is designed 
for use of utilities, trade associa 
tions, or appliance distributors but 
can serve as an editorial introduc- 
tion to a section.” Boxes at the 
top of the page contain notes to 
editors and advertising managers. 

Even-numbered pages are edi 
torial “clip sheets” containing copy, 
photographs and cartoons pre- 
pared by professional newspaper 
people from material submitted by 
manufacturers and national associ- 
ations, confirmed by the research 
departments of government agen 
cies and universities. 

Odd-Numbered Pages. ‘The odd- 
numbered pages are dramatic dis- 
plays of outstanding advertise- 
ments selected from the seven mil- 
lion lines of tie-in space which ap- 
peared in newspapers for “Opera 
tion Snowflake—1955.” 

The ‘back page, headed, “Edi 
tors and advertising managers work 
together to build valuable pages,” 
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shows the way editorial and adver- 
tising matter were combined on 
the covers of special sections by 
four newspapers. 

At the bottom of the page is a 
coupon for requesting “free of 
charge and without obligation” 
mats of all editorial feature illus 
trations, a mat of the cover page 
complete, and mats of all advertis 
ing illustrations, logotypes, and 
spots. 

A unique feature of the supple- 
ment is a 1000-line advertisement 
(bottom of page five) prepared for 
and recommended by the American 
Gas Assn., and another 1000-line 
ad (bottom of page seven) prepared 
for and recommended by “Live 
Better . . . Electrically.” Mats of 
these ads are included in the free 
newspaper kit. 

Large Print Order. A print order 
of 27,000 was placed with Metro 
Associated Services, Inc. Metro is 
also making the mats for the free 
newspaper kit offered by “Opera- 
tion Snowflake.” 

During the month of October, 
Weekly Newspaper Representatives 
will begin mailing supplements to 
their member publications urging 
them to participate in the cam 
paign. 

Mailing to daily papers began 
the week following Labor Day and 
Metro clients will receive an addi- 
tional 4000 capies in October. 
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With fine Farberware Automatic Electric ic Appliance in STAINLESS STEEL. & 


AUTOMATIC ELECTRIC FRY PAN: Gleaming, “Chafing , AUTOMATIC ELECTRIC COFFEEMAKER. World's fast- NEW, STAINLESS STEEL DUTCH OVEN: A versatile, 

Dish” beauty. The only stainless steel fry pan with est! Brews 2 cups in 2% minutes, 12 cups in 10. —3—_ fully-automatic appliance. So wonderful for cooking: 

4 that wonderful aluminum-clad bottom for better xi Keeps coffee ready to serve. Easiest to clean. $29.95 waterless, roasts, stews, soups, french frying, brais- 

———=— cooking, easy cleaning. Completely immersible in HOSTESS URNS: Perfect for social occasions large ing or as a chafing dish, casserole, Like all Farber- 

water thanks to Farberware’s “in-the-plug’* heat and small. 12 to 30 cups in only 12 to 24 minutes, T° . ware with the removable heat control it's designed 
control. 1042” $26.95; 12” $29.95 (Covers extra). $49.95; 12 to 55 cups in 12 to 40 minutes, $59.95. for better cooking, easier cleaning, $34.95. 





s yw) 


FARBERWARE 


ah EXCLUSIVELY STAINLESS STEEL 


S. W. FARBER, Inc., New York 54, N. Y. + Makers of Stainless Steel Cookware with that wonderful thick aluminum-clad bottom 
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/2 bear 


* ranges * refrigerators, etc. 
YEATS patented strap ratchet grips ap- 
pliances visetight without marring is 
90 seconds ot less! This oninaflash 
leading plus on-adime wheel pivoting 
and light weight, aluminum alley con 
struction save costly labor time on every 
appliance delivery. You'll find a YEATS 
doliy more than pays tor itself. 


veats “Everlast” covers & rans 





dolly sales co. 


Milwavkee 5, Wis. 


2127 MM. ath &. 


Quick 


easy way 


to make pipe connections 


FOR WASHERS 


REFRIGERATORS 


DRIERS 


AND OTHERS 


Model CT—with flored joint 
for coppe- tubing 


Model ST— 
for pipe connections 


SKINNER-SEAL SADDLE TEE 
ing pipe connections. No pipe cutting or 


for mak- 


threading. Only one bolt to tighten. 
Quick, easy. Cuts cost. For installing wash- 
ers, driers, gos refrigerators, heaters, 


etc, Write for circular 


Approved by Underwriters’ Laboratories, inc. 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 











Good service makes good customers 


Webb Manut acturing Co. 
2018K HM. 4th St, Phila, 33, Pe 


Please send me prices on Wrapebouts and 
Stingabouts for 


C) ranges 0) radios alt conditioners 
oO tv C) washers retrigerators 
FIRM NAME 

srTRter 


cry. 


tind 


ront ____._.SIATE 
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When you deliver the new television set, 
it's a real thrill for any family. Show 
them you agree by delivering it carefully 
and installing it expertly-——and they'll be 
your customers for life. One sure way to 
make the right impression is to make 
your deliveries in Webb Wrapabouts 
They protect everything—the appliance, 
the customer's woodwork, and your rep 
utation as a service-minded merchant 
Webb Wrapabouts are made of water- 
repellent canvas, thickly padded, and 
flannel lined—and they last for years. 


WRAPABOUTS 


For Radio, HiFi, TV 
and Air Conditioners 


For major apphances use Slingabus:. 






On the Road 





MOBILE CARAVAN, a traveling show room of built-in appliances, will bring samples 





of Preway, Inc.'s, built-in refrigerator-freezer to eastern distributors. 





Dishwasher Derby ... 


... iS part of imaginative city-wide promotion of 


the sale of automatic electric dishwashers spearheaded 
by Cincinnati Gas & Electric Co. 


l’or the second consecutive year, 
Cincinnati has held an overwhelm 
ingly successful city-wide automatic 
clectric dishwasher campaign, ac 
cording to the Cincinnati Gas & 
Electric Co., which spearheaded 
the drive 

Kdward W. Hodgetts, director 
of promotion, advertising, and 
publicity for the company, called 
the campaign 
“more terrific than any promotion 
had.” He _ stated, 
Dealers were sampling dishwashers 
who never before had them in 
tock, just to get in on this promo 
fhhon 

heme of the promotion was 
Make Every Meal a Party,” with 
1 dishwashing derby as the special 
ittraction. In order to participate 
contestants were required to present 
a Dishwashing Derby Entry 
Coupon clipped from the Cincin 
nati Post. At the end of cach day, 
the three fastest dishwashers 1 
ceived a set of dinnerware 

Ihe utility estimated that a 
total of 850 peopl competed in 
the derby during the 15 days of 
derby activity. At the end of that 
time, the winners competed in the 
finals. The winner was declared 
“Dishwashing Champion of Cin 
cinnati” and received $250 in cash 

Lobby Display. A highlight of 
the promotion was the display in 
the lobby of The Cincinnati Gas 
& Electric Co Conventional 
sinks and automatic electric dish 
washers were displayed to show th« 
contrast of methods. Horse racing 
trophies and symbols established 
the derby theme. Health and beauty 


“a great success” and 


we have ever 
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advantages of automatic dish- 
washers were pointed up by a 
noted beauty authority giving mak 
up demonstrations on women 
sclected from the audience. 

All segments of the trade, as 
well as consumers, indicated their 
enthusiastic support of this promo 
tion. The campaign was kicked off 
with a special eight-page supple 
ment appearing on opening day in 
the Cincinnati Post, which also 
sponsored the drive 

Dealers who displayed dish 
washers received industry promo- 
tion material and a supply of 
coupon entry blanks which allowed 
their customers to participate in 
the Dishwashing Derby. 

Better Results. It is expected 
that the results of this year's pro 
motion will top last year’s when 
Cincinnati distributors reported 
their sales to dealers during 
the four-week campaign period 
amounted to 25 to 50 percent of 
their average yearly business. 
Dealers reported that they had 
sold dishwashers to 8 percent of 
the prospective buyers, and ex 
pected to sell an additional 3 per- 
cent as a result of the promotion 
About 40,000 people saw the 10,- 
000 dishwasher demonstrations 
throughout the city last year. Nearly 
100 dealers and 31 distributors 
participated. 

In addition to the promotion 
held in Cincinnati the second time, 
automatic electric dishwasher cam 
paigns are being spearheaded by 
approximately 70 electric light and 
power companies and local news 
papers all over the countr 
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ere’s how 






you 









Py 


aed 
( 


“sovern” the 





government 


Much as we revere and respect this system of ours, we don’t want 
the government running our lives. 

The best government is one that’s closest to the people. And 
there’s just one way to keep it under control. 

Vote. 

Every time you get a chance. 

Vote November 6, for sure. 

Vote to elect the ones you want representing you. To keep the 
ones who are doing you proud. To get rid of the ones who are 
not so hot. 

You're the boss, however you vote. No matter who's elected, 
you pay their salaries and paint their offices and keep watching 
over them as they work. 

Even if the ones you're “agin” happen to 
win, they’re obligated to the minority, too. 
They’re servants of all the people, not just 
those who voted for them. 

Your vote prods, approves, protests, de- 
mands, restrains, rewards. 

Vote—so you and your children after you 
always can. 





See You at the POLLS! 








ELECTRICAL MERCHANDISING—OCTOBER, 1956 PAGE 197 












. ls coming your way! 


die is cast for the greatest bomb 
shell that ever hit the air condi 


Watch for it—and find out why . 


Your FUTURE and FORTUNE 


Now Lies With YORK BW 


BORG-WARNER ad 








THE ORIGINAL 


LAUND-R-VENT 


BEST BY TEST 





increase 
Profits 
This 
Simple 
Way! 


You con always sell o LAUND-R-VENT when you 
sell a dryer because LAUND-R-VENT completes 
the installation, f tically carries lint and 
moisture to the outside, helps keep laundry room 
dry and clean, One minute's sales talk, o hand- 
some extra profit it's as simple as that! 


Complete Kits Ready to Install 
The all-aluminum LAUND-R- VENT is weather -proof, 
tust-proof, freeze-proof, Automatic damper pre- 
vents down draft, individually packed, or com- no riveting or clinching. Snap it to- 
plete kits in 3” and 4” diameters which include together, it locks itself and is ready 
one LAUND-R-VENT, piping, fittings and instol- ner work 
lation instructions. Choice of flexible ducting or 
Snap Lock aluminum pipe and ells 


ASK YOUR JOBBER: Mos jobbers carry LAUND.- 
®-VENT kits. If your jobber can't supply you, write 
giving his name. We'll send you prices and literature 
of once. 











Snap Lock aluminum pipe requires 





Attractive, silver finish Fibergles 
flexible ducting is fire-proof, vermin- 
proof, washable, durable. Won't 
rust or crrode, Bends to |" radius. 











COLE-SEWELL 






2266 UNIVERSITY AVENUE 
ST. PAUL 14, MINNESOTA 
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The battle plans are laid and the 


tioning and refrigeration business! 


‘Live Better, Be Happier” 


American Weekly will push electrical living in a 
special Oct. 21 section slated to reach over 10 million 


homes across the country 


On Sunday, Oct. 21, The Ameri- 
can Weekly will publish a special 
editorial section devoted exclusively 
to electrical living. Planned in con- 
junction with the LIVE BETTER 

. ELECTRICALLY campaign, 
the multi- paged section will be 
called “Live Better, Be Happier.” 

The feature will show American 
Weekly's 10 million-plus reader- 
families what they can do with the 
space they have and the wealth of 
electrical equipment available on 
the market to better their standard 
of living. 

American Weekly claims to reach 
34,423,000 consuming family mem- 
bers (10 million families). This 
sweeping mass exposure of how to 
“Live Better, Be Happier’ (through 
the use of electrical appliances) 
could generate high oe m- sales 
power for the electrical appliance 
industry. ‘To spark sales at the local 
level, the publication is enlisting 
the cooperation of the local public 
utility companies in each of its 31 
distributing areas to tie-in with the 
promotion. All advertisers will be 
supplied with tie-in materials. 

The section will open with the 


question, “Is Your Living Room 
Alive?” All the comforts and con- 
veniences of a modern living room 
will be dramatized: air conditioner, 
combination radio and _ record 
player, television, home movies, 
decorative wall clock, indoor and 
outdoor illumination (with light 
control switches), and equipment 
for the preparation of snacks. 
Four complete kitchens will be 
presented as proof that what was 
formerly an expensive concept is 
now available for the average house 
holder. Designed by aa architect 
with strong emphasis on colored 
appliances—these kitchens will 
stress the efficient performance of 
kitchen duties by both conventional 
and built-in electrical equipment. 
Other features will include a list 
of attractions soon to be available 
or presently limited, a check list 
of wires, wattage and care, which 
will carry a brief description of 17 
electrical appliances, etc. Four 
sketches will show home owners 
how to get more and better us 
out of outdoor areas with the 
proper lighting of driveway, en 
tranceway, patio, and garage. 


Bigger, Better Promotions... 


are heralded by record advertising budgets, 


extended use of consumer and trade media, old and new 


ideas for sales incentive plans 


Promotion budgets were big 
business in the appliance industry 
this fall as one manufacturer pre- 
pared to lay out $20 million and 
others talked in comparable terms. 
A quick round-up shows that: 

The 1957 advertising and pro- 
motional program of Whirlpool- 
Seeger Corp. “‘is presently budgeted 
it more than $20 million for RCA 
Whirlpool major appliances,” ac- 
cording to John Bricker, director 
of marketing. Commitments in- 
clude 12 months of television pro- 
gramming on four major network 
shows. 

The largest and most compre- 
hensive advertising and sales pro- 
motion in the history of Emerson 
Radio & Phonograph Corp. has 
been scheduled for the ensuing 
year at a total cost in excess of 
$8 million. The campaign will 
cover television receivers, radios, 
phonographs, and air conditioners. 

Adding two new products to its 


line, Casco Products Corp. an- 
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nounces the biggest advertising 
and sales promotion campaign in 
its history this fall. An electric 
blanket in four new decorator 
colors with automatic heat control 
and a king-size portable electric 
griddle joined the Casco line. A 
powerful schedule of consumer and 
trade advertising is planned. 

An extensive newspaper adver 
tising campaign for its new supe: 
rinse ‘all’ detergent has been an 
nounced by Monsanto Chemical 
Co. in a series of eastern sales 
meetings. The product is being 
introduced in 24 eastern states. 

An aggressive advertising cam 
paign promoting its new line of 
“Custom Four Hundred” high 
fidelity phonographs, radio-phono 
graph combinations, and matched 
components, was launched by 
Stromberg-Carlson with a full-page 
display in the Sept. 22 issue of The 
Saturday Evening Post. This open- 
ing gun in the fall advertising cam- 
paign will be followed by a care- 
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fully-coordinated program that will 
make use of full pages in other na- 
tional magazines in addition to 
Sunday supplement ads. 

Drapery material designed around 
the new Motorola “M” insignia is 
being promoted by the company. 
The new material, in a beige and 
brown tone, is adaptable to a wide 
variety of applications: it can be 
used as a part of in-store displays, 
is a background in windows, or to 
idd a decorator note within the 
tore, 

Westinghouse claims that spon- 
sorship of the August radio and 
television coverage of the political 
conventions is paying off. Major 
appliance sales to dealers jumped 
50 percent over the previous year’s 
comparable period. The company 
is sponsoring on CBS the television 
ind radio coverage of the conven- 
tions, a nine-week program of 
political debates preceding the 
election, and election night returns. 

Landers, Frary & Clark an- 
nounces that it will give without 
charge a Universal Mixablend to 
iny retail sales person who sells 18 
Universal Mixablends. 

ORRadio Industries, Inc., has 
launched the biggest advertising 
program in its history. The pro- 
gram will utilize national publica 
tions, trade journals and, for th 
first time, FM radio in the cam 
paign aimed at the mass market of 
tape recorder users. 

A joint $1l-million three-month 
advertising campaign to promot 
use of Calgon water conditioner in 
1957 Norge automatic washers 
started Sept. 10 in newspapers and 
national magazines. The schedule 
calls for ads in 57 key newspaper 
markets, 50 Sunday supplement 
ections, in addition to This Week, 
and 42 advertisements in 11 na 
tional magazines throughout the 
fall month 


Today’s Wonders 


Electrical and atomic wonders of 
today and tomorrow for home, in 
dustry, and the military were ex 
hibited by Westinghouse Corp. at 
the Mid-America Jubilee on th« 
St. Louis riverfront during Septem 
ber. 

Westinghouse divided its exhibit 
between its forward-looking house 
hold appliances and models of 
heavy peace-time and _ military 
itomic-powered equipment. 

The home side of the exhibit was 
devoted mainly to Confection Color 
kitchens that were futuristic in de 
sign, but consisted of appliances 
now available. Each kitchen was 
treated differently, some using 
built-in equipment, others free 
tanding refrigerators, ranges and 
laundry equipment. They were de 
signed to give the housewife ideas 
she could put into immediate use 
in her home and to be of practical 
use to the architect, contractor, and 
others in the home-building field 
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A Cool $1000 


FEDDERS 





BLUMBERG’S Department Store, Portsmouth, Va., submitted this entry to win the 
Fedders Grand National $1000 prize for the most unusual window display. The 
contest was part of an over-all campaign aimed at securing window space and 


training salesmen, 


Radar-Eye Corp. 


H. E. Jones, chairman of the 
board of Radar-Eye Corp., Natick, 
Mass., announced recently that a 
substantial interest in the company 
has been sold to Dan Packard 
Packard, who has resigned as vice 
president, senior marketing execu 
tive of McCann-Erickson, Inc., ha 
been elected as a director and 
president of Radar-Fye. He con 
tinues to serve McCann-Erickson 
as a marketing consultant. Prior 
to 1955. Packard was with Kelvina 
tor division of American Motor 
Corp. 

Radar-Fye Corp. was recently 
organized to manufacture and sell 
a new radar protection device for 
business and home installation. 

Packard states that distribution 
of this new product will be through 
franchised sales agencies in major 
cities and through appliance dis 
tributors and dealers in smalle: 
markets, Franchise will be on a 
one-to-a-‘market basis. 

The device, according to Packard 
is unique in that it is the first ap 
plication of radar to business and 
home protection. 

Packard also announced that 
A. S. “Al” Lawrence has been 
clected vice president in charge of 
sales in the new company. Law- 
rence also comes from Kelvinator 
division. 


Earnings Up 


Field salesmen for manufactus 
ing companies increased their earn 
ings by an average of 34 percent 
last year, according to a new sur 
vey of sales compensation by the 
American Management Assn. 

The study analyzes the com 
pensation paid to more than 17,000 


1956 


lines sales personnel in nearly 200 
companies between the spring of 
1955 and the spring of 1956. Posi 
tions included are those of sales 
trainees, three grades of salesmen 
sales supervisors, and district and 
regional sales managers. 

Total compensation of the 14, 
093 salesmen covered in the survey 
shows considerable variation, based 
on such factors as level of responsi 
bility and the market served. How 
ever, more than three-quarters of 
them earned between $5,000 and 
$15,000 last year. 

At or near the bottom of this 
range are likely to be found sales 
men in such categories as that of 
beginning salesman for a food com 
pany; the experienced salesman for 
a company that manufactures dic 
scl locomotives is an example of 
the type ordinarily found at the 
top of the range. 


Sales Film 


A full-color movie, ‘““The House 
with the Built-in Sale,” was an 
nounced recently as the latest Re 
public Steel Kitchens “salesman” 
in the new construction field, 

The 23-minute film is aimed at 
home builders, contractors, archi 
tects, building supply dealers, real 
estate boards, and interior decora 
tors. 

The new movie outlines Repub 
lic’s national advertising program, 
designed to pre-sell the housewife 
on the desirability of Republi 
Steel Kitchens. 

The film is available to Republi: 
distributors through EF. E. Bang 
advertising and sales promotion 
manager for Republic Steel Corp,’ 
Berger division, and Herbert Stein 
kamp, builder sales manager for Re 


public Steel Kitchens 
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Cyrus Barnes, 70 


Cyrus Barnes, 70, for many years 
a figure in the electrical utility 
merchandising field in New Eng- 
land, died at Nantucket, Mass., 
recently. He was general sales 
manager with the former Tenney 
management group and later was 
merchandising executive with the 
New England Electric System. 


Ad Executive 





DAVID J. HOPKINS, who resigned re 
cently as director of sales for CBS 
Columbia, has been named vice-presi 
dent and a general executive for 
McCann-Erickson, Inc, Prior to his asso 
ciation with CBS-Columbia, Hopkins was 
director of sales and advertising for 
the Emerson Radio & Phonograph Corp 


Paul Dettling 


Paul O, Dettling, veteran Gen 
eral Electric appliance dealer, 
passed away at his home in Jack 
son, Mich., Sept. 9. Dettling, of 
Dettling & Co., Jackson, was a 
former National Appliance, Radio 
& TV Dealers Assn. director 


James A. Frye, 60 





JAMES A. FRYE, 60, former general 
merchandise manager of the Radio 
Television division at Stromberg-Carl- 
son, died in Ft. Lauderdale, Fic., re 
cently 


PAGE 











JOHN 8. MILLER 


Youngstown Kitchens Div., Ameri 
can Standard—Jobn R. Miller has 
been named manager of appliance 
sales, Miller is the former manager 
of kitchen products for the plumb 
ing and heeting division of Ameri 
can Standard 





MORTON M. SCHWARTZ 


Olympic Radio and Television 

Morton M. Schwartz has been ap 
pointed vice president in charge of 
iles following the resignation of 
llerbert Kabat. Schwartz has been 
president of Olympic’s factory dis 
tributing branch, Olympic of Chi 
cago, Inc., for the past three years 


Spartan Div., Magnavox Corp 
Verne Roberts has been appointed 
sales manager, Roberts comes to 
Spartan from Raytheon where he 
served as manager of radio 


Quicfrez, Ine.—Recent regional 
managerial appointments include 
Paul G, Denslow named for the 
southeast; G. J. Papouschek a: 
northeastern manager, and G. R 


Mohs 


age? 


as midwest regional man 





W. C. MeKNIOHT 


Setchell-Carlson, Inc.—W. C. M« 
Knight has been named advertising 
manager. 
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NEW POSITIONS 








H. W. SCHAEFER 


Phileo Corp.—Harold W. Schaefes 
has been named vice president and 
general manager of Philco’s appli- 
ince division, An additional execu 





L. F. HARDY 


tive appointment is that of Larry 
F. Hardy as vice president in 


charge of the corporation’s con- 


sumer products division. 








PAUL McLAUGHLIN 


Calcinator Corp.—Paul McLaughlin 
has been appointed vice president 
in charge of sales. McLaughlin had 
been associated with the TV broad- 
cast receiver division of Bendix 
Aviation Corp 





» 


’ 


C. R. BURKHART 


Geneva Kitchens—C. R. Burkhart 
has been appointed vice president 
and general manager to succeed 
F. FE, O'Connor named president 
of the Howell Co. Both compa 
nies are divisions of Acme Steel Co 





JACK PLANO 


Admiral Corp.—Jack Plano has 
been appointed sales manager of 


the corporation's range division 


Plano succeeds Jack H. Zink in 
this post 
Cory Corp.—Richard H. Russell 


has been named territorial manager 
for the corporation throughout 
the seven state New England area 
Milton H. Otte, Jr., takes over 
with a like title for the central 
south territory 


CLIFFORD C. MENDLER 


Sunbeam Corp.—Clifford C. Mend- 
ler, general manager of the appli- 
ance division, has been elected a 
vice president of the corporation. 


Manitowoc Equipment Works 
Jack Fath has been appointed as 
sistant general sales manager. Fath 
was formerly sales coordinator for 
Deepfreeze. Robert N. York is 
the newly appointed southeastern 
regional manager. 


OCTOBER, 


1956—ELECTRICAL 





JAMES W. RILEY 


Deering Air Conditioning Co.— 
James W. Riley has been elected 
president of the company. Riley, 
a former national sales manager for 
Avco Mfg. Co., succeeds 
Deering in the presidency. 


Tom 





WILLIAM T. REEDY 


Packard-Bell Co. William T. 
Reedy has been named director of 
advertising and sales promotion. 
Reedy was named to fill the posi- 
tion following the promotion of 
Robert H. Thompson to sales man- 


age! 


Norge—Roland H. Martin has been 
named district manager with re 
sponsibility for sales in four north- 
western cities: Billings, Mont.; 
Portland, Ore.; Seattle and Spo 
kane, Wash 


Rival Mfg. Co.—Stuart L. Gold 
stein and T. R. Graham have been 
named regional managers. Gold 
stein will be in charge of the 
Chicago region and Graham will 
supervise the Kansas City area 





C. E. CARTWRIGHT, JR 


Beauty-Queen Div., Toledo Desk 
and Fixture Co.—Charles E. Cart- 
wright, Jr., has been named adver- 
tising and sales promotion man- 


age! 
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NEW POSITIONS 





Granco Products, Inc.—Territorial 
appointments recently announced 
include the following. Harold Os 
mun as regional manager for sec 
tions of New York, New Jersey and 
Pennsylvania; Gene Walter, re- 
gional manager, southwestern terri 
tory; Fred Slater, regional manager, 
New England; and Bill Hilton as 
regional manager for the midwest 
crn atca 


Hotpoint Co.—The following hav« 
been named to district managerial 
posts. Mitchell M. Werwa, Los 
Angeles; F. G. Abrams, Cleveland; 
H. B. Avery, Charlotte, N. C.; 
H. T. Presley, Dallas, Tex.; P. FE. 
Sullivan, Boston, Mass.; M. J. Too 
hill, Chicago, IIL; J. L. Miller, 
Pittsburgh, Pa.; D. F. Johnston, 
Atlanta, Ga.; W. H. Geddes, Cin 
cinnati, O.; B. C. Furey, San Fran 
cisco, Cal.; H. E. Delp, Kansas 
City. All are associated with the 
television receiver department. 


Stewart Industries, Inc.—Robert | 
Vogler has been named general | 
iles manager and general man- | 
ier. William A. Carey has been 


ippointed assistant sales manager 








Viking Air Products—W . Benjamin 
I'ckenhoff has been appointed east 
em divisional sales manager. Also 


ippointed, district sales man 


gers, within the eastern division 
are Bernard ‘Trautman, Phila 
delphia; Richard Belcher, Ipswich, 
Mass.; and David J. Ahern, Long 


Island, N. Y. ... THE ONLY TAPES SPECIFICALLY DESIGNED 


Sie aia B Resin FOR TODAY'S HOME RECORDING EQUIPMENT 
created position of assistant sales 
manager of the home appliance 





division. Kennedy was formerly Soundcraft Hi-Fi 50 and Soundcraft Hi-Fi SOUNDCRAFT HI-FI 

so tl > 710 | ag At P P ; 

samy ~ regional manager in are brand new magnetic recording A standard play tape that offers the amateur recordist 
tapes. They're designed for the home high quality reproduction and the stamina to take rough 


Hamilton Beach Co.—Herman E. handling. Among its features; Wide frequency response, 
Thomas has been named regional recording enthusiast and the equip- 


be. lhe high signal-to-noise ratio, low distortion, print-through 
r Mh “pecdeuntial ~ Chadintec ment he uses .. . designed to meet his of 50 db or better. Base is 1% mil acetate. 


N. ¢ needs for either a husky tape that Available in two sizes—600 ft. on the 5” reel and 1200 ft. 


on the 7” reel. 
Proctor Products—Charles F. Smith stands up to rough usage with no sac- 
has been appointed manager of the 
company’s Chicago district with 
headquarters in the Merchandis tape with superlative high frequency 
Mart, Chicago 


rifice of quality —or for a long play 


SOUNDCRAFT HI-FI 6O 


An outstanding combo of long play and recording per- 





response. fection. Top-quality recording characteristics, PLUS 
Carrier Corp.—Edward C. Lingen increased high frequency response (due to better com- 
held, Jr., has been named assistant ; ; pliance of its thinner base), Its 1 mil acetate base gives 
sales promotion manager for the You can recommend either of these tous ee : 
corporation. the user 50% more recording time on the same size reel. 

new Soundcraft tapes with confidence Three reel sizes—900 ft. on the 5” reel, 1800 ft. on the 

Florence Stove Co.—J. J. Edwards that you've recommended the best. 7” reel, 3600 ft. on the 104%” reel. 
has been appointed midwest divi 


sional manager. Edwards was for 
merly range manager for the Norge 


Sales Corporation, Chicago hor the ate p Ww t : 5 T=tho } " " tA < f 
Kelvinator Div., American Motor f ! 

W. W. Patterson, former sale: 
planning manager for clectric range: 


has been named southern regional SOUNDCRAFT 
manager REEVES CORP. 


10 East 52nd Street, New York 22, N. Y. 
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Provides Best 
Dollar Profit 


Ask your dryer distrib- 
uvtor or write us for 
prices on vents, pipe, 
flexible duct and dis- 
plays. Free literature. 


DRY-R-X 
COMPANY 


6632 West Shore Drive 
Minneapolis 10, Minn. 








2:44 101) Gaal 
on New 
PREMIUM STUDY 


16 Page Booklet telle you 16 different 
ways te use PREMIUMS in your busi- 
ness as Self-Liquidators and Trofile 
Builders that will move more merchan- 
dise ond increase your sales! 
For your FREE copy write to: 
“Bud” Shenkin, Director of Soles, 
Premium Division, Dept. PM 





— 
Hietson China Co. 
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IT TAKES | 


ry TWO 
a6 2S 4 
DISPLAY ADVERTISING 
© Arouses Interest 
DIRECT MAIL 

© Gets Personal Attention 





© Creates Preference 


© Triggers Action 


Alter your prospect hos been convinced by 
Display Advertising, he ofill must act. A 
persenciited meiling piece, is @ power 
ful action getter, Send for ovr industrial 
Direct Mell Catalogue, 150 lists available 


Resuly- 











Mc GRAW-HILL 


OIRECT MAIL LIST SERVICE 


—_—— aaa eae aa sc esac sa ss ee ee 
Direct Mail Division, 
McGraw-Hill Publishing Co inc 
330 West 42%. N.Y. 36, N.Y 

Please forward my free copy of the McGraw 
Hill ‘industria! Direct Mell Cotelegve 


a 





Company 


Addr. 





a 











DISTRIBUTOR NEWS 











LUCKY North Dakotan, dealer James Orcutt of Jim’s Radio & TV, Walhalla, N. D., 
receives key to newly-won Ford ‘Courier’ panel truck during drawing at open 
house sponsored by Bristol Distributing Co., of Fargo, N. D. Howard Bristol, right, 
president of the firm makes the presentation. 


Direct Mail Scores..... 


. in North Dakota, as Bristol Distributing Co., of 
Fargo, decides on an open house to celebrate new and 


larger quarters 


Last fall, Bristol Distributing 
Co., of Fargo, N. D., decided that 
their pending move to new and 
larger quarters, then in process of 
construction, should be celebrated 
with an appropriate open-house. 
Stan and Howard Bristol, the own- 
ers, decided too, that the planned 
move should (1) tie-in with a sales 
effort to move more units, and (2) 
be used as a tool to merchandise 
an “odds and ends” inventory col- 
lected over the years, rather than 
to move it to the new location. 

To accomplish all this, and in 
deference to a small promotional 
budget, most of the effort was done 
through the medium of direct mail. 
Starting with a bulletin to dealers 
headed “Bristol Building Bonanza” 
and explaining that a feature of the 
open-house would be the award of 
a Ford panel truck, the direct mail 
continued throughout the winter. 
During this time dealers received 
one ticket to be placed into the 
drawing for the truck with each 
specified amount of merchandise 
purchased, a period which was ex- 
tended when building construction 
was unavoidably halted by weather 
conditions. At the same time as 
the general promotional pieces, sev- 
eral inexpensive mailings were circu- 
lated listing “short lot” merchan- 
dise as “bonus” bonanza specials. 

The payoff occurred in late April 
when the opening of the new quar 
ters attracted over 1,200 retail radio 
and television dealers from areas as 
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much as 400 miles distant. Prize 
drawings were made from a barrel 
which contained in excess of 25,000 
tickets which competing dealers had 
earned by their purchases. Best of 
all, according to the brother’s Bris- 
tol, the “bonanza” period produced 
sales curves completely out of pro- 
portion with similar months of pre- 
vious ycars. 


DISTRIBUTOR BRIEFS 


© Commercial Electric Co., Toledo, 
Ohio, has moved into its newly 
completed $500,000 headquarters. 
The company, area distributor for 
General Electric, is rated as one of 
the largest full-line electrical distrib- 
utors in the nation. 


@ McCleary-Carpenter Cox Electric 
Co., Columbus, Ohio, have an- 
nounced completion of their move 
to a new 35,000-square-foot ware- 
house and sales room. The com- 
pany is distributor for Kelvinator, 
Fedders and Motorola in the area. 


© Deepfreeze Distributing Corpo- 
ration, Cincinnati, Ohio, has an- 
nounced the change of name of 
their appliance division to Cincin- 
nati Appliance Wholesalers. The 
change is part of the corporation’s 
announced long-range expansion. 


eF. B. Connelly Co., Portland, 
Ore., observed its recent 75th anni- 
versary with an open house for 
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dealers. The diamond jubilee cele- 
bration served also to introduce the 
1957 lines of Norge and Sylvania 
to area dealers. 


e@ Packard-Bell has announced 
ground breaking for a new $350,000 


service division and distributor 
headquarters in the Los Angeles 
area. The structure, containing 


30,000 square feet of space is sched- 
uled for completion in mid-fall. 


e Raybro Electric Supplies, Inc., 
Orlando, Fla., have moved into new 
quarters from which it will serve 
nine surrounding counties. Main 
offices of the firm are located in 
‘Tampa. 


© Motorola-Detroit Co.’s name has 
been changed to Motorola-Michi- 
gan, Inc. The company which yp 
viously served the eastern half of 
Michigan only will now cover the 
entire state. A branch has been 
opened in Grand Rapids with Jack 
Potter as branch manager, 


Distributors Appointed 





Admiral Corp.—United Distribu- 
tors, Inc., New Orleans, La, 
American Kitchens Div., Avco Mfg. 
Corp.—Frankelite Co., Cleveland, 
Ohio; Modern Distributing Co., 
Cincinnati, Ohio; Gas and Elec- 
trical Equipment Co., Oklahoma 
City, Okla.; Carter-Johnson, Inc., 
Portland, Ore. 

Du Mont, Allen B.—Republic Dis 
tributing Co., Grand Rapids, 
Mich.; Wall Distributing Co., Fort 
Wayne, Ind 

Eureka Williams Corp.—Capitol 
Wholesalers, Indianapolis, Ind.; 
Richards Electric Supply Co., Cin- 
cinnati, Ohio; Moore Bros. Dis- 
tributing Company, Houston, 
l'exas. 
Fedders-Quigan—McCleery-Carpen- 
ter Electric Co., Columbus, Ohio. 
Gibson Refrigerator Co.—Radio 
Specialties Corp., New Orleans, La. 
Hoffman Electronics Corp.—Intra- 


south Distributing Co., Shreve 
port, La. 

Manitowoc Equipment Works— 
Wade Distributing Co., Riviera 
Beach, Fla. 


Motorola—Tri-State Appliance Dis- 
tributors, Inc., Erie, Pa. 
Norge—Washington Wholesalers, 
Inc., Washington, D. C.; Electra 
Merchandising Distributors, Inc., 
Albany, N. Y.; Tel-Electric Dis- 
tributors, Inc., Spokane, Wash 
Ray Distributing Co., Savannah, 
Ga 

Olympic Radio and hareg 3 
Appliance, Inc., Atlanta, Ga.; Ala- 


bama Appliances Co., Inc Bir- 
mingham, Ala. Big Boy Auto 
Parts Company, In Sunbury, 


Pennsylvania 

Republic Steel Kitchens—Electrica] 
& Mechanical Supply Co., Inc., 
Albuquerque, N. M.; Kitchen Sup 
ply Distributors, Green Bay, Wisc.; 


I 
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PERSONNEL APPOINTMENTS 


Cincinnati Appliance Wholesalers, 
Cincinnati, Ohio—Stan Bernhardt, 
(vice president in charge of sales). 
Emerson Radio of Ohio, Inc., Co- 
lumbus, Ohio—William A, Wilson, 
(general manager); Dayton, Ohio— 
Edward Miller, (sales manager). 
Philadelphia Wholesale Distribu- 
tors, Philadelphia, Pa—D. D. 
Weiss, (chairman of the board). 
Philco Distributors, Inc., Chicago, 
Ill.—Carl Krumrei, (general man- 
ager), Walter Eichelberger, (gen- 
eral sales manager). 

Raybro Electric Supplies, Inc., 
Tampa, Fla.—William T. Brown, 
(supply sales manager); Jack Key, 
(sales manager, Miami branch). 
Raymond Rosen & Co., Philadel- 
phia, Pa.—Jack Shore, (sales man- 
ager, radio department). 


Sampson Distributing Co., Inc., 
Richmond, Va.—David W. Lerch, 
(vice president). 

I.M.O. Distributors, Inc., Fort 
Wayne, Ind. 


Sentinel—American 
St. Joseph, Mo.; Baird Hardware 
Company, Inc., Gainesville, on 
Beck & Gregg ‘Hardware Co., 

lanta, Ga.; Burghardt Radio Su we 
Co., Watertown, S. D.; R. D. upply 
Co., Allentown, Pa.; Iowa Radio 
Corp., Des Moines, Ia.; Joachim 
Radio Supply, Inc., Scottsbluff, 
Nebr.; James J. Kerwin Co., Los 
Angeles, Cal.; Lifsey Distributing 
Co., Flint, Mich.; Pace-Radio-TV 
Supply, Shreveport, La.; Rowton 
TV-Sound Distributors, Paducah, 
Ky.; Sasco United Television Co., 
Springfield, Ill.; R. D. Schwab Co., 


Electric Co., 


San Francisco, Cal.; The Stark 
Radio Supply Co., Minneapolis, 
Minn.; Teche Distributors, Inc., 


St. Martinville, La.; Union Supply 
Company, Inc., Burlington, Ia.; 
United Electronic Wholesale Co., 
Twin Falls, Idaho; W. W. Electric, 
Springfield, O.; National Sales Co., 
Rochester, N. Y.; Fitzpatrick E lec. 


tric Supply, Muskegon, Mich.; 
Elias Distributors, Inc., Pittsburgh, 
Pa.; Lappin Electric Co., Milwau- 


kee, Wisc.; Vaeth Electric, Utica, 
N. Y.; Miller-Jackson Co., Inc., 
Oklahoma City, Okla.; Republic 
Electric Co., Inc., South Bend, 
Ind.; Seattle Radio Supply, Inc., 
Seattle, Wash. 

Servel—Femco Corp., Fort Wayne, 
Ind.; Mid West Sales & Service, 
Inc., South Bend, Ind. 
Westinghouse Electric Corp.—Dob- 
kin Electrical Supply Co., Chicago, 
Il. 

Whirlpool-Seeger Corp. —R.T.A. 
Distributors, Inc., Albany, N. Y.; 
RCA Victor Distributing Corp., 
Kansas City, Kans 

Youngstown Kitchens — Goodman 
Electric Supply Co., Norfolk, Va 
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STAND-OUT 


OPPORTUNITY 
to profit with 
ONE PRICED 


INTERNATIONAL AIR 
CONDITIONER COVERS - 











32 SrvYLes 
TO FIT EVERY 
LEADING 
MAKE FROM 
Vy to 2 ton 
writs 1951 
to 1956 
MODELS 











Wherever an air conditioner stands out, there is an opportunity 
for you to sell a cover Profit with the FIRST, THE FINEST 

. INTERNATIONAL COVERS . . ALL AT ONE LOW PRICE 
Made of long lasting, heavier gauge Firestone Velon. 
Write for the facts today! 


INTERNATIONAL COVERS FOR AIR CONDITIONERS CORP. 
532 Broadway, New York 12, New York 











Distributors and Dealers 


Clean up $ $ $ 





with the 
SSS-T! 
STEAM 
IRON 
CLEANER 


NOW! NEW LOW PRICE on 
FLEXO-SPACE Self-Service Island 


ANNOUNCING our new low prices on 








FLEXO-SPACE Self-Service Islands, Here 
is your opportunity to follow the trend of 
thousands of aggressive merchants and mod- 
ernize your store with PFLEXO-SPACE at 
a savings of 50% over competitive Islands 


REMOVES CLOGGING SCALE 
The miracle cleaner every | 


Steam Iron owner wants pee whe B on see Self. Service, 
| ass isplay an 00% more ing 

Hi i A . — . Space than one flat-type counter, Yes, in 
© WONT BURN © RECOMMENDED | only 124 Sq. Ft. of floor area you get 50 
Sq. Ft. of selling space. Raise or lower 

Full $ 0 0 | the shelves every 2” within 15 adjustments 

YEAR | FLEXO-SPACE is a complete Island! Your 

| customers shop on 4 sides from 45 large 

Supply Retail | Self-Service shelves, FLEXO-SPACE bas 


been “Tested and Proved” by thousands of 
retail merchants, New amazingly low prices 
on FLEXO-SPACE at almost 50% less than 
you expect to pay. Write for PREE cat 
alog on FPLEXO-SPACE and other Self. 


Service fixtures. Do it now—~Today! 


Migs. Write for special extra low prices. 


ADD SALES CO. 


802 York St 





from coast to 
Order from your jobber or write manufacturer for 
name of your nearest supplier 


FAST CHEMICAL PRODUCTS Corp. 


DEPT. E P.O. BOX 56 
EAST STATION, YONKERS, WN. Y. 


Used & Sold In leading appliance service stations | 
coast 














Manitowoc, Wis. 
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Manpower Needed 


The fast-growing air conditioning 
industry would be making even 
greater strides if it were not for a 
lack of trained manpower, accord- 
ing to M. M. Lawler, president of 
the Air Conditioning and Refrig 
eration Institute 

“Large segments of the public 
with the desire for air condition 
ing, and the dollars to pay for it, 
do not have 


air conditioning in 
their homes 


Why? Because we 
did not have the salesmen to call, 
or the engineers to lay it out, or 
the installation men to put it in, 
or we couldn’t get the equipment 
from the factory soon enough,” 
Lawler said in an article prepared 
for Koldfax, monthly publication 
for members of the institute 

his mass-appeal industry thus 
joins other research, engineering, 
and production groups in reflecting 
the trained-manpower scarcity, but 
Lawler suggests that the industry 
vigorously woo personnel into air 
conditioning and away from other 
industries in the “annual battle for 
the graduate crop.” 

This could be accomplished, he 
recommends, through an industry 
wide program designed to alert 
young men to the “golden oppor 
tunity that exists in our industry 
for salesmen, engineers, and instal- 
lation men, and that will exist for 
years to come.” 


The Cool Facts 


Home owners’ attitudes toward 
central residential air conditioning 
are being studied by the Du Pont 
Co. in the second of its annual 
series of market research surveys for 
the air conditioning industry, 

Personal interviews with 1900 
householders are being made in a 
nationwide “probability sample” of 
home owners in 27 metropolitan 
areas. The survey is designed to 
uncover not only factors of satisfac- 
tion or dissatisfaction by those 
whose homes are centrally cooled, 
but also purchase plans of those 
whose homes are not now me- 
chanically cooled 


IBEW Endorses Week 


The International Brotherhood 
of Electrical Workers has endorsed 
National Electrical Week as “an 
outstanding program for the indus 
try’’ and has become a contributing 
sponsor to the 1957 observance, 
according to Merrill E. Skinner, 
chairman of the National Electrical 
Week Committee. 

The IBEW, representing mor 
than 650,000 members in all 
branches of electrical work, is the 
ninth major group in the electrical 
industry to give full support to the 
week which is scheduled for Feb 
10-16 


LETTERS TO THE EDITOR 





To the Editor: 

With reference to Mr. Black 
burn’s column in the July issue, his 
statement “when some new bureau 
will pin down the facts about ad 
vertising rates” simply points up 
the advantages of the service our 
publication has been rendering na- 
tional manufacturers in planning 
and policing their cooperative 
advertising. 

With the Federal Trade Com- 
mission’s work on enforcing the 
conditions of the Robinson-Patman 
Act, the attitude of many manu- 
facturers and distributors to allow 
misuse of co-op ad funds is simply 


adding violation to wasted ad 
dollars 

Further details, together with 
some theoretical questions an- 


swered by Mr. Barnet Watson, 
Attorney, FTC, are contained in 
the “Sales Management” and “Re- 
tailing Daily” reprints attached. 
Basic Retail] Rate Index is the 
only independent source of local 
newspaper rates, and as such, sup- 
plies rates to subscribers through- 
out the country, and in many diver- 
sified fields. In fact, among our 
subscribers we have representative 
manufacturers of radios and TV, 
recorders, fans and air conditioners, 
kitchen appliances, refrigerators and 


electrical merchandising whose ad 
vertising is placed through coop 
erative agreements. 

Since planning avoids quite a few 
of the pitfalls and embarrassments 
of policing cooperative advertising, 
our publication has been able to 
serve for both functions, and is 
considered by many as a “must” for 
every manufacturer who uses co 
operative advertising to get his sales 
message to the consumer. A few 
quotations from unsolicited letters 
of subscribers are attached to a pre 
vious mailing piece, together with a 
“Retailing Daily” reprint that fur 
ther indicates the relationship be- 
tween our service and the consider 
ations of the Federal Trade Com 
mission’s rulings. 

Our new two-volume edition is 
just being distributed to our sub 
scribers, and it will be a pleasure to 
forward a copy to you if you would 
like to see it 

Believing our service to be a valu 
able and useful tool to aid the co 
operative advertiser, we would ap 
preciate appropnate mention in 
your publication. If there is any ad- 
ditional information we may sup 
ply, it will be our pleasure. 

Sincerely, 
Geo. Fred. Millard, President 














MERCHANDISING 


SUPPLEMENT 
Products, Services — For More Sales, For More Profits 
ADVERTISING RATE 


$23.10 per inch insertion. Contract rate on request. An advertising inch is measured vertically 
%” on one column. There are 4 columns—48 inches to & page.) 











WHY PAY TWO MEN? 
Take 350 Ibs. UPSTAIRS 
ALONE! 


Y 


WITH 





SAVE $10 
A DAY 





write “HYKER” 

908 W. Lycoming 
Phila. 40, Pa. 

WALKS UPSTAIRS—YOU DON’T DRAG IT | 








HAND 
TRUCKS 


For safe and easy han- 
dling of Ranges, Refrig- 
erators, Freezers, Wash- 
ers, Air Conditioners, 
Pianos, Television sets, 
Venders, etc. Experience 
in manufacturing equip- 
ment for heavy case 
moving since 1901, 


SELF-LIFTING 
PIANO TRUCK CO. 


425 W. Main St tiediey Oho 


Né 
BALANCE 











Positions Vacant 
Positions Wanted 


Part Time Work 
dai 


© 


rates quoted on request 


COVERAGE . 


vertically on a column 
50 inches to a page 





Box 12, N. Y. 34, 


I DISPLAYED 
NATIONAL” i ae a averting rate is $20.75 per inch 


An advertising inch is measured %&” 
3 columna— 


Bubject to Agency Commission 


EMPLOYMENT OPPORTUNITIES 


The Advertisements in this section | neato oll employment opportunities —executive, 
go selling, office, skil 
‘ons Service Opportunities Emp! A i 
Selling Opportunities Wanted 
Selling Opportunities Offered 


led, manual, ete. 





Employment Services 
lober Bureaus 


UNDISPLAYED 
$2.10 po line, minimum 3 tines, Te 


~—RATES—— 


advertising appearing on figure advance count 6 av- 
other than @ contract basis. Contract 


alope wares as 8 ine 
a “a Wanted ads are ty of above 


Box , = counts aa } line 

Discount 10% if full payment te 
made in advance for 4 consecutive 
insertions. 

Not subject to Agenoy Commission 


Send NEW ADS and inqviries to Classified Agrertuing Division of ELECTRICAL MERCHANDISING, 
PrP. 0 a Y 


Nov. issue closes Oct. 15, 





REP LIBS (Bos No. Fs » address to office nearest you 
c/a Thte publication Classified Adv, Div, 
NEW YORK: P. 0, Bow 12 (86) 
CHIOAGO: 620 N. Michigan Ave, (11) 
BAN FRANCISCO; 68 Poat Bt 4) 


~~ SELLING OPPORTUNITY WANT ED 


Sales representative with ten years experi 
ence calling on wholesalers and utilities in 
the states of Minnesota, North and South 
Dakota, lowa and Nebraska would like to 
get quality product lines. RA 2961, Elec 
Merchandising. 





Personnel eypageren= Rese experienced En- 
gineers and Technicians’ We offer a book- 
let especially prepared to help you solve 
this problem. Write for “free” copy of 
“Reservolr of Engineers and Technical 
Men.” Classified Ady Electrical Mer 
chandising. 











Aggressive Manufacturers 
Agent looking for Electrical or 
Housewares Lines for state of 
California. Agent has 8' 
years successful selling expe- 
rience with country leading 
manufacturer of traffic appli- 
ances. All inquiries held in 
strict confidence. Address re- 
plies to M. E. Stocks, 256 Kar- 
en Way, Mill Valley, Calif. 











ATLANTA, 3 


1321 Rhodes-Hoverty Bidg 
WaAlnut 5778 


350 Park Square 
HUbbard 2-7160 
H. J. SWEGER, Jr 


w 
CINCINNATI, 37 


CLEVELAND, 15 


1510 Hanna Bldg 
SUperior 1-7000 


STONE 


FOR RATES OR INFORMATION 
About Classified Advertising 
Contact The McGraw-Hill Office Nearest You. 


NEW YORK, 36 


330 West 42 Si 
LOngacre 4-3000 


R. POWELL W, SULLIVAN R. LAWLESS 
5. HENRY 
D. COSTER 
BOSTON, 16 DALLAS, 15 


R. HATHAWAY 


Adolphus Tower 
Main & Akard Sts. 


PHILADELPHIA, 3 


PRospect 5064 17th & Sansom St 
G. JONES Rittenhouse 60670 

E. MINGLE 

W 
yes H, BOZARTH 
520 No. Michigan Ave DETROIT, 26 
gig 856 Penobscot Bldg ST, LOUIS, 6 
J. BRENNAN WOodward 2-1793 3615 Olive & 


JEflerson 5.4867 
W. HIGGENS 


Basic Retail Rate Index, Inc. 


LOS ANGELES, 17 
P. O. Box 388 


. SAN FRANCISCO, 4 
freezers, vacuum cleaners, motors, Swifton Village, Apt. 2 


‘ 1825 Yorktown Ave. 1125 W.6 S& 68 Post St. 
and virtually every other field of Severna Park, Maryland REdwood 1-3238 MAdison 69351 DOuglas 2.4600 
G. MILLER E. SCHIRMER R. ALCORN 
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Got to be Done About Service’, should be 
required reading for all responsible elements 
of the appliance-radio-television industries. There is 


1@ lead article in this issue, “Something Has 


no escaping the fact that the service problem is 
rapidly becoming the number one headache—not 
only to manufacturers, distributors, dealers and 
utility companies—but to the millions of consumers 
who buy our products. And this consumer dis 
satisfaction with poor service inevitably reflects back 
on the manufacturer's brand name and on future 
sales potentials. 

Ihe household of today is dependent to an 
extraordinary degree on the efficient functioning of 
a score or more automatic devices, from the oil 
burner in the basement to the toaster on the break 
fast table. We have taught the housewife to wash, 
dry and iron her clothes electrically; to heat he 
water and cook her meals electrically; to preserve 
and freeze her food electrically and to be entertained, 
through radio and television, electrically. We've 
done a swell job of persuading millions of customers 
to buy and use hundreds of millions of our products. 
In the post-war era alone, the variety of those 
products providing wholly new services has risen 
sharply and the sales volume annually has increased 
nearly six-fold. Yet the facilities and manpower 
necessary to keep these millions of products in 
working condition remain—with the exception of 
television—at pre-wal standards. 


I’ is not a simple matter to assess the blame for 

this condition. Manufacturers have struggled 
with it and, in a notable number of recent instances, 
seem to feel that only by assuming the servicing 
function themselves, through the operation of 
central servicing agencies, can the problem be 
solved. Their doing so has naturally aroused the 
antagonism of dealers who have investments in their 
own service operations and who rely on service both 
for the contribution it makes to net profit and the 
sales leads that service may supply. The rise of the 
discount house which generally assumes no service 
responsibility has further complicated the situation. 
Likewise contract builders installing appliances in 
new homes take no responsibility for service. Many 
dealers, pressed to cut their operating costs to be 
come competitive in today’s market conditions, have 
dropped the service function. Utilities are concerned 
about the situation because a non-operating device 
turns no meters and because an increasing number 


The Service Problem 


OCTOBER, 


of customers seem to expect them to do something 
about repair work. 

But the housewife whose washer won’t wash, 
whose dryer won't dry, whose freezer won't freeze, 
or whose range won't cook, simply does not under 
stand or care to understand the industry's problem. 
Her new devices have replaced household help; she 
bought them in good faith, expects them to function 
properly and is rightfully resentful when they break 
down. And when they do break down she wants 
them fixed as of now—not two months from now; 
she doesn’t want to pay exorbitant service fees and 
she wants the service to be good. Well, you can't 
blame her. When the family car is in need of repair 
it is generally fixed in quick time at fairly standard 
rates. Who ever heard of an automobile dealer with 
out a service department? ‘The consumer is hardly 
blameless, of course. If half the housewives took 
the trouble to read the operating instructions on her 
new automatic washer, unnecessary and costly service 
calls would be cut drastically. Maybe more educa 
tion is needed here. 

But the industry has its problems, too. There is 
a critical shortage of manpower; there are insufficient 
training facilities; there is the lack of prestige that 
service work holds for young men; there are rapid 
changes in models which may be in the field long 
before any service literature is made available; there 
is a lack of standardization of parts and there is a 
lack of industry cooperation such as exists in im 
portant programs like “Housepower’ in adequate 
wiring and “Live Better Electrically” in promoting 
appliance use. 


JERHAPS the time has come when coordinating 
committees of the National Electrical Manu 
facturers Association, the Edison Electric Institute, 
the National Appliance-Radio-T'V Dealers Associa 
tion, the Radio-Electronics-Television Manufacturers 
Association and other interested groups, got together 
on a program which would do for service what 
“Live Better Electrically” is doing for promotion. 
Certainly some education is needed at the consumer 
level to acquaint people with the industry's prob 
lems in servicing millions of appliances annually 
And a campaign to recruit potential servicemen 
might go far in easing the manpower shortage. 
These things need the collective thinking of in 
terested industry groups, because the service prob 
lem is not a static one—it is multiplying every year 
at a staggering rate. 
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“SAFETY IS A BIG SELLING POINT. We show how standard Lovell “PRESSURE IS BALANCED ALL THE WAY ACROSS. Lovell wringers have rolls 


wringers release pressure with a slight push on the release bar. On of unique construction. With a Lovell wringer you can pass a piece 
deluxe models, the fact that safety is based on normal responses to of yarn through with a pencil right beside it. Both will be held tight 

danger convinces women that Lovell wringers are foolproof. On the squeezed—in the wringer rolls. What better demonstration could youask 
Instinctive 62, a light pull releases pressure, stops rolls on the 77.” for that wringer washers squeeze all the clothes—get all the dirt out?” 


‘Our customers prefer wringer washers” 


.says Marvin E. Hemke, Manager, Taylor Bros., Inc. Brookville, Ind. 


““N THE RURAL AREA where we operate, water is sales so far are just about equal. Newspaper 
tom a problem. I guess it is in many parts advertising helps bring the customers in, Once 
of the country. And water is one of the reasons’_they’re in, we know how to let the wringer 
our trade goes for wringer washers. Wringer washer speak for itself. Demonstrations like 
washers are more economical with water. And the pencil and yarn, see photo above right, 
they do a better job, too. We often have people show immediately how you can depend on a 
come to buy an automatic washer and sell them _Lovell wringer to get all the dirt out. That’s 
a wringer type. We made a good showing in’ important, too, in a rural area where clothes 

wringer washer sales last year, and this year’s can get really dirty.” 










ttle ee sail 


“THE PERFECT PAIR is a Lovell wringer washer and an automatic 
dryer with a Lovell Drying System. You can’t depend on the 
sun to be out every washday; and who wants to be bothered 

with clothes hanging in the cellar to dry?” 
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“WINDOW DISPLAYS stop the passing trade and show that wringer 
washers are here to stay. By keeping several models of wringer washers 
in prominent display, we serve notice that it’s a major item in our 

-one the customer will be proud to own.” 


we PRESSURE CLEANSING WRINGER 


Also makers of gas and electric drying systems 


business. One we’re proud of LOVELL MANUFACTURING COMPANY, ERIE, PA. 





KELVINATOR 
ELECTRIC DRYERS 


SUPER-FAS 


DRIES CLOTHES 
FAST AS YOU 


CAN WASH THEM! 
AND 


TRIPLE 
SAFE 


The Only Dryer With All 3 Safety Features! 


SAFE SAFE SAFETY 
TEMPERATURE CYLINDER DOOR 


More Real Features That Demonstrate and Sell! Here olum«e opportunity, under every market condition 
are real hard selling features that a customer can see, Yes for 1957 Kelvinator automatic dryers that are 
can touch, can understand. And the five new 1957 Super-Fast and Triple-Safe, and Kelvinator automatic 
matching Kelvinator dryers give the Kelvinator dealer washers with the “Magic Minute” gives Kelvinator 
beautiful matching laundry pairs in a complete price dealers an unbeatable combination with more of the 
spread that assures the Kelvinator dealer the utmost features sales are made of. 


= ae PUSH-BUTTON 
PLUFFI 
HANDSOME, 1 sr FLUFF DRYING 
EASY-TO-USE ee : g Push the button and the 
CONTROLS rth Se dryer automatically gives 


fluffy drying without heat. 
Phese complet lv automat 


controls can be set to any ( ie ECONOMIZER 
I ng time required from a Was LIGHT 
to 120 minutes ’ y 
Stead bee rm PL. 4 See Light glows when clothes 
res (ee Operates on either are drying by retained heat. 
110 AC or 290 AC Proves Kelvinator drying 
economy. Model DEG-9. 





